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SILVER 
STEEL 


GREETINGS! 
to the Hardware Trade 
May the ensuing six “é 
months bring you 


a fine, profitable 
business. 


Selling 


Atkins Saws, Saw Tools 

and Plastering ‘Trowels 

will help you make real 
friends and good profits. 


E..C.ATKINS & CO. 


ESTABLISHED 1857 THE SILVER STEEL SAW PEOPLE 
W rit Home Office and Factory, INDIANAPOLIS, INDIANA 
‘— Canadian Factory, Hamilton Ontario 
for New Machine Knife Factory, Lancaster N.Y. 
Branches Carrying Complete Stocks In The Following Cities: 


Catalog , 
and a New Orleons Seattle 
; Chicago eager: Paris, France 
Prices Minneapolis Portiand,Ore. ve ncouver, B.C. 


Editorial Index, Page 71 





Advertising Index, Page 197 Two Sections—Section One 
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Dreams, fair lady, sometimes do come true. You'll 
realize this the instant you feast your eyes upon 
the “Pieces of 8’’ Chest. 

A new idea in sets of fine silverplate — ‘Eight 
of each’’ instead of the traditional sets of “sixes” 
and “twelves”’ 

‘Eight of each’’ is just right for the average dinner 
party. ““Twelve”’ is sometimes too many; “‘six’’ not 
enough. 

Eight knives, eight forks, eight teaspoons and 
eight dessert spoons, with a butter-knife and a sugar 
shell— 34 pieces—enough to glorify your table 


wm’ {847 ROGERS BROS 


CHICAGO 
San FRANCISCO 






ei 


when you entertain. And the price, too, is fasci- 
nating. For the ‘Pieces of 8”’ set sells for only 
$49.50 in a gorgeous Spanish Treasure Chest. 
(Price slightly higher in Canada.) 


The “Pieces of Eight” set may be secured from 
leading dealers in any of the 1847 RoGgERs Bros. 
patterns. a 
Also on display . . Tea Service and Dinner Ware 
with Candlesticks and Centerpieces to match each pat- 
tern of 1847 ROGERS Bros. spoons, forks and knives. 
INTERNATIONAL SILVER COMPANY, Meriden, Conn. 


CANADA: INTERNATIONAL 
Sitrver COMPANY OF 
CANADA, LIMITED, 


SILVERPLATE HamiItton, ONTARIO 
meyy INTERNATIONAL SILVER CO | 
roy A 


Tus ADVERTISEMENT, in Color, appears in The Saturday Evening Post, July 24th, 1926 


=) 
0S Chest 
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How I Sold a 
V&B Vanadium 


Steel Hammer ! 


(Here is a typical experience of a successful tool 
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: salesman ) 
, “A carpenter came in to buy a_ picture of it—First they press this 
| hammer. Instead of asking him split copper pin to a snug fit in Made from spe- 
A what make he preferred, I handed a hole bored in the end of the cial V&B formula 
is him a V. & B. and said, ‘Iam sold handle; then drive this tapered Vanadium Steel, 
fe on this Vanadium steel hammer _ steel wedge between the two halves with special non- 
E and you will be, too, as soon as you of the pin. The two claws spread slip claw that 
£ out and sink deep in the wood, grips either brad 
: in opposite directions—guided by or spike. 
: the sloping inner sides of the pin 
: —and see how the _ saw-tooth 
e notches on both pin and wedge 
# hold that wedge for keeps! The 

Underwriters Laboratory tested 








these hammers and found that it 
took 900 lbs. more power to pull 
the head off with the wedge than 
without it. That head will stick 
4 rc on forever. 
: 7 |e ee Dp “Pm Sold “*Now see this handle: It’s made 
i on this Hammer” of inspected seasoned  second- 
: growth hickory, turned = and 
use it. The head is drop-forged hand-shaved. Just swing the ham- 
| from a special alloy Vanadium mer; hasn't it a beautiful feel and 
steel—that gives it a toughness and _ pajance?’ 
durability that will keep it looking “T made the sale without a 
like new for years. quibble about price. In fact, he 
Run your thumb down to the said, ‘I’ll take it,’ before he asked 
crotch of this claw—see how sharp the price. 
and smooth the edges are! It will 
pull brads at one end, spikes at the 









“Now 
see 
this 

wedge’ 
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other—and all the other sizes in- ——_— a. * 
between. The claw is given a \ a — 
special heat-treatment that gives it 
a temper like an army saber. It 
will hold its edge through thick- “A month later, the same man 
and-thin and though I see you are came in and insisted that I wait 
a strong man, you'll never pull on him, as he wanted some more 
hard enough to break it. tools and said he ‘liked to deal 

“ “Now see this wedge: Here’sa _—_— with a salesman who knew what he 
was taking about.’ 

“While I sold him a V. & B. 
unbreakable Drop Forged Plane 
and a saw he told me 
that he wanted to thank me for 
selling him a V. & B. Hammer; 
as he had come into buy another 
make, but I beat him to it—and, 
in doing so, gave him the ‘only real 
hammer he’d ever had in his 
hand.’ ” 


“The Underwriters For more information on the 
Laboratory tested’’ Easy-to-Sell V. & B. Line—write to 


VAUGHAN & BUSHNELL = 
MANUFACTURING COMPANY _ trom best rade 


growth white 


WM“akers of Fine Toots {2h ys 
2114 Carroll Ave.~ ~ Chicago, il. U.S.A. shaved. 
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STANLEY MERCHANDISING HINTS 
SUBJECT No.9 
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DYeyelam ule) lel-a- 
No.456 and No. 457 


Wiil hold open doors of any weight even 
dalellelam-telelie)ol-1e My abdame: Melele) med (el-1-1 mele 
Pah me Giale Me} Milele) took celele Md] | -Mimelelalela-ti-F 
linoleum — and even on a slanting or 
uneven floor. 


Jota talemiamelitlale(-1amel-t-1-me lA U-t-m-lelel tem sleet 
sure against the floor. 


As working parts are operated from bot- 
Colgemme) Mile) (ol -) a dil-1a- MEM ale Medal lalel- Mme) 
Tora: biedaliale me lolel am 


The rubber tip is made over-size to give 
Telale mu a-tele a 


ene 
Here is a sales test — | a 


Almost every store entrance door requires 
a door holder, especially in summer. 


Sell a No. 457 (Wrought Brass) to one 
of your neighboring merchants. 







He will quickly see its utility and will 
very likely want some for hisown home. Stanley Door Holder 

No. 456 (Wrought Steel) is recom- Display Carton 
mended for household use. 








Stanley Door Holders are packed one each ina | (SEE 71 
box and three boxes in a display carton. 





Stanley makes a complete line of 
wrought hardware of the highest quality 
KEEP A CLEAN CUT STOCK 


SELL THE LINE 


aa 
STANLEY HARDWARE 


No. 456 is made of Wrought Steel and No. 457 
of Wrought Brass. Both types are furnished in 
standard finishes. 


_ —— —_— <a - 


THE STANLEY WORKS, NEW BRITAIN, CONN. 
New York Chicago San Francisco Los Angeles Seattle 
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To Help You Sell 









ARMSTRONG 
“VANADIUM 


Super- Quality 





WRENCHES 


Here’s an outfit that will boost your wrench 
sales wonderfully. This beautifully designed 
display board holds six each of sixteen sizes of 
wrenches. Wrench buyers usually buy several 
sizes—because of the effective display. Board 
is 40 inches high. Boards- supplied FREE to 


dealers ordering the complete assortment. 








“No Wrench Could Be Finer 


ARMSTRONG-VANADIUM Wrenches are 
drop-forged from select Chrome-Vanadium 
steel, heat treated and finished in nickel over 
copper with heads buffed bright. They are the 
LONGEST, STRONGEST, HANDIEST 
Wrenches obtainable. Tested and fully guar- 
anteed. 

These wrenches are inode long and 
light as compared to their capacity. The jaws 
are thin and narrow and can get at the nut that 
is placed in close quarters. 

The best in material and washinanahley 1 is 
put into these wrenches. The name of ARM- 
STRONG stands back of them. 


Send for Free Descriptive Folder 


Write today for folder with full description and prices. 
Be one of the first to stock these fast-selling wrenches. 





No. 50 Wrench Assortment and Display Board 


ARMSTRON G BROS. TOOL CO. 


“THE TOOL HOLDER PEOPLE” 


314 N. Francisco Ave. 
CHICAGO, U.S.A. 
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PERFECT 
TEMPER 
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The best known 
and known as 


THE BEST 
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AXE 


MAY 7 - Corer) y 


KELLY. VG: MFG a) 


CHARLESTON W.VA. 





The World's Finest 


Kelly Axe & Tcol Co. = 
Charleston, W. Va., U.S.A. 
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HERE may be finer points in 

other departments of The 
Grand Old Game, but nothing 
gives the average golfer such joy 
as does distance on his shots from 
the tee. 


There are finer points in the 
competition of making and selling 
tires, but regularly to deliver tires 
that will out-distance rivals is the 
greatest source of satisfaction to 
those who make and sell them. 


There may be real art in the 
design of a tread, real engineering 
in the construction that enables 
a tire to flex properly for comfort, 
but if it fail to deliver distance— 
mileage beyond compare — there 
is no joy in the making of it. 


The great Hardware Whole- 


THE MANSFIELD TIRE ® RUBBER COMPANY, MANSFIELD, OHIO 
Balloon Cords Truck Cords Heavy Duty Cords Regular Cords Fabric Tires 


Distance Lends Enchantment 





salers who first sponsored Mans- 
field Tires made distance —the 
ability regularly to deliver more 
mileage — the prime requisite of 
Mansfields. 


And they gave us an advantage 
with which to work for distance 
—the lowest cost distribution ever 
enjoyed by a maker of tires. 


Be ney 


Mansfields are now rated great 
tires by a great and growing 
public endorsement because they 
do regularly out-distance their 
greatest rivals. 


On the practical side, since they 
cost you nomore per wheel, they 
cost you less per mile and turn out 
to be not only the most satisfactory 
but the least expensive tire equip- 
ment you can have on your car. 




















Cost of Distribution is Lower — The 


Undersell, 





Built — Not to 


Standard of Quality 
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Does Your Store Stand Out 
as the Quality Store? 
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Reputation makes some store 
stand out on every street =— 


On every street is some hardware store 
which stands conspicuously for high quality. 
This reputation it has established by the qual- 
ity and reliability of the goods it sells. People 
look to it when they want the best—and they 

The tool shown above go there to buy Brown & Sharpe Tools. 
is Micrometer Caliper No. 
11. It is one of over 2300 
different Brown & Sharpe 
Tools, known for their 
excellence in all parts of 
the world. 








A stock of Brown & Sharpe Tools identifies 
your store as one of high quality and helps to 
build the good reputation which brings more 
business. Is your stock of Brown & Sharpe 
Tools complete? 











Send for Small Tool Catalog No. 30. 


Dept. HA. 
BROWN & SHARPE MFG. CO. 


Providence, R. I, U.S. A. 


BROWN & SHARPE IOOLS 


Made Best—They Give Complete Satisfaction 
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Osborn prints this state- 
ment 5,000,000 times 
each month for your 
benefit in its national 
advertising 
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People Are Often Out to the Canvasser 


But You Can Always Show Osborn Brushes 


to Your Customers 


The best and easiest and 
most profitable way for you 
to “show the goods” is to put 
the Osborn Display Rack up 
in your store so people can 
see the Osborn Brushes. That 
is the first essential to any 
sale—it’s a chance that the 
canvasser has to fight for. 


Osborn worked out that 
display rack after thorough 
tests. It works. : 


Also you should use the 
Osborn Window ‘Trim in 


your windows—and feature 
Osborn Brushes in your 
advertising. 


Most important of all— be 
sure that your sales people 
ask customers to buy Osborn 
Brushes. 


Do these things —and you 
will see your brush business 
grow. Osborn makes it easy 
for you — but you must do 
your part to get full benefit. 


Write now for full informa- 
tion. 


THE OSBORN MANUFACTURING LOMPANY 


CLEVELAND, OHIO 


Direct Overseas Factory Representatives 


JOHN H. GRAHAM & COMPANY, INC, 
113 CHAMBERS STREET, NEW YORK CITY 
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Smith 6 Hemenway 
complete line of 


mechanics and 
electricians tools 


10 HARDWARE AGE 








ee 
gt aa 2, 
, Fe We. 
‘ — ’ 
wt oe, res 
¥ ee a 
i See». 
3 et” See Sy eee 
F ee OY ee 
S “3 Boer neat? - 
y PA a aT 4 
4 Sr oe ae 
Sit an Gk Po: 





Gi Prt, 
WERE, . 






























TRADE MARK 


AE 


Ree aid q 
7 ois? 5 ites x ae 








+= eee 
12 Rae 


Pipe Ee 


Presa eo: 


a age 


July 1, 1926 


C | 





HARDWARE AGE 








Tools for electrical work 


—now made and guaranteed by the 
“Originators of the Crescent Wrench” 


Every hardware dealer knows the sell- 
ing power of the name “Crescent” on 
wrenches and pliers for general mechani- 
cal use. It is built on a firm foundation 
of sound workmanship in design and 
manufacture. It has been strengthened 
and reinforced by a consistent program 
of national advertising. 


You can now put the same selling power 
back of side cutting pliers, needle nose 


pliers, flat nose pliers, wire splicers, snips, 
and similar tools. The “‘Crescent -Smith 
& Hemenway” line is backed by the 
same guarantee that goes with every 
Crescent Wrench, Plier, or Screwdriver: 
“Crescent Tools are guaranteed to be 
satisfactory in every respect. We author- 
ize all dealers to replace or refund the 
money on any Crescent Tool that does 
not give satisfaction—the purchaser to 
be the judge.” 


CRESCENT TOOL COMPANY 


20 4 Harrison Street 


Originators of the 
Crescent Wrench 





“Diagonal” Cutting Pliers 


Jamestown, N. Y. 
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The heavy leverage afforded by the design of these pliers, together 
with the keen steel cutting knives, assures a quick, clean cut everytime. 
Knives are tested for silk insulation. Three 5-inch and three 6-inch 
pliers are attached to the display board and sold to dealers at the 
price of the tools alone. No charge for the display board. Tools 
retail at $8.55. 
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“I’ve got a hammer in my fist a good part of every working 
day. It’s the most important tool in my kit. 

“Believe me, I won’t forget the store where I got this Maydole. 
They sure steered me right.” 

Forward looking hardware men are quick to take advantage 
of the active and lasting good will that accrues every time they 
sella Maydole Hammer. 

Apart from the constant satisfaction that comes from handling 
this superb hammer you cannot fail to appreciate the dollars and 
cents value of recommending the hammer with the Maydole 
eighty-three year reputation. 


Your jobber can promptly supply you with all styles and assortments of 
Maydole Hammers. Let us send you Catalog and Pocket Handbook 23-C. 


THE DAVID MAYDOLE HAMMER CO. 
NORWICH NEW YORK 











“The Man Who 
Sold Me This Hammer 


Knew His Business” 


Every Maydole Ham- 
mer head i 
forged of 
tool steel. Handles 
are of clear, second- 
growth hickory, air- 
dried for years, and 
put on to stay tight. 
The following styles 
of hammers have the 
famous “‘D, Maydole’’ 
stamped on the head: 
Nail Hammers 
Ripping Hammers | 
Machinists’ Ball Pein 
Hammers 

Automobile Hammers 
Tinners’ Hammers 
Brad Hammers 
Farriers’ Hammers 
Engineers’ Hammers 
Riveting Hammers 
Patternmakers’ Ham- 


mers 
Bricklayers’ Ham - 

mers, etc., etc. 
MA YDOLE is 


Headquarters for 
Hammers 





D. Maydole 
Made in U.S.A. 
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CARPENTERS’ 





CHISELS 





No. 725 
No. 10 No. 110 21%” Long 
4%” Long 6%” Long Socket Butt 
Socket Cabinet Socket Firmer 


LOOK FOR THE GARDWARE. COMPANY) TRADE MARK 


Reg. U. S. Pat. Off. 


Just Remember the Remarkable 
‘One-Piece Construction 


‘There Are No Finer Chisels Made 
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No. 210 No. 370 
334” to 5%” Long ad 
Tang Firmer 


ong 
Socket Framer 





[ee 
HARDWARE COMPANY 


Reg. U. 8S. Pat. Off. 


TORRINGTON, CONN., U.S. A. 


New York Office: 151 Chambers Street 
ESTABLISHED 1854 





INCORPORATED 1864 














14 


HARDWARE AGE July 1, 1926 





e's” 4: 84 
S55 % tS 


—— rr 








Reliable “Golden Glow” Heaters are simply yet beautifully 
designed. They are easy to keep clean—easy to adjust. Burner 
grids and elements can be quickly replaced. The fireplace 
type shown above is made in 5 elements. They are beautifully 
designed and finished in brass and black. All Reliable “Golden 
Glow”’ Heaters are equipped with the famous “Golden Glow’”’ 
burner and giant heat-elements. 
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DANGLER 





Dangler “Golden Glow’”’ Heaters are made in both portable 
and fireplace types. The portable type is built for durability 
as well as appearance. The frame is of heavy band-iron con- 
struction finished in black, the hearth- — of polished sheet 
aluminum. The top-front strip is finis ed in a black enamel 
which will not burn off. All Dangler “Golden Glow” Heaters 
are equipped with the famous ““Golden Glow” burner and 


giant heat-elements. 




































| »EALERS everywhere are doing a nice business with 
Golden Glow Gas Heaters. The two big features 


primarily responsible for their popularity are: 
1. The amazingly efficient Golden Glow Burner 
2. The Golden Glow Giant Heat Elements 
THE BURNER—The Golden Glow Burner is revolu- 


tionary in design and construction. Its high efficiency 
has been proved conclusively by laboratory tests and 
by actual usage in thousands upon thousands of homes. 


The Golden Glow burner mixes the gas and air at one 
point, insuring uniform flame and perfect cumbustion. 
Also, the design eliminates the tendency to draw lint 
and dust onto the surfaces of the grids which, in time, 
seriously obstructs the flow of gas. 


The burner-top is divided into sections, each section 
fitted into a separate grid for each element. The grids 
are non-corrosive and last indefinitely. 


The cock is easily adjustable, making it a simple task to 
regulate for varying gas pressures. 


See illustration below. Note the 
clean-cut grids. 





/ 


This is the famous “‘Golden Glow’”’ 
Burner found only in these makes of 
heaters: Reliable, Quick Comfort, 
Dangler and New Process. Note 
the construction. Note that the 
burner-top is divided into sections, 
each of which has a separate grid 
for each element. 


AMERICAN STOVE COMPANY, St. Louis, Mo. 


Largest Makers of Gas Ranges in the World 
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olden Glow Gas Heaters! 


HE GIANT HEAT ELEMENT—The giant heat- 

elements provide a greater luminous surface than is 
obtainable from any other make of heater. They are 
3 inches wide, have parallel, closed sides and straight, 
recessed backs which form dead air space, dispens- 
ing with the necessity for heavy, breakable, fire-brick 
backing. 


Within the elements are a large number of radiating 
points which insure even distribution of flame and 
heat. In operation, the entire surface of each element 
is brilliantly heated. 


Note the large illustration of a cut-away view of one of 
these giant elements. Note particularly the great num- 
ber of radiating points. This feature insures even, 
constant and brilliant heating of the entire surface. 


Select any type of Golden Glow Heater shown here. 
Ask us to “‘send it on”. When it arriyes, light the 
Burner. Immediately you'll notice the intense heat 
that is beautifully distributed from top to bottom of 
every element. You'll note the absence of odor. And 
you'll be delighted with the perfect radiation of heat 
from out the front. Your customers will appreciate 
them, too. Golden Glow Heaters really sell big. The 
price is right, too. 





Cut-away view of the giant 
Heat Element. It is differ- 
ent from any heretofore de- 
signed and—better. Each element 
is three inches wide, with parallel 
closed sides and inclined perforated 
fronts. Note great number of clean- 
cut radiating points. These insure 
uniform and perfect heating of the 
entire surface. 


AMERICAN STOVE COMPANY, St. Louis, Mo. 
Largest Makers of Gas Ranges in the World 


























NEW PROCESS 


New Process “Golden Glow” Heaters are handsome, durable 
and efficient. The fireplace types are made in three sizes: 4-, 
5- and 6-elements, and may be had in brass or copper finish 
with artistic dull-nickel trimmings. The fender is made of 
polished cast aluminum. It is removable, a very desirable 
feature when cleaning or replacing elements. All New Process 
**Golden Glow’’ Heaters are equipped with the famous 
**Golden Glow” burner and giant heat-elements. 
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Quick Comfort ““Golden Glow”’ Heaters have the same high 
quality for which Quick Meal Gas Ranges have been noted for 
more than a generation. They are made in both portable and 
fireplace types. The portable types are made in three sizes: 
4-, 5- and 6-elements. They have black, Japan, satin finish, 
with artistically designed nickeled trimmings. All Quick 
Comfort, “Golden Glow’ Heaters are equipped with the 
famous “Golden Glow” burner and giant heat-elements. 
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On to the Shelf 


What happens after you receive a shipment of sand paper? 


[f it’s in ordinary boxes you— 


. Remove boxes from cartons 
. Arrange boxes on shelves 


] 
2 
3. Remove them from shelves 
4. Remove box lids 

. Transfer sand paper to counter 

container 

6. Replace box lids 
7. Replace boxes on shelves 










8. Sell sand paper to customer 


NEATPAK cuts out these FIVE! 





Sand paper is exposed in counter con- 
tainer to dust, loss, curling, breaking, 
and handling. 


In NEATPAK box it is completely 
protected all the way through— from 
carton to customer. 


NO SPOILAGE—you sell every sheet 
you buy. Clumsiest clerk can serve cus- 
tomer quickly, accurately. No moving 
boxes, lifting lids, or disturbing shelf 
arrangement. 


UNITED STATES SAND PAPER CO., Williamsport, Pa. 


New York Boston 





Mapbrand 


Philadelphia 


Detroit Chicago San Francisco 
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Into the 
Customer’s 


Hands 
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The 
Famous 


“NEATPAK” 
Sand Paper Container 


NOT a “folding box”—but a strong, specially 
designed container for sand paper. 

Of stiff fibre-board, doubly re-enforced. Metal 
stitched corners. 

Beautifully decorated in orange and black, 
with contrasting color (blue, green, yellow) 
in circle containing brand and grit numbers. 
A fitting companién for MAPBRAND —the 
highest quality sand paper possible of 
production. 


GET OUR DISCOUNTS— 
YOU’LL BE SURPRISED! 


brand 
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Illustration shows 143'%4 
swivel base Garage and 
Household Vise. 
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You Balld Micinens- 


as Well as Profits with the 
Columbian Line of Vises— 


(Copy) mHey A IN 6 FORE Columbian Vises were made, vises were 
not big sellers in the hardware store. At that 


The Complete 
Line of Vises 


Automobile Vise 
Blacksmith’s Vise 
Body Maker’s Vise 
Combination Pipe Vise 
Farmer’s Vise 

Filer’s Vise 

Garage & Household Vise 
Hinged Pipe Vise 
Manual Training Vise 
Machinist’s Vise 
Patternmaker’s Vise 
Plumber’s Vise 
Railroad Vise 

School Vise 
Shipbuilder’s Vise 
Steamfitter’s Vise 

Tool Maker’s Vise 
Woodworker’s Vise 


time no vise with the sturdiness and utility of 
Columbian Vises could be sold at a price to interest 
the average man. 

Columbian Garage and Household Vises sell readily because 
they have a multitude of uses. They are as sturdy and have the 
same outstanding mechanical features as the Columbian vises 
used by professional mechanics, yet, because of the volume pro- 
duction, they sell today at a price which appeals to the man 
who likes to tinker about the house. 


The Columbian Line of Vises is complete and 
includes a vise for every special purpose. 
Write for illustrated literature and prices. 


THE COLUMBIAN VISE & MANUFACTURING COMPANY 
Successors to The Columbian Hardware Company CLEVELAND, O. 

















PRUE RE ee ei PBF 


eR aKa s 
DP Saeed, 


5 
Wane ES 


SN eh er te.s has 











x 
as 
Ke 








a SOAR Sites PTO ER. LET EE A LORE I ane I nD 





ee aie Pee 








STANDARD OF THE WORLD "SINCE 1900 
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“MULTIVOLT - TRANSFORMERS” 





























Announcing 
THE NEW 


























) LIONEL 
100% — 
Glectrically Controlled 
|| RAILROAD 
Electrically Controlled Locomotives 

| Electrically Controlled Switches 

| Electrically Controlled Semaphores 

i Electrically Controlled Crossing Gates 


Electrically Controlled Block Signals 
Electrically Controlled Warning Bells 


and the famous 
Lionel Electric Train Control 


100% Perfect in 
DESIGN, CONSTRUCTION and OPERATION 


THE LIONEL CORPORATION, 48-52 East 21st St., New York, N. Y. 


ERT BOILER LL! LR LOE TS I OED 


LIONEL 3 OoFE1S $5757) 














NEW AUTOMATIC SEMAPHORE 
No. 80 & 080 Patent Pending 








She NEW 


100% Electric| 
RAIL 



















AUTOMATIC 
BLOCK SIGNAL 
No. 76 















NEW LIONEL 
SWITCH TOWER 
| No. 437 
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CONTROLLING RHEOSTAT 
which regulates speed of 
Electrically Controlled Locomotive: 
also starts, stops, and reverses it. 
Patent Pending 





AUTOMATIC 
TRAIN CONTROL 
No. 78 & 078 
Patented 
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OCOMOTIVE 
o. 402 
(Electrically Controlled 


Twin-Motor, Reversible) 
Patent Pending 
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GONDOLA CAR 
No. 212 





NEW LIONEL 
ELECTRICALLY 
CONTROLLED 

SWITCH No. 222 
Patent Pending 















NEW LIONEL 
ELECTRICALLY 
CONTROLLED 

SWITCH No. 222 
Patent Pending 


















LIONEL 
ally Controlled 
ROAD 


AUTOMATIC 
BLOCK SIGNAL 
No. 76 





S 
‘ 
IEBSERVATION 
= CAR No. 490 
Patent Pending 













PULLMAN COACH 
No. 418 






“= BOX CAR 
No. 214 





~~ PULLMAN AND 
BAGGAGE CAR 
No. 419 














i vp» | . — C 
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o- 
, COAL CAR 
J , No. 216 


Pe 


- OIL TANK 
CAR No. 215 


CATTLE CAR 
No. 213 










FLAT CAR 
No. 211 | 









GATES No. 77 


more thrillingly real. 


stop, and reverse them. 













AUTOMATIC WARNING 
SIGNAL No. 69 














AUTOMATIC CROSSING 


HE American boy expects Lionel 
to introduce every new desirable 
feature that will make Electric Trains 


He will jump for joy when he learns 
that by simply manipulating a small 
lever placed at any distance from the 
track, he can start Lionel Trains, run 
them at any speed, bring them to a 


With another small lever he can switch 
trains from track to track with the 
wonderful New Lionel Electric 
Switches. And both these levers can 
be placed in the New Lionel Switch 


LION EL—1926 
A New 
World Standard 


GAIN Lionel leads. The 
1926 line, incorporating 
many new features, dominates 
the field. It gives prestige to 
every dealer who shows it. Be- 
cause Lionel Trains and real 
trains differ only in size. Be- 
cause the new Lionel Line is 
made with the electrical and 
mechanical perfection which 
has distinguished every Lionel 
Electric Train and Railroad 
Accessory since 1900, when 
Lionel first set the ‘‘Standard 
of the World.”’ 
Lionel’s Previous Achievements 
Have Now Been Surpassed by 





Lionel 


Pad 


| These New, Real Railroading Thrills | 


Tower which can be set at any distance 
from the track. 


As if by magic, these new electrically 
controlled Lionel Trains will respond 
to the mere touch of these levers, just 
like a real train. 


The boy will get a real thrill in seeing 
the many realistic Lionel railroad de- 
vices operating untouched—Crossing 
Gates, automatically lowering as the 
train approaches—Warning Bells, auto- 
matically ringing until the train has 
passed-—Block Signals automatically 
showing red and green lights—all 
along the line! 
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Showing the 
NEW LIONEL 
POWER STATIONS 
Nos. 435 and 436—perfect 
housings for LIONEL 


| AUTOMATIC 

| TRAIN CONTROL 
; No. 78 & 078 
Patented 





“MULTIVOLT” TRANSFORMERS 





OPERATING DUMP CAR No. 218 





These Incomparable Achievements 





mean 


Record-Breaking Sales For YOU! 


OU will make more sales with Lionel Trains and Accessories 
because the new Lionel 100% Electrically Controlled Railroad 
is the most thrilling model railroad in the world—differing from a 
real railroad only in size—operating exactly like a real railroad—and 
backed by a great national advertising campaign. The new 1926 
Lionel Line includes, in addition to many other realistic- numbers: 


12 types of hand-controlled Loco- 
motives. 

6 types of Electrically controlled 
Locomotives. 

26 different sizes and styles of Pull- 
man Coaches, many of which 
have illuminated observation 
platforms and red lanterns. 

36 sizes and styles of Freight Cars, 
including the new Operating 
Dumping Ballast Cars, and Rail- 
road Crane. 

2 New Power Stations for housing 
transformers. 


65 Automatic and Non-Automatic 
Railroad Accessories 
including 
The New Lionel Automatic 
Semaphore. 


The Lionel Automatic Train Control, 
that actually stops and starts 
trains automatically. 


Lionel Block Signals. 
Lionel Warning Bell Signals. 
Lionel Automatic Crossing Gates. 
and 
The startling new Lionel Electrically 
Controlled Switches. 


Send for the Lionel Catalog and Dealer Proposition to help 


you get ready for a big and profitable Electric Train year! 


“LIONEL STANDARD" 
OBSERVATION CAR 
Showing Dome Light 
and Rear End Lanterns 
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Keep The SUPERRENCHES 


béfore thetr eyes 




















The first sales step is “attention.” Get it by using “Super- ~ 
rench” Boards. They keep the wrenches constantly before your VW 
customers’ eyes. And what sturdy, handy tools they are! a 


TRADE MARK 












Made of Chrome-Molybdenum steel, thinner, longer, narrower 
jawed than carbon steel wrenches, yet far stronger. You can't 
beat them for convenience and ability to do the toughest jobs 
with the greatest ease. Once seen, they'll sell themselves. 
“Superrench” Boards are free to dealers purchasing the 
wrenches they carry. Get them on your walls NOW and 
watch your wrench sales jump. Literature? 








if 
Be 
id 





=SUPERRENCH™ 


(Chrome Molybdenum) 
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J.H. WILLIAMS & CO. me~MolyBdenay,. 
“The Wrench People” ew: by “Te 8 rete 
H-WILLIAMS & 





New York BUFFALO Chicago 
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STYLE ME 
Farm, Machine 
and Automotive 
Assortment 


STYLE M 
Automotive and 
General Machine 
Shop Assortment 






General Assortment 
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Wheelbarrows 

























~<for all purposes 


There is no other line of Wheelbarrows which 
is so complete as a Sterling. There is no other 
wheelbarrow that has so many points of advan- 
tage as a Sterling. And—there is certainly no 
other wheelbarrow that offers so much in real 


economy in service as a Sterling. 


Large consumers of barrows have learned that 
the economies to be figured by performance 
over a period of satisfactory service are the true 
economies. That to make price the controlling 
influence of their buying is to pay double 
through maintenance cost. 


That the wheelbarrow is subject to hard service 
and little care, and for these reasons should be 
of the very highest quality. 


Sterling Wheelbarrows prove satisfactory to 
both the buyer and dealer, as they not only 
outlast the ordinary kinds, but also are designed 
so as to wheel easy and balance properly. 





Whether you have a large or small demand you 
will profit by selling Sterlings. 
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THE COMPACT 











HANDIE-BARO 
PACKAGE 


BP AAR 


—for the home and garden 































Here’s something, real new in wheelbarrows. 
There has always been a demand for a small 
compact handy barrow for the home and garden 
use. Every requirement of your trade can be 
filled with a HANDIE-BARO. 


The Sterling HANDIE-BARO comes to you 
complete, in knock-down form, in a compact 
sealed carton, which you deliver to your custo- 
mer—it is easily set up. It weighs but 35 
pounds, and takes up but little room. 


Aside from the sales value of the HANDIE- 
BARO, it offers you a distinct saving in that a 
large number of wheelbarrows can be stored in 
a small space, and in this compact form, freight 
and cartape expense is reduced to a minimum. 
The saving on this low handlin’ cost, which 
the HANDIE-BARO ives you, is added to the 
unusual good profit that this barrow carries. 


Be the first in your territory to sell this new 
popular HANDIE-BARO. 





Write for prices and literature at once. 
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Another Foster Winner 


A two-unit gas and coal 
combination range with all 
the good features of both 


Here's a stove that will increase your range business because it offers every convenience 
for the housewife and is backed by the Foster reputation for first quality merchandise. 


Either natural or artificial gas may be used. Burns either hard or soft coal. The gas 
oven is equipped with the Foster improved flame-spreading Bunsen burner. On the cook- 
ing top three of the gas burners are in front for greater year-round convenience. Both 
ovens are equipped with Cooper thermometers. If desired the gas oven can be furnished 
with a Robertshaw thermostat. The range can be furnished in blue or gray enamel or in 
plain finish with white enameled oven doors. In the plain finish a nickeled base or plain 
black base can be had. 


The Foster Combination is a perfect baker and is certainly a customer-winning range. 
And it answers the need for a dependable and serviceable combination range. 


A letter or postal card will bring you detailed information about The Foster Line of 
Heating Stoves and Ranges. 


THE FOSTER STOVE CO. 


Makers of 


“The Foster Line” of Cooking and Heating Stoves for Coal, Wood or Gas 
[IRONTON OHIO 
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The Velchek 
Tool Company 


3000 E. 87th St., 
Cleveland, Ohio 
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Here’s Where the Money 
Is ‘Today 


They'll let the screen door sag, these motor car 
owners, but when the windshield starts to rattle 


it gets fixed PRONTO. 


Literally hundreds of dollars are spent every p 
week by motorists in your neighborhood. To Y 
aid you in reaching this richest of markets, , 
this Automotive Tool Board is offered by , 


¢ 


the Velchek Tool Company; each tool , 


? The 
made and guaranteed by one of the oo Vektok 


world’s largest makers of automotive ,¢ _ Tool Company 

tool kits. We shall be glad to fill ,% ,2000 E. s7th se., 
3 eveiand, oO. 

your order for a Velchek Auto- = 4? Please give me full in- 


formation on the Velchek 


° ca 
motive Board, through your  ,¢° automotive Self: merchan. 
. dising Board. 


jobber. Order yours now; it ,¢ 


will be the biggest retail re GA a ary ete ee 
tool seller you have ever SAE NR «ice saonetiewa dienes... 
seen. oe een dese es 
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is the time io, 
sell wheel goods 


AKE your wheel goods profits NOW— 

when the Sun 1s blazing! Notice the 
sidewalks crowded with excited youngsters 
dashing madly by on their Scooters, Speed 
Wagons, Velocipedes, etc.—all followed by 
wistful eyed little fellows who want a vehicle 
all their own. Play up to this! Crowd your 
windows with brilliantly enameled vehicles— 
handsome PIONEER beauties—and watch the 
kids bring the folks in to buy! 

























VERY vehicle manufactured and 
~ sold under the PIONEER 
name has behind it a record of 53 
years’ experience in designing and 
building. PIONEER vehicles are 
built to endure and no detail is 
overlooked to give the utmost in 
quality. They are built to fit and 
suit the peculiar needs of children 
and to stand all the rough abuse a 
child gives a vehicle in play. 
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Pat bendron 
Pioneer Vehicles 


in = window 


and watch ’em 


“ HE merchant who makes the big money with 
rae children’s vehicles studies his youthful customers. 
: The way to sell vehicles is to put them where 
youngsters can SEE them. They'll do the rest! 
Dress your windows with PIONEER Vehicles—right 
close to the glass where the kids can admire their 
smooth, brilliant finish, their clever accessories, their 
ingenious and sturdy construction. If you do this, 
you'll enjoy the biggest vehicle season you ever had! 


THE GENDRON WHEEL CoO. 
Toledo, Ohio 











Velocipede 
No. 56 

























Since 1872—the 
WORLD’S LARGEST 


Manufacturer 







STABLISHED over 53 
years ago GENDRON 















COMPLETE is today the World’s Largest 
LINE— Mathufacturer. Always first 
. with the newest vehicle in- 
Automobiles, Micromet since 
Speed Wagons, No detail is overlooked 
Scooters, to give the utmost in 
Sidewalk Cycles, strength, quality and 
Tot-Bikes, beauty. PIONEER vehicles 
V elocipedes, are built to endure rough 
Coasters, abuse and satisfy 
Doll Carriages, your customers. 
elc. 
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of your business 


OU know there are many items 
» sold in your paint department 
that are not profitable. Also, that 
there are some that you handle at 
anactual loss. The real profit-makers 
are the packaged finishes which are 
“cash and carry” sales—articles that 
require little shelf room or storage 
space and on which the turn-over 
is quick and the profit liberal. 


The ZAPON line of lacquer fin- 
ishes for use in the home is a new- 
comer in the field of paint depart- 
ment specialties. These finishes are 
products of America’s oldest and 
foremost maker of pyroxylin base 
lacquer finishes. They possess the 
same high quality and give the same 
hard, velvety smooth, durable, at- 
tractive finishes that characterize the 
finishes secured by over 4000 manu- 
facturers who employ spraying 
equipment in applying ZAPON. 


Best of all, however, they can be 
applied with great success by the 


inexperienced user. They are easily 
applied with a brush. They dry 
quickly. They are odorless instantly. 
And—their covering qualities are so 
extraordinary that most things around 
the home can be finished with a 
single coat. 


These features, which make these 
ZAPON finishes different from all 
other forms of packaged finishes, 
insure the utmost in satisfaction for 
your customers. They mean easy 
sales, quick sales, and repeat sales. 


Our policy, prices and discounts 
are such that you are assured a big 
profit on every sale—a profit that 
comes quickly and is net rather than 
one that is materially cut or com- 
pletely wiped out by slowness of 
sales, dissatished customers and the 
lack of repeat sales. 


Here is your opportunity to boost 
the net profits on your paint depart- 
ment. Clip the coupon and get full 
particulars—NOW. 


THE ZAPON COMPANY 


247 Park Avenue, New York City 


Branches in principal cities 





NAVAN 





ZLAPON 











THE ZAPON COMPANY 


or use in the home. 





247 Park Avenue, New York City 


Please send me full particulars showing how I can make our 
int department pay better by selling Zapon Lacquer Finishes 


——-- 
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ZAPON Lacquer 
tlowing Enamel 
supplied intwenty 
attractive tints an 
colors. 





especially for fin- 
ishing floors. 





ZAPON Lacquer cf 

Clear Finish, for ial 

— natural oe 
nishes. 


grain 
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ZAPON Lacquer 
Weodk iez.made 

use 
under. ZAPON 
Lacquer Finishes. 





ZAPON Lacquer 

Thinner, for thin- 

ning, cleaning 

hands, brushes, 
etc. 








ZAPON Lacquer 
Putty, made es- 
pecially for use ~* 
under ZAPON 
Lacquer Finishes. 
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DON’T 


; Order Hose Nozzles for 1927 
: without seeing the 


MUELLER RED BAND NOZZLE 


It’s a REAL nozzle. These four exclu- 
sive features make it an easy-selling, profit- 
able item. 
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1. Made of FORGED brass that’s 
strong, durable and leakproof. 





2. It’s nickeled. Prevents rust and tar- 
nish and gives it distinctive appearance. 





3. It has a trademark you can’t forget 


—a RED BAND of ‘“‘Duco.”’ 





4. Equipped with Mueller “‘Neverlose”’ 
threaded rubber hose 
washer. It stays put. 
Won’t get lost. Saves 
annoyance and incon- 
venience. 
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No Other Nozzle Has ALL 
These Advantages 





Order from your jobber. If he 
cannot supply you, write us. 





; Mueller Brass Co. 

: Port Huron, Mich. 

: (Associated with Mueller Co., Decatur, Illi- 

e nois. In Canada, Mueller, Limited, Sarnia, L' 

< Ont.) = ; 

be ae This Display Box Your Silent Salesman 
a Quality Brass Goods Since 1857 (Original in three colors) 


Trade Mark 


MUELLER RED BAND NOZZLE SELLS ITSELF 


Reg. U. S. Pat. O 
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SARGENT HARDWARE 


















No. 5206—All-steel Block Plane, 6 
inches, 15¢-inch cutter 

No. 708—Auto-Set Smooth Plane, 8 
inches, 1%-inch cutter 

No. 217—Block Plane, 7% inches, 
1S5¢-inch cutter 

No. 409—Smooth Plane, 9 inches, 
2-inch cutter 

No. 507—Rabbet Block Plane, 7 
inches, 1%-inch cutter 

No. 714—Auto-Set Jack Plane, 14 
inches, 2-inch cutter 

No. 5306—Knuckle Joint Block Plane, 
6 inches, 15-inch cutter 

No. 414—Jack Plane, 14 inches, 
2-inch cutter 
Display board is 15 x 25 inches and 

weighs, complete, 26% lbs. Assort- 

ment packed in a case. 





Give your 
planes 


a show! 
This display board 


will increase your 
sales of Sargent 
Planes. It is free! 


THIS Sargent display board 
costs you nothing—it’s fur- 
nished free with this selected 
assortment of saleable Sar- 
gent Planes. It puts your 
planes out where they can 
be seen and examined by 
every carpenter who comes 
in your store. It can be 
used on counter or in show 
window. It can also be sus- 
pended from shelves. 


This board contains an assortment of fast 
sellers. Planes that are needed at every 
work-bench and which are used and known 
by carpenters the country over. All are 
expertly designed, carefully constructed 
of lasting materials, and beautifully finished. 
Each has cutter of chromium steel which 
takes a remarkably keen edge and holds it 
longer than any alloy we’ve ever tested. 
Write today for this assortment and dis- 
play board or for price, etc. We will fur- 
nish interesting folders for customer dis- 
tribution. Ask also for our Co-operative 
Advertising Service Booklet. 


SARGENT & COMPANY, Hardware Manufacturers 
NEW HAVEN, CONN. 


New York: 92-98 Centre St. 


Chicago: 221-223 W. Randolph St. 
6: 


IS PRICED AND PACKED BY THE DECIMAL SYSTEM 
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New Model 
No. 1-4 








Che TKiverside 
‘Radionas 


We Service the Dealer the Right Way 


No. 3-6 Radiona 





PERSE RON 7s % 
SAI 


Right now there is a great demand for Cabinet Heaters. Get your 
share of this business. 


We are helping dealers supply this demand with heaters that have 
‘(Made good” in thousands of homes. ,RADIONA Home Warmers 
(3 Styles) are thoroughly described to your prospective customers 


through a series of five interesting and convincing ‘Follow up”’ let-: 
ters which bear your name. 


We do the mailing—furnish you with attractive Dealer Helps and 
work with you to complete sales. 


Besides RADIONAS we make a complete line of Riverside Heating 


and Cooking Stoves, as well as the famous Riverside Furnaces. 


Write for full details about our line. Our proposition pays a gener- 
ous profit. 


Rock Island Stove Co., Rock Island, III. 
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Much fun has been poked at the old saw that “my line of business is 
peculiar.’’ But she still seems to cut. 


Of course your line of business is peculiar. It must be. It is obvious that 
there is no line that has not problems all its own—and plenty of them. 


Recognizing a problem as a problem is the first step in solving it. Getting 
all the facts and getting them clearly in mind is the next. In both of 
these your A. B. P. papers can be of great value if you will but make 


use of them. 


They will do more than report situations and last-minute developments. 
They will do more than supply accurate facts. They will, through their 
editors, present the viewpoint of men seasoned by long experience in 
your line of business, men able to offer constructive suggestions and 


constructive criticisms. 


The advertising pages of an A. B. P. member paper are well worth close 
and constant study. They, too, are full of suggestions for economy. And 
publishers of member papers of the A. B.P. are living up to their pledge 
“‘to decline any advertisement which has a tendency to mislead or which 
does not conform to business integrity.”’ 


THE ASSOCIATED BUSINESS PAPERS, Inc. 
Executive Offices: 220 West 42nd St., New York, N.Y. 
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An old saw that still cuts 











€ fields of trade and industry. 


Hardware Age is a member of The A. B. P. 


An association of none but qualified publications reaching 56 
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An actual test 


of an 18 inch 
STILLSON, 
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~and all they did _ 
was bend the handle” 


OUR brawny boys in our wrench works once put a pipe 
on the end of an 18-inch STILLSON and swung on it— 
to see what would happen. The wrench handle bent, as 
tough steel should. The heavyweight committee got tired 
and fell off: But the STILLSON never budged a tooth. . 


A real STILLSON always gives warning by bending be- 
fore it breaks. (It took four big men to bend this one.) 


¢ 






2 ps 





_ WALWORTH 


Any mechanic who risks his neck on high scaffolding knows STILLSON* 
what that means. (like Walworth) is a 
But most men look for the STILLSON trade-mark (on ee ie 
the top jaw) just to make sure of getting a husky wrench Walworth Company, 
that will turn anything and will probably last until their in the U. S. Patent 
grandchildren need it more than they do. pest Pg re 


Keep stocked on all the Walworth STILLSON wrenches countries. 
: from 6 to 48 inches so that you can sell them in pairs in dif- 
b- ferent sizes. 





b. WALWORTH CO., Boston, Mass.—Distributors in Principal Cities of the 
Z W orld—Plants at Boston, Greensburg, Pa., Kewanee, Ill., and Attalla, Ala. . 


WALWORTH 


STILLSON’ 
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TRIMO PIPE WRENCH 


Jaws and handle are drop- 
forged. Unbreakable pressed 
steel frame. Grips powerfully 
but releases readily. Nut 
guards prevent loss of ad- 
justment when working in 
close quarters. Insert jaw in 
handle and all parts inter- 
changeable. Made with steel 
and wood handles. 





TRIMO MONKEY WRENCH 


This monkey wrench is all 
drop-forged. It is simple, 
has only three parts, is prac- 
tically indestructible, and the 
strongest by actual test. 
Seven standard sizes, 6 to 21 
inches, 





TRIMO 


Feature These Sturdy 
Tools All During 


Summer 








URING the summer 
months, wide-awake 
dealers all over the 

country give TRIMO 
TOOLS preference in their 
window and store displays 
because they not only help 
them cash in on TRIMO’S 
national advertising but 
stimulate the sale of other 
goods. People like to pat- 
ronize a hardware _ store 
where these good-will tools 
are featured. 


Prove this for yourself— 
give TRIMO Pipe 
Wrenches, TRIMO Pipe 
Cutters, TRIMO Pipe 
Vises and TRIMO Monkey 
Wrenches a full week’s 
exclusive window display 
and watch results. 


FREE . 


We shall be glad to send you— 
FREE OF CHARGE, POSTAGE 
PREPAID—an attractive metal 
display stand to help you dis- 
play your TRIMO stock to the 
best possible advantage. These 
stands have proved mighty ef- 
fective sales-makers. Write for 
yours—TO-DAY. 








TRIMONT MFG. CO. 
Roxbury, Mass. 








TRIMO PIPE CUTTER 


Can be used with one cutting 
wheel and 2 rolls or 3 cutting 
wheels. Two tools in one 
drop-forged frame. The new 
TRIMO Thin Wheel makes a 
quicker, cleaner cut, with 
less burr. No thread in 
frame or roll block to wear 
out. 





TRIMO PIPE VISE 


Jaws are made of tempered 
tool steel and have fine- 
milled teeth which grip the 
pipe firmly. Yoke, frame and 
base are of guaranteed mal- 
leable iron. Screw, head and 
handle are of selected steel. 
Seven standard sizes. 
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World’s Four Best Selling 
Lance Tooth Cross-Cut Saws 


Simonds Crescent- 
Ground Cross-Cut 
Saws—the nationally 
known and most ex- 
tensively used—are 
the best selling Cross- 
Cuts made. If you 
have a stock of these 
Saws you get more 
sales and consequent- 
ly greater profit. 
They are the most 
satisfactory Saws for 
your customers and No. 324 
for yourself. Every 
Simonds Crescent- 























Ground Cross-Cut & eee as 
Saw is fully guaran- a rr 
ae No. 325 


Crescent-Ground Cross-Cut Saws 





Simonds Saw and Steel Co. 


_ Established 1832 
Fitchburg, Mass. 
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—And Time-Saving 





| TRONGER than any other, 

, S perfect fitting always, these 
Empire New Process bolts give | 

i the surest satisfaction. | 

| In their new cartons, they save 

f time and prevent mistakes 


plainly indicating their size and 
style on their conspicuous 
labels. 
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You Want This 
Sale-Starter! 


It’s an attention-getter that never fails! 
Dozens of times daily a Ford owner 
comes into your store with no thought 
of buying a timer. He sees this working 
display. It’s only human nature to want 
to see how it works. He turns the crank. 
He watches the contact points make- 
wipe-break. He sees why the Milwaukee 
is the most dependable timer he can buy. 
He’s half sold before you step up to him! 









The display shows the entire Milwaukee 
line in actual sizes and also holds a Mil- 

Customer simply turns the knob to ; J 

operate this self-centering, oil-less, waukee Ojil-less Timer from stock. 


water- proof timer (which utilizes the 
same ‘“‘Wipe-and-Break”’ principle 


ee ne You get this sure-fire salesman free with 
your first order for 25 Milwaukee Timers—Systems, Oil-less, or Rollers 
in any combination you specify, provided all three types are included. 


See your jobber’s salesman. 


MILWAUIKIEIE 
TIMING SYSTEM 


for FORDS and FORDSONS 


Put this timing system to any test and watch it 
come through with flying colors. It will operate 
perfectly even with the timing head full of water! 
That's real dependability. Runs on either magneto 
or battery. Needs no oiling, cleaning or attention of 
any kind. Operates on the new “Wipe-and-Break” 

principle. It’s a big seller! Note the low prices below. 

Get lined up for real profits with the complete 


Milwaukee line. See your jobber’s salesman. 


Mitwauxee Motor Propucts, INc., Milwaukee, U.S.A. 


TIMER HEADQUARTERS~ since 1905 














. 7 . 
Milwaukee The New Milwaukee The Bakelite Case 
Timing System Oil-less Timer Milwaukee Roller a 
Contact action shoots a dabl ller t 
flaming spray of rks This timer operates Setiiet enn. Beans 
into the cylinders. ch on the same principle brush assembly— precis- 
coil builds up its highest as the Milwaukee ion-gauged. Dependabil- 
voltage and produces Timing System. Self- ity established by many 
gy 8 pene Sa conneriag net ere years of unfailing nine + 4 

No » for rs : camsha l t 
and Trucks—$8.75. No. No ‘ole. cleaning, ie eT haiiions a 


or attention. 
ates pesfectty through- 


500, for all Fordsons— 
$8.75. 
out its long life. 


No. 300, for 1925 
$8. 5 and earlier Fords—$10.00 
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A Hardware Man's 
_ Advice to the Trade - 















“Rather than sell your cus- 
tomer a tire that may forever 
destroy his friendship, better 
sell him no tire at all,’ a keen 
hardware merchant tells his 
friends. Excellent business 
logic! But best of all, sell 
your customer a Columbia— 
which always means high 
quality at competitive prices. 
Youll justify this confi- 
dence; his friendship and 
business will be yours. 






MEDIA 





THE COLUMBIA TIRE AND RUBBER CO., Mansfield, Ohio 
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Why Didn’t that Hardware Dealer 
Remind Me of Tire Chains? 








\ 3 
\y 


\ 
\\ 


\ 


\ 


\ 


— 





HY didn’t I think of them when I stocked up 
for this trip? If the dealer had ‘pushed’ tire 
chains as he does in the Winter I wouldn’t be 
in this fix. | 





Wesco Tire Chains are necessary in every season. . The 
Tourist starts on a trip without chains in the Summer 
because he optimistically forgets that good weather and 
good roads do not go on forever. Chains take up little 
room in the tool box and should be always on hand for 
an emergency. 


When a motorist comes in to prepare for a trip sug- 
gest tire chains. It doesn’t take much selling talk on 
your part to make him realize their year ’round value. 








WESTERN CHAIN COMPANY 
Chicago U. S. A. 
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“Cabinet 800 Sells Stock in Seven Days” 


Hardware Dealer’s Experience Proves Selling 
Ability of Newest MOSSBERG Display Cabinet 


“Could Not Split or Spread the Jaws” 
Automobile Manufacturer Tells of the Strength of 
MOSSBERG Chrome Molybdenum Steel - 





Cabinet “800” is a handsome display onal made. of 
steel and finished in brown enamel. From it, common 
‘sense socket wrench combinations can be quickly and 
easily assembled to meet car owners’ every day needs. 


A prominent retailer says,“We placed Cabinet “800” on 
our counter and it sold out its contents in seven days.” 


Chrome Molybdenum 
steel is the special metal _ 
of which MOSSBERG 
Socket Wrenches are 
made. 


A nationally nica” auto- 
mobile™ manufacturer 
writes: “We tested 
MOSSBERG sockets by 
using oversize sockets to 
turn nuts and studs. In 
no: case could we Split or 
spread the jaws.” — 





Sigste. he ri 
a: i 


bility of MOSSBERG 
Socket Wrerith Sets. The 
names of both «writers 
will be given on request. 


FRANK MOSSBERG CORP. 


Attleboro, Massachusetts 
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VALENTINE & COMPANY 
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Better finish in less time! 
23 2 


~ 





Ford Owners make good customers! 


Now that the latest Ford closed models 
are finished in colors—Windsor Maroon and 
Channel Green, your customers will want 
to bring their old Fords up-to-date with 
these two popular shades. 


To meet this demand, Windsor Maroon 
and Channel Green are now available in 
Valspar-Enamel as standard colors. Stock 
these now and make new customers out of 
the Ford owners in your locality! 


Color is the vogue today 


Watch the cars that drive up to your 
store. It will surprise you to see how many 


look shabby and how quickly their owners 
will respond to the suggestion that a coat 
or two of Valspar-Enamel will work a trans- 
formation. For color is the vogue in auto- 
mobiles today. And everybody wants to 
drive a good looking’, shining car. 


Besides improving appearance a Valspar- 
Enamel finish boosts the resale value of a 
car by many times the cost of the material. 
It’s a good investment in dollars and cents 
as well as in satisfaction. 

Sell Valspar-Enamel for finishing cars 
and their owners will come back for more 
to use also about their homes. 


Simplify your stock with Valspar and Valspar in Colors! 


Established 1832 

Largest manufacturers of 

high-grade varnishes 
in the world 








VALENTIN E’S 


VALSPAR 


ENAMEL 


New York Chicago Boston 
Paris London 


Amsterdam 


Toronto 
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VALENTINE & COMPANY 


W. P. Fuller & Co., Pacific Coast 
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Every Sales 
Help Y ou Could 
‘Ask! 


HEN you, as a Dealer, buy 
BADGER tires from a 
Jobber, he doesn’t leave you to 
figure it all out yourself. He sees 
that you fully understand the line 
in every way, supplies you with 
a most attractive line of Advertis- 
ing Helps and valuable sugges- 
tions for selling the line. 





He does not crowd you with big 
stocks, but sells you in a way 
best suited to your particular 
requirements. In other words, 
he gives you the best tire deal 
there is. Others have proven this. 


The Badger Rubber Works 


Milwaukee, Wisconsin 
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Let This Shaler Selling Cabinet Help 
“Ask ’em to Buy” 


The illustration above shows how the cabinet looks. It has a four- 
color metal front, 11 x 14 inches, big enough to show up well but 
not too big to go on the showcase. Cabinet, finished in crystalline 


lacquer, holds a dozen vulcanizers. 

A real vulcanizer comes with the cabinet for display, also a real repair 
on a section of tube, so customers can compare with old-fashioned 
patches. Placed on yourcounter, it will sell many vulcanizers for you. 

Ask your jobber’s salesman how to get it free, and write us for other 
attractive display material to help you get the full benefit of our big na- 
tional advertising every week in The Saturday Evening Post, Liberty, etc. 


C. A. SHALER CO. + + + WAUPUN, WIS., U.S. A. 


World’s Headquarters for Tire Repair Equipment 














5 Minute 
SHALER 
VULCANIZER 


TYPE M 
No 5 
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No. 41 for Disc Wheels 
Cast brass case, 1-5 inch. 
Wrought steel shackle. Sug- 
gested retail price, $0.75 each. 





Miller-Ford 
Spare Tire Lock 
Applied 


Bolted to the car at 
one end and padlocked 
to the rim and bracket 
at the other, thc steel 
bar mekes the Ford 
spare tire really safe. 


Miller-Ford 
Spare Tire 
Lock, For Ford Cars 
Consists of a special steel bar 
and padlock. Two grades, 
and each grade for either 
high pressure or balloon 
tires. Suggested retail prices, 
$1.00 and $2.00 each. 





No. 694 
Metal 
Padlock 
Display 
This assort- 
ment consists 
of twelvepad- 
locks in 1-14, 
1-54 and 2-'% 
‘+ inch sizes, six 
with long 
shackles and 
six with short shackles. All have 
cast brass cases, fitted with durable 
rubber covers. These locks are suitable 
for spare tires, disc wheels, tool boxes 
and ge~age doors. 
Mounted on metal display stand, 
size 12 x 10)% inches. 
Suggested retail prices of the pad- 
locks in this assortment range from 
$0.50 to $1.00 each. 





HARDWARE 


~MILLER- 


For the Automobile Owner 


The Miller numbers illustrated on this page 
are particularly adapted to meet the needs of 
your customers who are owners of automo- wrought steel adjustable 
biles. These padlocks and spare tire locking ratchet shackle. Minimum 





devices will serve the most exacting needs of jyayinumelearance 
all consumers who are seeking adequate lock- 1-4 inch. Suggested 
ing protection for the garage, disc wheels, spare (o3, 
tires, tool boxes, etc. 

All of these items will give the dealer a good 
margin of profit. Jobbers carry the Miller line 
of padlocks in stock. 
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No. 444 for Spare Tires 


Wrought steel case, 1-34 inch. 


clearance of shackle, 44 inch. 












retail price, $0.75 


















No. 862 Miller S 
Tire Lock and C 
Cast brass padlock, 
1-54 inch. Case- 
hardened steel 
shackle. Heavy 
black japanned 
chain, 36inches 
long, with 
black imita- 
tion leather 
quent. 
ote ested Re- 
in rice, $1.50 
each. Other com- 


+ binations of locks 
and chains to retail 




















Miller Lock Works 
of 
The Yale & Towne 
Mfg. Co. 


Frankford, Philadelphia, Pa. 


from $0.75 to $2.25 
each. 


No. 44CS 
Counter Display 


This Counter Display Car- each. 
ton contains one dozen 
N,- 44CS Cast Brass Pad- 
“locks, 1 % inches in 
size. There is no charge 
for the carton. These 
locks have an offset 
ratchet shackle and are 
| recommended for use 
in locking spare tires. 

Suggested retai; Padlock 
price $1.25 each. 













No. 7121 
For The Garage 

Carbon steel case, 2-% inches. 
Brass plates reinforced by 
hardened steel armor plates 
protecting all interior mechan- 
ism. Hardened steel shackle. 
Sugégested retail price, $2.25 






Display 
Thisassort- 
ment con- 
sists of 6 No. 444 Adjustable Ratchet 
Shackle Padlocks, with wrought steel 
cases in ebony finish and 6 No. 4440 
Adjustable Ratchet Shackle Padlocks, 
with brass cases in bright lacquered 
finish. 

Mounted on metal display stand, 
size 12 x 101% inches. 

Suggested retail price of No. 444, 
$0.75 each. 

Suégégested retail price of No. 4440, 
$1.25 each. 
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We Can Help You 
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Build Up Your 
Tire Business 





One of the surest ways of building up your 
business and increasing your profits is a mat- 
ter of simple mathematics—ADD The Lancaster 
Line. Quality tires—a complete line of built- 
for-longer-service tires for pleasure cars, 
trucks and motor buses—will bring custom- 
ers into your store and put profits into your 
pockets. When you sell Lancasters you know 
you are giving your customers full value for 
their money. 


We have been making Lancaster tires-~One 
of America’s Best—for more than ten years 
and during that time we have helped hundreds 
of tire merchants get on the right side of the 
profit road. We have no pet “schemes” for 
accomplishing it—nothing but a line of high- 
grade tires, noted for unexcelled, unequalled 
performance, and a policy that means fair and 
square treatment for every Lancaster mer- 
chant. 


A Lancaster franchise in your territory is a 
veritable gold mine of tire profits. It can help 
you. It will be well worth the few moments 
you spend to write, or wire, and ask us about 
it. Let us give the full details today. 


The Lancaster Tire & Rubber Co. . 


Established 1915 
Columbus Ohio 














The Lancaster Balloon Cord 


The rugged strength and sturdi- 
ness of Lancaster balloon cords 
clearly shown in the above picture 
are not appearance-qualities alone 
—they are service-qualities built into 
every Lancaster tire. 


Only the finest materials—new rubber, 
Egyptian long-staple cotton and the 
highest-grade chemicals—are used in the 
Lancaster line. Alternate ply band built 
carcass, extra heavy, reinforced beads, 
and buttressed tread, are features that 
give Lancaster tires a well-earned repu- 
tation for unexcelled service under all 
conditions. 





LANCASTER 
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1926 MODELS 
PEERLESS FENDERS 
Exact duplicate of original 
equipment in weight, construc 
tion and quality. Entire top 
nade from one piece of cold 
rolled strip steel. No rattling 
or tearing ; exceptionally strong 
and durable. Finished in lus 
trous black enamel baked on. 
Order Now and Keep in Stock. 
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Suceessful Hardware 


Items 





ia 
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NEW No. 7 
COMMERCIAL FENDER 
These rear fenders match front 
fender when Model T Chassis 
1926 Fords are converted into 
trucks, A big seller in the 
commercial truck field. Every 
new truck needs ‘em. 








For ten 
Ford replacements. Its large 
cooling area makes it an idea! 
radiator 
Doesn't boil in summer—with 
stands 
You'll 
keep 


HON ty COMB 
RADIATOR 


have a hard time to 
"em in stock. 


—Leaders for Over Ten Years 


No other line of automobile acces- 
sories or Ford replacements is as well 
known as the famous line of Peerless 
Products for Ford Cars. 


For ever ten years this brand has been 
serving the trade and today is con- 
sidered one of the best money-makers 
in this class of business. Al] items are 
priced for quick turnover and easy sale. 


All items are standard and most of ’em 
are considered staples. 


Ask your jobber’s salesman about Peer- 
less Products for Ford Cars or write 
direct to 


The CORCORAN Mfg. Co. 


4907 Section Ave., Cincinnati, Ohio 





ind extra supplies. 


PEERLESS 


years the leader in 


for Ford trucks. 


freezing in winter. 





KITS AND BOXES 

Tool kits are used by carpenters, plumbers and mechan 
ics; they are also a good home item. Tool boxes jo 
on running board of Fords 


PEERLESS TOOL 





handy place for tools 


PEERLESS 
TUBULAR RADIATOR 
Exact duplicate of Ford radia- 
tor except that it has pure 
copper downsponts and special 
Peerless rider cradle that takes 


DUC : Ss up road shocks. These 


big improvements do not make 





two 


it cost any more than the or- 


"FOR FORD CARS. a 


same 
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With the Revere Line, you can make 
Your Tire Business just as Profitable as 
that of Revere Dealers Everywhere 


What Revere Offers You— 


1. A complete line of well known the leading hardware jobbers. 
tires and tubes. 5. The good-will of years of ex- 
2. Latest developments in cone ceptional service to car owners. 


struction and design. 


3. Savings through efh- 
cient manu- 
facture. 


6. The advantage of offer- 
ing Revere Tires and 
Tubes at prices 
that compare fa- 
vorably with com- 
petitive brands. 










4. Low-cost distri- 
bution through 
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REVERE RUBBER COMPANY, 1790 Broadway, New York City 
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Manufacturers of 
Tires and Accessories 


Put Your Products in the 
HARDWARE STORES 


The surest and quickest way to secure distribu- 
tion of your products by the hardware dealer is 
to put your proposition up to him through his 
business paper. Every hardware dealer worthy 
of the name reads Hardware Age to keep posted 
on what manufacturers are offering. 


Your advertising in Hardware Age will be read 
by the type of merchants you wish to interest. It 
will create confidence in you and in your product 
—a confidence that means business. 
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Will Help You Sell 


WALDEN-WORCESTER 
SOCKET WRENCHES 


ba C 4 ROM a Watch ) iy C iM a 


INTERCHANGEABLE Sockt 


This cabinet is a “merchandiser” in every 
sense of the word. With the cabinet on your 
counter, you are in position to furnish any 
combination of sockets and handles which 
may be desired by car owners and mechanics. 
All parts are interchangeable with each other. 

The assortment has been selected in pro- 
portion to the demand with ample space for 
additional sockets or wrenches as individual 
needs may demand. 








Ask your jobber’s salesmen about this 
cabinet or write us for catalog No. 500. 














Y st.. WORCESTER, MASS.., U.S.A. 




















“Ty 
GREASE Cups 


and ei Cups 





> o , 
‘oi e : Pe manufacturers of All Steel, Socket Wrenches, ~ in the World 





HE constant demand for oil and 

grease cups as repair and re- 
placement parts as well as for new 
work makes them an_ indispensable 
part of the stock of the up-to-date 
dealer. The Empress line of grease 
and oil cups is complete, it consists 
of over fifty types each in several 
sizes. Whatever the need, there is 
an Empress cup for it. 
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Booklet No. L-103 gives full data on the 
complete line. Write for it. 
BOWEN PRODUCTS 
CORPORATION 
Main Office 
. AUBURN, NEW YORK 
No. 118 Branches 
BOSTON 161 Massachusets Ave. 
CHICAGO 412 Wrigley Bidg. 
A cee" moll dees te 
Jew RANGAG CITY res aid Mean 8 
of the we ESR Sisco mod oranda 
No.55 ‘ Sif ty Manufacturers of Empress 
di Tf erent Lubricating Devices 
t since 1890 
ypes 
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An Honored Name 





BLUE STREAK 
LINE 


Scooters 
Velocipedes 
Automobiles 
Coaster Wagons 
Express Wagons 
Tot Bikes 

Hand Cars 

Toy Auto Trucks 
Knee Scooters 
Race Cycles 


Boys and Girls 
Want 

Toledo 

Blue Streak 
































Race Cycles! 


Five Models 
Variety of Size and Price 


Some have hand 
brake. Some 
New Departure 
Coaster Brake 
Ball Bearing 
Bicycle Chain and 
Sprocket 


Tool Bag and Tools 
Handsomely 
Finished 

Completely 
Equipped 


Ask Your 
Jobber 


Now! 


\g 
“Fhe-TOLEDO METALWHEEL Co. 
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* Makers of Dependable Wheel Goods since 1887" 
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FORMED 
METAL CAP 
WONT CUT 

CANVAS 
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These Tent Manufacturers 


Use PREMAX Stakes 
as Standard Equipment 


Alward-Anderson-Southard Company ...... “RED HEAD” Tents 
American Awning & Tent Company........“AMATCO” Tents 
Auto Kamp Trailer Company.............. “AUTO CAMP” Trailers 
Barnett Canvas Goods Company............ “BARNETT” Tents 
Denver Tent & Awning Company........... “MILE-HIGH” Tents 
PREMAX Des Moines Tent & Awning Company....... *“DE-MOIN” Tents 
CLAMPING DEVICE Dickey Manufacturing Company........... “DICKEY-BIRD” Tents 





James Field & Company................. “FIELD KAMPER” Tents 
Pees Teas ae GO Rs 6 co wecccccccce. “HED-ROOM” Tents 
Hettrick Manufacturing Company.......... “HETTRICK” Tents 
Co eee Gh Gs cc cc cc he ecsces “GOPHER” Tents 
Oe re a ee “WILDWOOD” Tents 
Metropolitan Camp Goods Company......... “WHALL” Tents 
; Michigan Tent & Awning Company......... “WOLVERINE” Tents 

Oklahoma City Tent & Awning Company....“OKLAHOMA” Tents 

ALWAYS OUT Standard Tent & Awning Company........ “STANDARD” Tents 

OF THE WAY re Be PINS. 6 0 cc oe ee dsceeceeees “RED TOP” Tents 
NG. 3. Wiheox Company... cccccccccccccces “WILCOX TAILORED” Tents 


Sell Tent Buyers Extra Stakes— 
And PREMAX Telescoping Rustless Steel Poles 


This new pole is just the thing for awning exten- 
sions or to replace the bulky wooden or jointed 
poles commonly used. 








Both stakes and poles are Parkerized—really 


rustproof, not just enameled. 





PREMAX Poles come in two sizes—2-section 
adjusts to 6’ 6”; 3-section to 9’ 7”. Packed one 
pair to a bag. 


PREMAX Stakes are made in three lengths— 
9”, 12” and 15°—Packed in handy cloth bag of 


twelve for easy selling. 








Order your stock and get your share of this 
profitable tourist business. 








PREMAX Dealers: Write for 
FREE Display Material. 





























| FORMED 
METAL CAP | | 
Wwonr cur 


FLOOR OF TENT 
Three-Section Size Telescopes 
from 3'10” to 9'7”; two-sec- 
tion telescopes from 3’8” to 
6”. 


onennnenee-s====- USE THIS COUPON --<--------------=- 


NIAGARA METAL STAMPING CORP., Dept. 10, Niagara Falls, N. Y. 
Please send us 

itwawl Bags PREMAX Tent Stakes, 9” length, List Price $15.00 per dozen bags. 

Sree Bags PREMAX Tent Stakes, 12” length, List Price $18.00 per dozen bags. 

sbobes Bags PREMAX Tent Stakes, 15” length, List Price $21.00 per dozen bags. 

Pairs PREMAX Tent Poles, 2-Section, List Price $36.00 dozen pairs. 


Pairs PREMAX Tent Poles, 3-Section, List Price $45.60 dozen pairs. 
Less regular trade discount—with FREE Display Cards and Circulars. 


Niagara Metal Stamping Corp. 


Dept. 10 Niagara Falls, N. Y. 





sau aaa ag 


Dealer’s Name 
Address 
Jobber’s 


abheoeseeosceoane@oeosveeaneaenceceaenseoaeee eee eo eeeeeeees 


The Original Steel 
Stake 


nme 1 2” — 1 5” 
twelve in bag. 


SSSCSCSSCCSSCCSESECHSSSCOSSSESCOCHOSCHEOEHSOHSCHSHSHCHSHEHCHEHSHECHEHEEEOHHEHEHSOHTHSHEEHSEHOSESEHOHSSEHHEEEHEEHEEESSO 


Name 
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1 The Year Round 


Through the greater popularity of “American Flyers” 






Ist Profit The liberal profit you enjoy through year ’round sales 


brought in by our extensive national and local advertising 1s 
just your first profit. 


2nd Pro fi ¢t After every boy gets his “American Flyer” he keeps right on 
wanting all the accessories. Thus continual profitable busi- 


ness comes in throughout the year. 


ird Profit The amazing attention-getting ability of “American Flyer” 
displays increase sales on all your merchandise. Even con- 


cerns not selling toys—banks, jewelers, etc.—use “Amer- 
ican Flyer” displays as their finest attention focusers. 


4th Pro fit The entire family’s respect for your good judgment in qual- 
itv merchandise is won through the reliable, guaranteed, 
high quality of “American Flyer” merchandise. That builds 
an ever-growing proutavle business on all your merchandise. 


We are noted for our rapid service and quick deliveries at 
all times. 


The big, four-color catalog shows all the various models of 
the profitable “American Flyer” Line. May we send it to 
you with our complete story? 


AMERICAN FLYER MFG. CO. 


2219 South Halsted Street, Chicago, Illinois 


EASTERN SALES OFFICE WESTERN SALES OFFICE 
New York, N. Y. San Francisco, Cal. 
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A NEW PROFIT 


if you sell the 


IVER JOHNSON 
JUNIORCYCLE 


o> | 
A New Money Maker wey 


for the 


Hardware Store 














Takes up little space and every 
parent who comes in your store, is 
a prospect. 


The Iver Johnson Juniorcycle is 
different. More attractive design 
and finish. Seamless Tubing. Flush 
Joints. Forgings. . Regular Iver 
Johnson Crank Hanger, and fitted 
with steel stand and New Departure 
Endee Coaster Brake. 


A Quick Seller 




















Iver Johnson Juniorcycle 


Get 


our Special Dealer Plan. 


We will also send you full information of Iver 
Johnson Velocipedes, Bicycles, Single Barrel and 
Double Barrel Hammerless Shot Guns and Re- 
volvers. 


Iver Johnson’s Arms & Cycle Works 


332 River St., Fitchburg, Mass. 











NEW YORK CHICAGO NEW ORLEANS OGDEN, UTAH SAN FRANCISCO 
151 Chambers St. 108 W. Lake St. 625 Pine St. 2327 Grant Ave. 717 Market St. 
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Results —in-the-field and 
over-the-counter 


The success of the (P) 


H. V. shell is due to the 
fact that it is specially 
and correctly designed 
step by step in every 
point of loading and 
construction to fit the 
peculiar characteristics 
of progressive burning 
powder, thus delivering 
its maximum effective 
ness. Target is the 
shell for the hunter or 
trapshooter who pre- 


fers a bulk or dense 
powder load, Victor is 
the lower “+ smoke- 
less shell of P) quality 
and Referee the clean 
shooting, Sem:-Smoke 
less shell at black pow 
der prices. In mfle am- 
munition, Tack. 
Hole’ and H. V 
Big Game Cartridges 
are names ace-high with 
marks-men and hunters 
everywhere. 


AMMT. 





HE farhous-H. V. shell is entering its second season of 
outstanding selling and shooting success! Sinte first 
offeredfto the trade, its record for exceptional shooting, re- 
sulting in phenomenal long-range kills, has become the talk 
of the ammunition- counter, and as man after man has 
“tried em out’”’ demand and reputation have ‘swelled into 
proportions that make this shell the heavy seller with deal 
ers from|coast to coast. 


It is an interesting fact that H. V.’s dominant growth in 
sales volume has not been at the expense of other Peters 
shells. Tarect, Victor and Referee also show expanding 
sales, each shell filling*a special and distinct demand. The 
®P) Sno ahaa rifle, and~revolver-ammunition —is so 
complete, yet so well-planned and non-duplicating, that 
you meet any requirement of any shooter without & nickel 
of excess investmen t. This fact, plus strong demand, sus- 
tained by a progressive advertising program, means more 
and faster turnover during the season, and consequently, 
greater) profits. 


Ask, us. to show you how the ®) plan puts 
“*‘high velocity; in ammunition sales ! 





THE PETERS CARTRIDGE CO. 
Dept. A-22 
Cincinnati New York Los Angeles 








MUNTIN ON 
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IRST announced to the mill supply trade 

December, 1925, it is sweeping away the slow 
and wasteful practice of compelling workmen 
to tear strips from sheets of metal-working 
abrasive cloths. 

It sells on sight—and always repeats. No 
shop using it would go back to the old way. 
Has a new ‘price of its own, carrying a better 
profit-margin than either sheet or strip abra- 
sive alone. 


Novel—Simple—Practical 


This reel is unique in design and construc- 
tion. The Roll turns on a slotted bearing which 
moves down the grooved sides, as the “Wausite 
Wasteproof Strip” is used. The weight of the 
roll, resting on an idler at the bottom, offers 
just enough resistance to prevent the tape from 
unwinding too far. The fixture is attached to 
work bench with screws. 


gusaut Abrasives @ 


Branch Houses WAUSAU ABRASIVES CO. 


Chicago—612 West Adams St. Cleveland——1474 St. Clair Ave. 
St. Louis——2110 Pine St. New York City——45 Warren St. 
Philadelphia—154 N. 7th Street 
Los Angeles—Sprake Sales Co., American Bank Bldg. 

San Francisco—Sprake Sales Co., Postal Telegraph Bldg. 
Portland, Ore.—Sprake Sales Co., 53 Fourth St. 
Denver, Colo.-—Sprake Sales Co., Charles Bldg. 






Hardware Jobbers 
Garage and Mill Supply 


Houses and Departments— 


Here’s another Live One that will 
“Take that Edge off of Competition” 


THE “WAUSITE” 
HANDY 


Bench Reel 


It’s as important an innovation in 
the metal-working abrasives field as 
our famous “‘Ruff-Stuff’ Counter Dis- 
play and Unit Package Plan were to 


~~», the sandpaper world. 


Offered in Three 
Standard Grits 


With each 50-yard roll of fine, medium 
and coarse ““Wausite” Wasteproof Strip we 
pack a Handy Bench Reel, in an individual 
carton, giving your customer a new reel 
with each 
new roll of 
tape of 
these grits. 


For prompt 
action fill 
out and mail 
the coupon 
below. 








WAUSAU ABRASIVES CO., 
Address of Nearest Branch 


Please send circular describing your Handy Bench 
Reel, and quote on the following. 
_...Doz. Fine, complete with 50-yds. strip 
_...Doz. Medium, complete with 50-yds. strip 


_...Doz. Coarse, complete with 50-yds. strip 


a ei on oad ane Ua CER OS C00 OH KEEE 
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IT COSTS NO MORE 
to STOCK the BEST 


The Lowell Line Increases 0 
Both Sales and Profits 


Our constant 





endeavor for over 
twenty-five years to make Lowell 
Sprayers better than the best has 
made the Lowell line the fastest sell 


ing line of hand and compressed air 
sprayers on the market 


Correct de- 
sign, extra heavy materials, skilled 


workmanship, highly modern manu- 
facturing methods and the double 
testing of each sprayer before it 
leaves the factory combine to make 
Lowell Sprayers the best by every 
test. 


And yet they cost no more than 
ordinary sprayers. That’s the reason 


that Lowell dealers everywhere en 


joy an unusually large volume of 
highly profitable sprayer business 


Arrange to handle this 
quality line 


See your 
jobber or write us for 
catalog. 





Lowell, Michigan 


MADE OF FINEST MATERIALS ) WA © | I 
. DOUBLE et? EED 


rawyers 
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“Walmer of Wilkinsburg” 


pins his faith to turnover 


In eight years he has boosted 








his white-lead sales 


HE Charles W. Wal- 

mer Hardware Com- 
pany of Wilkinsburg, Pa.., 
is a strong advocate of turnover. Mr. 
Walmer believes that the store that con- 
centrates on quick-selling, fast-turning 
items is certain to be successful. And 
surely Mr. Walmer’s own success is a 
splendid argument for his theory. 

Dutch Boy white-lead is one of the fast- 
turning items on which Mr. Walmer con- 
centrates. In 1917 his sales of Dutch Boy 
amounted to 10,500 pounds. Since then 
they show a steady annual increase. In 
1925 they reached the total of 210,200 
pounds—an increase of nearly 2000 per 
cent in eight years! 

Mr. Walmer’s experience with Dutch 
Boy white-lead is typical of that of many 
other paint merchants. These merchants 
find that Dutch Boy has an extremely 
rapid turnover, and requires practically 


almost 2000 per cent 


no sales effort. And these 
Dutch Boy merchants 
reap an additional profit 
from the sale of brushes, oil, turpentine, 
and other products that go hand in hand 
with white-lead. 

2 *K * 

We shall be very glad to supply you 
with window display material, display 
cards, color folders, movie slides, news- 
paper advertisements, and other advertis- 
ing helps free. Just drop a line 
to our nearest branch or tell 
your needs to our salesman. 

















NATIONAL LEAD COMPANY 


Boston, 131 State St. 
Chicago, 900 West 18th St. 
Cincinnati, 659 Freeman Ave. Cleveland, 820 W. Superior Ave. 
St. Louis, 722 Chestnut St. San Francisco, 485 California St. 

Pittsburgh, National Lead & Oil Co. of Pa., 316 Fourth Ave. 
Philadelphia, John T. Lewis & Bros. Co., 437 Chestnut St. 


New York, 111 Broadway 
Buffalo, 116 Oak St. 


Dutch Boy W hite-Lead 
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It never rusts. 


ROTHE 


100 lineal feet to the 


roll. You cannot sell a more satisfactory wire cloth. 
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It comes in 14, 16 and 


18 Mesh, in even inch widths 18” to 48”. 
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The Zinc provides the neces- 
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Cortland Gray-wick 


Cortland Black Enameled 
White Metal Finish 
Wickwire Premier 





‘a 


San 





Your jobber will supply you 


WICKWIRE BRONZE is made from a special alloy 
Our Other Brands of Screen Cloth 


of 90% Copper and 10% Zinc. 


HARDWARE AGE 


Bronze Screen Wire Cloth 





Customers have written us that WICKWIRE BRONZE Wire 


Cloth is still good after 24 years of service. 
This unusual service is the best proof of satisfactory wearing 


sary tensile strength, as well as the ability to resist corrosion, 


which rapidly ruins pure copper. 
Every operation from raw material to finished product is done 


under our own supervision. 
WICKWIRE BROTHERS BRONZE Screen Wire Cloth is 


after roll has withstood the severest climatic conditions. 


is not affected by salt air, acids or gases. 
always made from Full Gauge Wire. 
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Silver Lake 
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The line itself is the old, reliable solid-braided 
SILVER LAKE, which has for years borne 
the Good Housekeeping star (*) of approval. 
It is easiest on dainty fabrics and easiest on 
the hands, for the surface is polished to a 
smooth, hard finish. Pre-stretched in the 
making. | 


National Advertising in Good Housekeeping, 
the Saturday Evening Post, and other publica- 
tions read by intelligent women, has made the 
name SILVER LAKE a symbol of high qual- 
ity, economy, and lasting satisfaction. 


The new reels come with SIT[- 


VER LAKE in the 50, 75, and 
100 ft. lengths. 


Your Wholesaler 
Will Supply You 





Clothesline 


The Choice of a Nation of 
Discriminating 
Housekeepers 


f 





HE NEW METAL REEL has 
given a nation-wide boost to 
Clothesline sales. It is good- 
looking, durable, and a wonderful con- 
venience in putting up and_ taking 
down the line. 
Furthermore, it keeps the line straight, 
prevents snarling, and makes it easier 
to handle, either wet or dry. 
You’ve only to display it to sell it 
because it’s what housekeepers want. 


SILVER LAKE SASH CORD 


Ow & 
[ackaged 


and nationally advertised to consum- 
ers. Full directions for installing on 
each box. Retails for 50c-—at an 
excellent profit for you. 





SILVER LAKE COMPANY, Newtonville, Massachusetts 


Manufacturers of 





Silver Lake Solid Braided Cordage 
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He who cannot afford the investment 
of Good Hardware cannot afford the 
speculation of poor hardware 


HOUSANDS of Corbin Locks went on guard 
-— a generation ago. Thousands of Corbin 
Hinges swung their first doors in the ’80’s. 
They swing those doors today. Thousands of 
Corbin Door Checks taming doors this moment 
went to work when we were very young. 


To look well is not enough—to work well not 


all. Good Hardware—Corbin, must also last 
and it does. 


P & F CORBIN since NEW BRITAIN 
° ° 1849) CONNECTICUT 
The American Hardware Corporation, Successor 
New York Chicago Philadelphia 


= 





IT’S DOING IT! 


Good Hardware plus Good 
Advertising—to make 
friends for you, friends for 
Corbin. It’s doing it with 
the millions. Read this one. 
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Single Action 
Standard Type No. © 





Floor Surface Hinge, Type 18 





Type 2400 Type 2500 
Door Springs 
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Type No. 1032 
Lavatory Door Spring Pivot 





The Hinges 
That Swing Trade 


For more than fifty years Bommer 
Spring Hinges have faithfully swung 
the doors of the finest homes and public 
buildings in the land. 
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They have also swung trade for many Seccilitie: diaitiints 
jobbers and dealers. Standard Type Ne. 28 


It is a fact that 


BOMMER 


No. 1000 
SP RING HINGES Lavatory Door Spring Hinges 


ARE THE BEST 


that it is possible to manufacture. They 
lead in the most attractive designs, 
highest grade materials and those re- No. 1001 
finements in workmanship that place 
them in a class where “Actions speak 
louder than words.” 








Quiet, yet their smooth, noiseless ac- 
tion makes every customer a life friend 
for Bommer quality. 


Catalog No. 47 will help you in 
ordering. 





No. 1005 


TRADE MARK 


BOMMER 


BOMMER SPRING HINGE 
COMPANY 


Manufacturers 





263 Classon Ave. Brooklyn, N. Y. Ravatesp Beer Site 
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Machine Screws 
Stove Bolts 
B Tire Bolts 





American Screw Co. 


PROVIDENCE , 


WESTERN DEPOT 
225 WEST RANDOLPH ST., CHICAGO, ILL. 
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A MASTERPIECE OF PROTECTION 


the 





No. 202 DEAD BOLT NIGHT LATCH 


The World’s Demand for 
Safety Is Being Satisfied by 
This Lock — An Outstanding 
Accomplishment of the 
Generation 


This lock embodies a world 
longed for feature, one that 
we have invented after years 
of research and experiment- 
ing. 

The protective and patented feature is both prac- 
tical and effective as well as very simple to operate. 





No. 202 


By turning the key once backwards, the Bolt and Inside Knob are deadlocked so that the bolt can- 
not be forced back or the lock opened from the inside by the knob. 


A special protection for glass panelled doors. 
It can also be used as an ordinary night latch and doesn’t cost any more. 


The Public’s Choice,—Make Some of This Business Yours 


Illustrate it with an attractive mounted sample and watch your sales increase 





A VENUS IN BEAUTY 
and 


A LION IN STRENGTH 


This is why Set No. 250B is easy and profitable to merchandise. 

Lock Case is sturdily constructed and smoothly operated. 

Glass Knobs are of pretty design—ground and polished, silver backed, 
giving high lustre. 

Set No. 250A—same as above except with metal knobs instead of glass 
knobs. 

Set No. 250C—same as No. 250B except with small oval escutcheons instead 
of large plates. ' 

Do not hesitate to request our catalog and prices—they will interest you. 





An Easy Way to Obtain the Good Will of Your Customers—Sell Them 


(0) PRODUCTS 


(QD [INDEPENDENT IOCKCO,@® 


FITCHBURG, MASSACHUSETTS 














BRANCHES 
23 Warren Streer 17 North Fifth Street 213 State Street 
New York City Philadelphia, Pa. Detroit, Mich. 
183 W. Lake Street | 121 2nd Street 406 Wall Street 
Chicago, Ill. San Francisco, Cal. Los Angeles, Cal. 





Manufacturers of Cylinder Locks, Padlocks, Inside Door Sets, Glass Knob Sets, Key 
Blanks, Auto Switch Keys and Hardware Specialties 
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MYERS WATER SYSTEMS 


The Complete Line 


For Homes, Farms, Country Estates, Public and Private Institutions 


Reliability—the outstanding feature of Myers Self-Oiling Water Systems—forms the foundation 
on which many dealers have built a profitable water system business. 


And this is not merely a coincidence—but a development which has for its background over fifty 
years of pump building experience—ample resources—a modern factory—progressive methods— 
enormous production—world wide distribution—all of which has been nurtured and matured by a 
uniform standard of quality and by consistent advertising down through the years. 


Today, there are few if any lines of water systems so complete as the Myers. No other line 
offers as many and varied opportunities for sales and installations. Not merely one or two types 
for restricted service but a line comprising styles for open or pressure tank service—for elevating 

water or pumping it long distances—for pumping against pressure or for 
open discharge, and the capacity range is from 300 gallons to 9000 gallons 
per hour. 


Regardless of the style or size, or the service for which it is designed, 
if it is a Myers Water System it is “Honor-Bilt,” reliable as the day is 
long, and when installed will add another name to the long list of satisfied 


users. 


WATER SYSTEM Are you taking advantage of the great opportunities the Myers line of 
Water Systems presents for increased pump and water system business ? 
If not, right now is the time to start. We are ready to 
send catalog and quote direct, or will be pleased to au- 
thorize one of our representatives to visit you in the near 
future. Your wishes are our commands. Drop us a line 


today. 


é. BY WATER LINE e 








Brose es 

See Say 

REN si Se 
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The F. E. Myers 
& Bro. Co. 
Ashland, Ohio 


Pumps—wW ater Systems 
Hay Tools—Door 
Hangers 
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Making Profits for 
25,000 Dealers 


When you sell any of the brands of American Steel & Wire 
Company Fence and Posts—you have many valuable sales levers cm 
working for you. 











bill eos eee 











1 Well Known. For twenty-six years the products of 
this company have been well and favorably known to 
farmers. — 
2 Positive Guarantee. Every rod is guaranteed to 7 


equal or outlast in service any fence made of same size 
wires and used under same conditions. 


3 Full Weight and Length. Every American Steel & OE 
Wire Company Fence is guaranteed full length and 
full weight with a placard showing the specifications in ; 
the roll. 





4 National Advertising is continually selling the farmer 
on American Steel & Wire Company Fence and Posts. 








5 Retail Advertising Help in the form of newspaper 
ads, store signs, letters, etc., are furnished dealers free. 








] 
, 
) 
) 
) 
) 
; 
6 Quick Service. Mills and warehouses conveniently 
located—completely stocked. = 
; 


Freight Saving. Variety of products can be in- 
cluded in mixed car shipments. { 


TH -_ 
} 














Zine {nsulated 


AMERICAN, ROYAL, ANTHONY 
U. S. NATIONAL, MONITOR 
and PRAIRIE 


Dealers Wanted Everywhere—Write for Sales Plans 








Sales Offices: | 


Ce NEW YORK BOSTON CLEVELAND WORCESTER PHILADELPHIA PITTSBURGH 
ES-BARRE ST.LOUIS 


UFFALO DETROIT yo gg BALTIMORE WILK 
KANSAS CITY ST.PAUL OKLAHOMACITY BIRMINGHAM MEMPHIS 
DALLAS ATLANTA DENVER SALT LAKE CITY 


Export Representatives: U. S. Steel Products Co., New York 
Pacific Coast Representative: U. S. Steel Products Co. 
San Francisco, Los Angeles, Portland, Seattle. 


AMERICAN STEEL & WIRE 


Company 
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To the rightis 
shown the milk- 
er and separator 
demonstrating 
outfit, which 
they call the 
“Yellow Daisy,” 
developed by A. 
Brizard, Inc., 
De Laval Agents 
at Arcata, Cal. 
This outfit can 
be hauled right 
up to the pros- 
pect’s barn and 
left there to milk 
cows or separate 
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YES—‘“‘Seeing is Believing’? with 
De Laval Separators and Milkers 





HOW the user of a cream-wasting separator that a new De Laval can 
recover cream from his skim-milk, and invariably a sale will result. 
According to cow testers’ reports, 25% of all the cream separators in 


S 


use are wasting butter-fat and should be replaced with new De Lavals. There 
is an enormous replacement market for new De Laval Separators. 


NEW YORK 
165 Broadway 


Show any owner of five or more cows how easily, quickly and pleasantly 
a De Laval Milker will milk his cows and it won’t be long before he is using 
a De Laval Milker. There are over two and one-half million of such 


prospects in this country. 
An ounce of seeing and trying is worth a ton of talk in selling De Laval 


Separators and Milkers to a greater degree than any others. Their quality 
and performance is so outstanding that they are clearly evident to ali who 


have eyes to see. 

Therefore, to make easy and quick sales with De Laval products, take 
them to the homes of your customers where they can be seen and given a 
chance to show what they can do. 


Thousands of De Laval Agents are following this plan with splendid 


results. Many types of demonstrating outfits are used. A very good one is 
shown above. 


There are opportunities for other live-wire agents. If you are interested 
in selling the right goods in the right way, get in touch with us. 


The De Laval Separator Company 


CHICAGO 
600 Jackson Blvd. 
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ef milk as long as 


It has 
remark- 


desired. 
been 


wi ably successful 


in getting busi- 
ness ;so muchso 
that this organi- 
zation now hasa 
“Yellow Daisy 
No. 2” in opera- 
tion in that vicin- 


s ity. This outfit 


is painted a 
bright yellow 
and isadvertised 
in their local 
papers. 


SAN FRANCISCO 
61 Beale Street 
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HYATT ROLLER BEARINGS 




















1] Coldwell has made and sold, 
guaranteed, dependable lawn 
mowers, to reliable hardware 
merchants throughout the world, 
—at a fair profit to both dealers 


The Coldwell Electric Lawn Mower and themselves. This policy will 
F ity and suburban homes. Plugs ° * - 

in any light socket—cuts a 21 inch be continued throughout the 1927 

swath. gent om ig a - 

E! i Mot imken 

Roller Bearings. As easy to operate season—and always. Order now 

as a vacuum cleaner—all the operator 

eS tor early spring delivery. 





COLDWELL 


DEPENDABLE LAWN (MOWERS 
Hand - Horse - Gasoline - Electric 





The Coldwell Model “L” 





Motor Lawn Mower and Roller COLDWELL LAWN MOWER COMPANY, NEWBURGH, N. Y., U. S. A. 
Mows and rolls’ simultaneously. 
i i etachable 
Cuts a 60 inch swath ne d 1 " 319 South West Fifth Street | FACTORY } 62 East Lake Street 
gang units)—10 acres a day on 1 gal- % DES MOINES, IOWA }BRANCHES? CHICAGO. ILLINOIS 


lon of gasoline. f 
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PATENTED 











_ 
The exclusive 
“Blue Streak’”’ 


Burner 
LL Favorite Oil Ranges a:ic 
equipped with the = 
ented, exclusive ‘Blue 


Streak’’ Burner. There are no 
wicks or wick substitutes. The 
‘Blue Streak’’ Burner is sim- 
ple, composed of only four 
principal parts, with an inner 
and outer combustion cylinder 
made of Duralloy metal that 
will not warp, corrode, rust or 
burn out. Under test, in our 
porcelain ovens, Duralloy metal 
was heated to 1600 degrees with 
no effect whatever. The ability 
of the Duralloy cylinders to 
withstand burner heat success- 
fully is thus demonstrated 
beyond any question. 

With these burners, oven 
baking temperature can , be 
obtained in 15 minutes. One 
burner will boil a quart of water 
in 6 minutes; full cooking heat 
on one burner is reached in 4'>5 
minutes after turning on oil. 





The *‘Blue Streak’’ Burner is 
exclusive, fully protected by 
patent. : 


GUARA 









FAVORITE STOVE 
& RANGE COMPANY 












Oil Range Division _\ 
Please send full information ‘ Se S 
S v 
and Sales Plans on Favorite Nin THE Woe” 
Oil Ranges, with prices of the new low 
priced model. 













Signed 













Address _ setlist iaeiiiiiaaiaaititaea tata 





City 
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q New Favorite Cabinet Oil Range 
Built Around the Exclusive Blue Streak Burner 


Low Priced. 


the production of a new Cabinet Oil Range, 

that is both distinctive in appearance and un- 
equalled in operating efficiency, yet is made to sell 
at a low price—lower than competing types of 
Cabinet Oil Ranges. | 3 
Five years of experimental work went into the pro- 
duction of Favorite Oil Ranges, before they were 
placed on the market. One year actually on the 
market has proved beyond question or doubt that 
Favorite Oil Ranges are the most efficient—the 
most economical—ever produced.. Resembling Gas 
Ranges in appearance, excelling Gas Ranges in 
speed.and economy, they have found favor and en- 
joyed a big sale wherever displayed and merchan- 
dized. The public has been quick to recognize the 
amazing efficiency, the unusual beauty, the low 
operating cost, the speed and convenient operation 
of Favorite Oil Ranges. 
This new low priced Cabinet Oil Range, with full 
capacity cook topand 18inch baking oven, completes 
the group of Favorite built-in oven oil ranges. 


te Favorite scores an unusual triumph in. 


Use the coupon to get the full facts about this line with prices, 
and the story of the complete merchandising plans with which 


the line is backed. 


FAVO 


Stoves & Ranges 
Gas~Coal~ Oil~Combination 
cMade in Piqua, Ohio. | 
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APPRECIATION of the charm of forged iron 
hardware is spreading. McKinney Forged 
Iron Hardware is forming the tangible 
means of gaining the artistic result 1n iron so 
much desired by the architect, the builder and 
the home owner. 


The advent of McKinney Forged Iron has 
been a sensation in the hardware industry. 
First, because it moved this lucrative business 
into the legitimate channels of hardware dis- 
tribution. And, second, because the entire line 
was conceived with an eye to the practical 
which makes it easy to stock, easy to schedule 
and accurate in application. 





The following terse facts reveal its possi- 
bilities. First, every McKinney piece is au- 
thentic in design. Second, any design selected 
may be carried out in detail throughout the 
entire house—McKinney Forged Iron Hard- 
ware includes hinge straps, H. & L. hinge 
plates, drop ring and lever handles, entrance 
door handle sets, rim and mortise latches, door 
pulls, push plates, knockers, shutter dogs, case- 
ment sash fasteners. Third, the charm of 
artistic craftsmanship has been combined with 
a practical knowledge of modern builders’ 
hardware requirements. Whatever type of con- 
struction is contemplated, it will be found that 


McKINNEY 
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McKinney Forged Iron Hardware is applicable 
without change. 
* * * 


One must naturally feel assured that 
McKinney Forged Iron Hardware exemplifies 
the true spirit of the earlier metal workers. The 
first sightof the ruggedly beautiful hinge straps 
by McKinney, the gracefully scrolled knocker 
and the whole array of forged iron pieces 
carries a delightful thrill of pleasure. You are 
satisfied. No need to pass second judgment. 
Here is the true spirit of the iron itself, caught 
in the shaping and finishing of every piece. A 
home adorned with McKinney Forged Iron 
Hardware need ask nothing finer. 


One further point ought to be stressed about 
McKinney Forged Iron: it is rustproofed and 
completed in three different finishes, Dead 
Black Iron, Relieved Iron and Rusty Iron. 


rom the standpoint of the builder its ease 
of application is a tremendous asset. There are 
no handed items. The trim fits standard locks. 
Only two sizes of square-head screws are used 
and a small open-end wrench is supplied to 
make application easy. 


Send today for your copy of the catalog en- 
titled “Forged Iron Hardware by McKinney.” 
It shows all pieces 
and gives all di- 
mensions. In ad- 
dition several 
pages present 
suggestions for 
trimming doors, 
casements,  shut- 
ters and cabinets. 

















FORGED IRON 
HARDWARE 


MAIL THIS COUPON 





Forge Division, McKinney ManuracturinGc Company, Pittsburgh, Pa. 
Please send catalog entitled “‘Forged Iron Hardware by McKinney” to 


_Address 





Name 








H.A. 
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Hobart R. Beatty, Clinton, IIl., was 
elected president of the National 
Retail Hardware Association, suc- 
ceeding retiring president, R. W. 
Hatcher, Milledgeville, Ga., who 
presided over the twenty-seventh 
annual congress of the organiza- 
tion held at Indianapolis, Ind., 
June 20 to 24. Herbert P. Sheets, 
of Indianapolis, is the efficient sec- 
retary-treasurer of the N. R. H. A. 
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Convention Facts in Brief 


WHO MET 


The National Retail Hardware Association in its twenty-seventh annual congress. 


DATE 
June 21 to 24, 1926. 


PLACE 


Claypool Hotel, Indianapolis, Ind., the headquarters city of the organization. 


1—Election of Hobart R. Beatty, Clinton, IIl., as president to 

succeed retiring president R. W. Hatcher, Milledgeville, 

Ga., who presided at the congress. Selection of R. J. Atkin- 

son, Brookiyn, N. Y., as vice-president and the election of 

S. G. Bartel, Evansville, Ind., and J. H. Rhein, Alliance, 

CONVENTION Nebr., as the new directors. Director W. L. Hubbard, 
HIGHLIGHTS— Scottsburg, Ind., found it necessary to resign that office, 


due to the pressure of business. 





2—Attendance of S. Horace Disston, president, and Charles 
F. Rockwell, secretary-treasurer of the American Hardware 
Manufacturers’ Association, and T. James Fernley, secre- 


tary-treasurer of the National Hardware Association. 





3—Frank discussion of problems affecting all factors in the 
manufacturing and distribution of hardware and kindred 


lines. 





4—Active participation of delegates in all discussions and 
prominent speakers from varied fields outside of the hard- 


ware industry. 





5—Consideration of ways to combat the encroachment of 
chain, drug and other retail stores featured practically all 


talks and discussions. 





6—Distribution address by Saunders Norvell, after 20 years’ 


absence from a retail hardware convntion. 


The Theme of the Congress Was “The Future of Retailing” 
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President Hatcher Sounds Keynote — 
of National Congress at Indianapolis 


N. R. H. A. Executive Calls for Fair and Equitable Consideration of 
the Convention Theme, “The Future of Retailing’’—Outlines Problems 
Confronting the Hardware Merchant 


Retail Hardware Association to council at Indianapolis, Ind., 


(etait the twenty-seventh annual congress of the National 


June 21, 1926, President R. W. Hatcher, Milledgeville, Ga., 
sounded the keynote of the congress, which was “The Future of 


Retailing.” 


President Hatcher invited all factors in hardware dis- 


tribution to participate, recognized clearly the complex present day 
competition facing the hardware merchant and called upon all dele- 
gates to give their very best in the discussion of solutions for pres- 
ent day trade evils and the various problems affecting the future 


of the hardware business. 


In his introductory remarks Mr. Hatcher called for fair and 
equitable consideration of the problems of the various factors in 


hardware distribution, saying: 


“It is unthinkable that in the course 
of justice and right, defects in distri- 
bution which can be shown to carry 
glaring preferences and inequalities 
should be allowed to continue after they 
have been pointed out to those most 
responsible for their presence. We are 
constrained to think that the great ap- 
preciation of fairness, whichis a char- 
acteristic of American business, will 
move those who are consciously respon- 
sible for conditions we shall cite, to 
correct them. 

“This is ardently to be desired and 
greatly to be preferred, but we also 
wish to add that we propose to engage 
ourselves busily and earnestly about 
their abatement, and to use every fair 
and legitimate means to achieve this 
result. We say this with deliberation, 
and fully realizing the strength and 
cohesive faculties of the ties of mutual 
interest that have made us the peer of 
all retail organizations. 


Methods and Policies 


“Our methods and policies will not be 
different from those proclaimed by us 
in the past. They will be tempered 
and permeated by the same respect for 
the laws of equity and appreciation of 
the rights of others, but there is a 
higher sense of duty which we must 
recognize before all others. We must 
appreciate before everything else that 
our mission, our purpose, yea, our most 
solemn obligation is to serve the re- 
tailer whose interest we have tried to 
safeguard and preserve during the 
years of the existence of this organiza- 
tion.” 

Taking up specifically the various 
problems effecting the future of re- 
tailing, President Hatcher continued 
in part: 

“Within the last several years there 
has been an increasing unrest in retail 


I might say more threatening to the 
retailer, and his commercial existence. 

“An evident fact is greater than a 
hypothetical conclusion, and if the re- 
tailer is up against difficulties that 
jeopardize his future, then there is no 
need to deceive ourselves, but we must 
set about to isolate these troubles, and 
seek the remedy. 

“Within past years we have seen 
very small increase in the volume of 
business done by hardware retailers; 
few if arty have received a satisfactory 
return on their investment, while other 
retailing agencies have increased their 
business in a large ratio. 


=» 
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R. W. Hatcher, retiring president, N. R. H. A. and presiding officer at 1926 Congress with 
Mrs. Hatcher and Master R. W. Hatcher, }e., all of Milledgeville, Ga. 


hardware circles—a questioning of 
present day conditions and of the fu- 
ture that has been growing steadily 
more acute. Methods and practices 
have grown into the trade, many of 
them through innovations in distribu- 
tion, and these have grown more bur- 
densome in their effects on the retail- 
er’s success. 

“These influences are live, virile and 
active in their adverse relation to the 
retailer’s business, and they have given 
rise to grave misgivings as to their 
effect on its future. 

“So this future of retailing, fellow 
members, will be the theme for discus- 
sion at this congress. I counsel you 
to approach it without preconceived 
prejudice or suggestive conclusion, but 
with a calm, earnest, and sincere de- 
sire to ascertain the facts, the true 
facts, the supported facts, and thus be 
enabled to place the _ responsibility 
where it should rest, and to urge at- 
tention from those proved responsible 
for these onerous conditions that are 
growing every day more serious. and 


“Let us find the regson. Through 
what causes is the distribution of mer- 
chandise becoming so fearfully mixed, 
and why are so many of the hardware 
retailer’s lines slipping to other chan- 
nels? 

“What are we going to do about 
these dangers? How shall we proceed? 

“Have the other channels of distribu- 
tion a marked advantage in price over 
the hardware retailer—if so, who is 
responsible, and how? 

“Is it possible for the hardware re- 
tailer to replace with other lines those 
that have slipped from him? How is 
he to make up his volume to balance 
this loss and his increasing overhead? 

“These and hundreds of other ques- 
tions will be raised and threshed out 
in the deliberations of the next three 
days. Be on hand every minute of the 
time. We shall need you, and you can- 
not afford to be absent for your own 
sake; besides, your presence is a duty, 
and your association expects every 
man to perform that duty. 

“On those proved responsible solely 
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Mich.., H. A. Director; Hugh F. 


Kaiser, 
Gilmore, Overlea, 


Md.; Ernest Johannessen, 


Phila., President Philadelphia Association and Vice-President of Pasha; 
Baltimore, Md., President Baltimore Association; A. 


HARDWARE 


Keim, Carthage, Mo. 
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. Charles Ross, Kalamazoo, 


Left to right—Chas. H. Casey, Minneapolis, Minn., Seeretary, Minnesota Association and Past President, N. R. H.A.; J 
R, McKnight, Pittsburgh, Pa., Director, N. R. H.A.; Glenn Pearce, Phila. Field Secretary, Pasha; Harry 
B. Frank Antrim, Pea N. 


Past President, Pasha; 


McFarland, Bowling Green, Ky., and H. M. 


+ teceenineetent 
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must rest the onus of censure or criti- 
cism emanating from the conclusions 
of this body. Those who draw respon- 
sibility determined by the delibera- 
tions of this congress must of necessity 
accept it as a verdict of fact and with- 
out prejudicial coloring from this as- 
sociation, and from such there can be 
only one appeal, only one recourse, 
and that one of correction, in so far as 
in their power, of the grievances and 
injustices proved by the well estab- 
lished facts presented. 

“This position in no wise affects our 
friendly attitude toward the other 
agencies brought into these discussions; 
on the contrary, we still preserve our 
cordiality of relation. But as stated 
previously, the time has arrived when 
we must recognize the immediate neces- 
sity of attention to existing problems 
and conditions that have grown to be 
acute, vital and even menacing. It is 
no longer possible for the retailer to 
allow himself to be lulled into a false 
sense of security by vague assurances 
and specious reasonings. 

“Tt is no time for delay when chain 
and syndicate stores, like great octo- 
puses, are stretching their grasping 
tentacles into almost every place of 
consequence and clutching energetically 
at hardware patronage. Nor is it ex- 
pedient when the catalog house, our old 
arch competitor of years ago, is in- 
creasingly active, and while fattening 
on preferential distributor prices from 
the producer dtrect on one hand, is on 
the other erecting enormous buildings 
and warehouses in which to further ex- 
pand its new policy of selling at retail, 
to all who might call, any article in its 
enormous stores. 

“Neither is it safe when _ besides 
these, department stores, drug stores, 
and chain grocery stores are continual- 
ly adding hardware items selected as 
good profit-bearers and as those most 
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easily handled, but which also hereto- 
fore have been most distinctly hard- 
ware in their classification. 

“While these energies must be 
classed as active, energetic, antagonis- 
tic and highly competitive, their effect 
is quick, dynamic and even revolution- 
ary, and must be met by speedy, ef- 
ficient measures. 

“They must be thus designated in 





W. P. Lewis, Hunting- 
don, 7a ee President, 


contra-distinction to other forces of a 
more passive nature and affecting the 
business from within rather than with- 
out, but none the less baleful in their 
influence. These can be named briefly 
as failure to distinguish the difference 
between margin and profit, and the re- 
lation of overhead to selling price. 
Lack of appreciation of stock turn, ab- 
sence of general retail efficiency and 
salesmanship—the latter  shortcom- 
ings we must regulate ourselves; in the 
former we seek the cooperation of 
those jointly interested with us, and 


Shanklin, Frankfort, Ind., Past President, 


must endeavor to discover the sources 
of weaknesses and correct them. 

“We have invited the manufacturers 
and wholesalers to join us in this work. 
It is an immediate necessity for the re- 
tailer. It is scarcely less remote for 
the wholesaler and manufacturer. We 
have created the medium in the Hard- 
ware Council, but it must derive its au- 
thority from the sovereign association 
bodies. It is in no respect a “super 
body,” as some have termed it, but will 
only reflect the respective delibera- 
tions and activities of the organizations 
represented in its membership. 


The Retailer Has Made Every Advance 


“It must be appreciated by all that 
the retailer has made every advance 
possible to the other factors. His ap- 
proach has in every instance been 
characterized by his protestation of 
respect and regard for the occupied 
position of the other units in distri- 
bution. 

“He has gone even to the bounds of 
his own self respect in his endeavors 
to evince his friendly feeling and good 
will, hoping thus to disarm any super- 
sensitive suspicion and jealousy of 
prerogative on the part of any of the 
other factors, thus hoping by these pro- 
nounced efforts to dissipate that spirit 
of aloofness and lack of cordiality and 
congeniality not usually incident to 
joint parties at interest in a common 
cause. 

“But I am sometimes led to wonder 
if we have got anywhere toward 
arousing interest and appreciation of 
present conditions, for the retailer is 
still the only unit that is apparently 
convinced of the necessity for energetic 
action. Appearances would indicate 
that in some quarters the conviction 
exists that things are just going to 
move along in the same old way, and 
apparently there is little effort to look 
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around and see the startling evidences 
of change that must, to any thinking 
man, portend greater changes in the 
future. 


The Retailer Constrained to Grow 
Discouraged 


“Ts it strange that the retailer should 
grow discouraged; that he should be 
drawn toward serious doubts, and 
grave misgivings as to whether this 
attitude will ever change; and to ques- 
tion whether radical and reactionary 
influences do not constitute the cause 
of an apparent indifference that seems 
to characterize the activities of the 
other units, and to wonder if this does 
not render improbable an appreciation 
of the sincerity of purpose in his ef- 
forts and advances? . 

“Can it be that there are those 
who are so ultra-sanguine as to com- 
placently expect to witness the retailer 
with his wonderful organization, his 
systematic study, his grasp of condi- 
tions, and his appreciation of the ne- 
cessity for action, just continue to drift 
along until he goes over the cataract 
into commercial oblivion without a 
struggle? 

“Emphatically we hope not, but the 
retailer is becoming more forcibly im- 
pressed with a possibility of a vanish- 
ing hope of cooperative action and the 
probable acute necessity of independent 
individual effort if progress is to be 
made in the present situation. But the 
retailer has not yet relinquished the 
hope of arousing the active interest of 
the other factors in the imperative 
needs of the present situation, and he 
will continue his efforts through exist- 
ing media until a conviction of ultimate 
failure of accomplishment is, through 
stubborn fact, forced upon him, and the 
urgent necessity of self preservation 
confronts him as a startling reality. 

“If it were a matter solely of our 
own individual concern, then we would 
scarcely be surprised at this seeming 
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lack of appreciation of its gravity, but 
where it is a situation that involves as 
seriously the ultimate future welfare 
of others as it does of ourselves, we 
must confess our inability to gage 
this sentiment. 

“Our attitude is friendly, our manner 
cordial, and our sessions here are open 
to any who may come, especially to the 
other units in distribution. They are 
invited and welcomed to our congress 
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because we feel that, as joint associates 
in the industry and the Hardware 
Council, they must have common cause 
with us. 

“We feel, too, that they must needs 
recognize with ourselves that while the 
Hardware Council of itself as a me- 
dium is all right, that it must prove 
wholly useless unless we utilize it ac- 
tively and vigorously in constructive 
accomplishment. We cannot know, of 
course, what the other units are doing 
in actual work only by what comes to 
us. They do not share their councils 


eA Wisc.; Hugo Prange, Sheboygan, Wisc., 
Geissing, East St. Louis, Ill.; H. W. Beegle, Chicago, 


with us. We are not invited to look in 
on their discussions. 

“In fact, it is hard to construe that 
they are convinced, as are we retailers, 
that the situation requires immediate, 
vigorous action in isolating and spot- 
lighting the problems before us, and 
the necessity of seeking their solution, 

“We know but too well that the wel- 
fare of the retailer cannot brook long 
drawn out and laborious action which 
is neither energetic nor direct. We 
have been patient in the past. We are 
still patient, but even patience ceases 
to be a virtue for us when met only by 
apparent indifference and inertia where 
the urgent need for immediate, ener- 
getic action is so acutely plain to us. 

“The history of the last several years 
has shown the retailer that a friendly 
slap on the back, and an encouraging 
word, are all very well in their place, 
but that they do nothing toward reliev- 
ing increasingly distressing conditions. 

“The time has passed for illustra- 
tions and suggestions, and it has as 
surely arrived for action. What this 
action will be I shall not presume to 
prophesy, but let this assurance rest 
with you always that such action as 
these facts warrant and seem neces- 
sary will be inaugurated with that 
same deliberate, just, and conservative 
thought and foresight that have dis- 
tinguished our policies in the past. 


Conditions Today 


“Our situation today is far different 
from that which confronted the pio- 
neers of trade organization more than 
a score of years ago. 

“Crises in distribution, chain store, 
and catalog house’ competition, whole- 
salers selling at retail, correct appre- 
ciation of margin and profit, relation 
of overhead to selling price, simplifica- 
tion, stock turn, price information, 
textbook revision, retail efficiency, 
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Order of Distribution Challenged, 
Bethke Tells National Congress 


is being challenged, William Bethke, general educational di- 


[ ) is being en that the whole order of present day distribution 


rector, La Salle Extension University, Chicago, told the 
Tuesday morning session of the National Congress that present 
day economic and business trends are notable for “the complexity 
and variety of problems and the rapidity with which fundamental 


changes take place.” 
Mr. Bethke said in part: 


“In addition to mail-order problems, 
we have chain stores, cooperative buy- 
ing, installment selling, direct selling, 
nationalization of markets through ad- 
vertising, mobility of markets due to 
convenience of travel, new channels 
competing with each other for estab- 
lished trade, competition between sta- 
ples and luxuries, and a multitude of 
similar problems, all challenging the 
old order and calling for new adapta- 
tion. 

“The mere enumeration of these 
problems emphasizes the rapidity with 
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which these changing trends force 
themselves into our economic life. 
Time was when competition was the 
life of trade. Today change seems to 
be the life of trade, as it is the law of 
growth and progress. 

“In any attempt to discover the 
trends in merchandising we need al- 
ways to be on guard to distinguish be- 
tween fundamental functions and those 
agencies set up to perform those func- 
tions. For example, a general con- 





demnation of the middleman means 
nothing without an analysis of the 
functions he performs from at least 
two points of view: Are they necessary, 
and are they well done? _— 

“Transportation, financing, ware- 
housing, and selling are such neces- 
sary fundamentals and _ unescapable 
functions in distribution that they can- 
not be eliminated in any plan to sim- 
plify the process of distribution. 

“The challenge is in regard to the 
efficiency with which the various exist- 
ing agencies perform their functions. 
The wholesaler is being challenged re- 
garding the efficiency with which he 
performs his functions of warehous- 
ing, financing, and selling. Some whole- 
salers are constantly seeking to limit 
their responsibilities in financing the 
movement and distribution of goods. 

“Manufacturers and producers often 
feel that the wholesaler is not ade- 
quately performing his selling job. 
They must create a market for goods 
by national advertising before the 
wholesaler is interested in taking on 
the line; and they must help move spe- 
cialties by putting out specialty sales- 
men or so-called missionary salesmen 
alongside of the wholesaler’s salesmen. 

“In this period of hand-to-mouth 
buying I suspect that some merchants 
feel that the wholesaler is not fully 
performing his function as warehouser. 
You find that he is all too often out 
of the goods you want. 

“No wonder the wholesalers’ position 
is being challenged. The manufacturer 
experiments with direct selling to dealer 
or consumer. Is that a fundamental 
trend or is it a protest against certain 


deficiencies in the present machinery 
of distribution? Is the manufacturer 
going to add to his function of produc- 
ing the functions of warehousing, sell- 
ing, and financing? 

“Obviously he can do this only if he 
can do it better and more economically 
than the wholesaler can. That implies 
also that he has the financial resources 
and the merchandising brains neces- 
sary to perform these functions. 

“Those channels of distribution will 
develop and survive which furnish the 
ultimate consumer or user the best 
product, with the most acceptable ser- 
vice, and at the lowest price consistent 
with quality and service. I simply use 
the illustration to show the distinction 
between basic activities and the agen- 
cies by which they are performed. In 
noting trends we need constantly to 
emphasize the more basic tendencies 
of the business stream and not be too 
much influenced by the ever-changing 
ripples and eddies within the stream. 





Mrs. and J. E. Schatzel, Rochester, N. Y., 
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“Our country today has a productive 
capacity far in excess of its ability to 
buy and consume, great as the latter is. 
The result is a tremendous competition 
for the consumer’s dollar and a slice 
of the national income. It has been said 
that this competition is very different 
from the idea of competition which has 
heretofore prevailed. It is a pressure 
for new distributive outlets. Formerly 
competition functioned pretty well 
within established channels. Now new 
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channels are established to meet new 
conditions and some of the old channels 
seem to be breaking down within their 
own field. 

“There is a tremendous competition 
between staples and new specialties. 
You have it in the hardware business. 
Regular hardware trade does not seem 
to keep pace with merchandising vol- 
ume. The clothing manufacturer and 
dealer feel the selling pressure of the 
automobile upon their field. The great 
selling pressure is upon specialties and 
this pressure impinges on the market 
for staples. 

“A specialty has a tendency to be- 
come a staple just as the luxuries of 
yesterday become the necessities of to- 
day. Consequently there is the con- 
stant search for new specialties. They 
furnish new opportunities. The com- 
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petition for totally new commodities 
was never keener and never more aided 
by inventive genius than today. 

“This distribution pressure, further- 
more, is constantly making new mer- 
chandising outlets. Safety razors and 
pocket knives are distributed not only 
through hardware dealers, but also 
through drug stores and cigar stores, 
to say nothing of department stores, 
variety stores, mail-order houses, etc. 
The traditional lines of division of re- 
tailing into dry goods, groceries, hard- 
ware, and drug stores have become 
very indistinct through much cross- 
breeding and each tends to become 
more of a general merchandise store. 


“If all these types of stores share 
equally in such an adjustment there 
will not be a very noticeable change in 
volume of any line, but it is to be 
feared that the hardware line has lost 
more than it has gained in this redis- 
tribution of merchandising functions 
and that is one of your problems. 

“This new competition founded on 
distribution pressure runs clear back 
and up into our industrial trend. The 
gigantic movements on foot to control 
sources of raw materials, to control 
manufacturing processes and costs, to 
form integrating control from the 
source of raw materials to the final 
distribution step—all these are evi- 
dences of this new trend. No merchan- 
dising trend can be fully understood 
nor can the direction of its develop- 
ment be charted except as it takes into 
account this pressure in distribution 
caused by excess capacity of produc- 
tion and large potential production 
which can be brought into action 
through the business enterprise, pro- 
motion ability, and financial resources 
of our land. This distributive pressure 
has given rise to our selling methods, 
which will shortly be discussed. 

“But equally important with chang- 
ing business conditions are changing 
living habits of our customers. In fact 
it is well known that the customer— 
the consumer—is the real boss of mer- 
chandising. His financial ability to 
buy sets positive limits to selling. 

“On the other hand labor has been 
exceptionally prosperous these last few 
years. While the general commodity 
index of prices is about 50 per cent 
over the 1913 level, wages average 
higher and in some lines are better 
than 100 per cent higher. The advan- 
tages of a general high level of wages 
and of continuous employment are gen- 
erally recognized as factors in main- 
taining a market and preventing over- 
production, which more properly might 
be called under-consumption. 

-“But of even greater importance 
than the increased purchasing power 
of the. consumer are his changes in 
living habits. The average man has 
more leisure time than at any previous 
time in the world’s history. Naturally 
he seeks ways and means of enjoying 
the greater economic freedom which 


he has. That is one of the dominant 
reasons for the goods and services 
which provide entertainment. The 


moving pictures, phonographs, radios, 


newspapers, auto- 
mobiles, summer and winter homes, 
and numerous other things satisfy 
largely the filling in of leisure time 
which is not absolutely essential to 
earning a living. 

“Then there is the obvious desire to 
avoid drugging physical labor through 
the use of modern labor-saving devices, 
in business or on the farm, and in the 
home. Not so many years ago there 
was a feeling that the things or meth- 
ods that were good enough for father 
or mother were good enough for son 
or daughter. There was not only a 
suspicion but a real objection to “new- 
fangled” ideas. That attitude has 
largely changed. This generation is 
reaching out in its desire for better 


books, magazines, 





Llew $8. Soule, Editor of Hardware Age, and 
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President, Pasha 
things. Consequently when they are 


offered they find a more ready accept- 
ance. . 

“Though the importance of style and 
the public’s preference for artistic mer- 
chandise may be denied, I venture to 
say that in the long run—and it will 
not be so very long—no manufacturer 
or merchant can succeed who does-not 
produce or sell beautiful as well as 
serviceable merchandise and who does 
not present it to the public in attract- 
ive form, either in merchandise, store 
display, catalog representation, or 
what not. 

“Obviously the consumer’s changing 
economic status, his purchasing power; 
his tastes and desires, his standards of 
living, his willingness, open-minded- 
ness, and readiness to change, his ca- 
pacity for enjoying his leisure hours 
are all problems of first importance in 
shaping merchandising policies as a 
whole or locally for the merchants. 
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Mere Criticism Is Ineffective. 


R. J. Atkinson Tells Forum 


dent Hatcher called for a discussion of the subject by the dele- 

gates. R. J. Atkinson, Brooklyn, N. Y., director of the Na- 
tional Association, was the first to respond. He prefaced his re- 
marks saying he saw no advantage to the dealer in merely criti- 
cising the newer methods of distribution that were here to stay, 
but believed that the real solution of the chain store problem lay 
in the adoption of the same selling methods which they used. He 
said that it was no time to become hysterical, but the thing to do 
was to get out after the business. He advocated the use of open 


YOLLOWING Mr. Bethke’s address on “Current Trends,” Presi- 
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display counters for the smaller hardware items the same as the 
chain stores and pointed out that the hardware store had one big 
advantage in that it carried many items such as stoves, washing 
machines and the like which the chain stores did not and that these 
items should be made to bring customers to the store and it was 
up to the dealer to convince his customers that he had the mer- 


chandise. 








as a partial solution of the problem, 
said: “The merchants who cater to 
women make the most money, for the 
women have the most money to spend. 
I have noticed that when an item ap- 
peals to a woman and she wants it, 
she seldom stops to compare it or its 
price with a similar article in some 
other store. I favor a department of 


E. E. Mitchell, Morrilton, Ark., past 
president of the National Retail Hard- 
ware Association, stated that the busi- 
ness had already gone to the mail- 
order houses and the chain stores, and 
that the big problem was to get these 
sales possibilities back to the hard- 
ware store. 

Theodore Romaine, Hackensack, N. J., 


the store especially for women. A. Gunn 
Haydon, Rushville, Ind., also advo- 
cated catering to the women’s trade, 
and stated that the average hardware 
store did not get enough women into it. 

The statement that the big trouble 
with the hardware business to-day lay 
not in the inroads of new competition, 
but in the hardware stores themselves 
was made by E. D. Baker, of Andover, 
Mm. Ee 

The direct charge was made by §S. J. 
Koehler, Chicago, that the hardware 
jobbers and wholesalers were further 
complicating the situation by the prac- 
tice of selling direct to the consumers. 

George W. McCabe, Petosky, Mich., 
president of the Michigan Retail Hard- 
ware Association, was of the opinion 
that this “jobber competition” was a 
subject that could be settled satisfac- 
torily by the National Hardware Con- 
gress, and urged that a strong repre- 
sentative committee be appointed to 
confer with the wholesalers. 


Additional Lines Urged 


“The days of the hardware man are 
numbered if he sticks to straight hard- 
ware,” was the opinion offered by Sam- 
uel H. Skinner, Sherman, N. Y. He 
contended that a dealer should handle 
what the community wanted. 

F. A. Winters, East Orange, N. J., 
told of the success that he had experi- 
enced in his store by concentrating on 
certain items from time to time and 
endeavoring to sell the item to every- 
one who came into the place. A drive 
of this kind, for example, brought an 
increase of 784 per cent increase in his 
sales volume of shears in two months’ 
time. 


Poor Sports to Complain 


George C. Brown, Punxsutawney, Pa., 
made the statement that the American 
buying public disliked poor sportsman- 
ship, and in his opinion it was very 
poor sportsmanship to ask for support 
simply because you happen to be a 
local merchant and think you are en- 
titled to that support. 
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Be Worthy of Success or You Will Fail, 


problems must be found within the ranks of the dealers 


[) retiems that the solution of current hardware dealer 


themselves, W. N. Neff, The Vance Co., Inc., Abingdon, 
Va., told the Tuesday afternoon session, “We must be worthy of 


success or fail. 


The time was when by competitor you meant the 


man down the street selling the same line of goods as yourself. It 
was the tradition that this man was a sort of a cross between a 
Hottentot and a Machiavelli—to be hated, feared and destroyed. 
The convention was that if two of such competitors happened to be 
present at the same place and time only one of them should depart 


other than by ambulance. 


This former competitor has now become 


your intimate friend, the one with whom you confer in regard to 
all kinds of matters of mutual interest. 


Mr. Neff then proceeded to point out 
how conditions have changed, and how 
the buying public is the determining 
factor in success or failure. “The buy- 
ing public,” said Mr. Neff, “are the 
judges and they are impartial and in- 
exorable. They are interested in price, 
quality and service—sometimes more in 
one than in the other, but in combina- 
tion in varying relation of the three. 
Sentiment will not sway the verdict, 
friendship will not avail, propaganda 
alone will not suffice, and no legislative 
panacea will rescue us. If we are to 
hold our places in the shifting condi- 
tions of the present and coming time 
we must meet the test. 

“We must see to it that the goods 
we sell plus the services we render are 
better values at the prices offered than 
the goods and the services (or lack of 
them) offered by our competitors at 
their prices. We must convince the 
buying public that this is so. We must 
do this on a basis such that the margin 
of accepted and reasonable selling 
price above cost less expenses of opera- 
tion will enable us to stay in business 
on a permanent basis with a fair re- 
turn for our invested capital and ex- 
pended effort. We must realize a 
reasonable and acceptable selling price 
for value received in goods and ser- 
vices based on such a low cost of goods 
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W. N. Neff 


and low expense of operation as will 
provide a fair margin of profit. 

“We are tested from the customer’s 
viewpoint by selling price, value in 
goods and services offered; from our 
viewpoint by cost of goods and operat- 
ing expense. The first determines 
whether we shall get the business or 
sell the goods, the second whether we 
shall make a profit on what is sold. 
Both are essential to success. 

“We must buy wisely—select our 
goods carefully—offer goods of merit— 


Declares W. N. Neff of Virginia 


offer such goods as the trade demands 
—avoid heavy stocking of articles of 
only occasional demand—avoid heavy 
stocking of anything that will require 
more time to sell than is consistent 
with quick turnover. 

“We must advertise freely and judi- 
ciously—making known what we have 
to sell and its merits but more par- 
ticularly impressing upon the public 
the character of our store and its 
methods and policies—selling ourselves, 
our name and character, our dependa- 
bility as efficient buying agents for our 
territory. 

“We must, in general, extend credit 
to those who deserve it and not to any 
others—and on proper terms and in 
such amount as our capital warrants. 

“We must study all the items of our 
expenses, comparing them with known 
standards and keeping them in proper 
proportion to each other and to the 
volume of business we are doing. There 
is no reason why our expense of doing 
business should exceed that of any 
competition we have. 

“Nor can we afford to neglect the 
factor of Invisible Expense, which has 
so much potentiality for our destruc- 
tion if unheeded. There is in every 
store a’ difference between the margin 
of profit which should be realized from 
the mark-up over cost and what is ac- 
tually realized. This difference does 
not appear on your daily or monthly 
balance sheets but only appears when 
inventory is taken and you find that 
the actual profit realized is less than 
the theoretical one you expected from 
the mark-up you placed on your goods. 
For example, if you sold goods costing 
$100,000, which had been marked up 
33 1-3 per cent above cost, your sales 
should have been $133,333.33, or a gross 
profit of 25 per cent. But if your 
gross actually turns out to be 20 per 
cent you have had an invisible expense 
of about 5 per cent of volume. Inas- 
much as most of us count 5 cents on 
the dollar as a fairly good net profit 
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and the figures of our National Asso- 
ciation show the average to be very far 
pelow this, we see that any undue in- 
crease in this Invisible Expense will 
seriously affect our net profit while 
cutting down this facter can be made 
to increase 50 or 100 per cent that 
small, elusive but necessary residuum 
on our balance sheet which we can cal! 
our own as a reward for a hard year’s 
work. 

“The item of Invisible Expense is 
caused whenever, for any reason, goods 
leave your store and you do not realize 
the full value for them—Stolen goods, 
goods loaned and not returned or paid 
for, goods unnecessarily diverted to the 
tool room and misplaced or rendered 
unsalable, goods not charged or charged 
imperfectly or in error resulting in the 
ioss both of goods and the customer. 
We have the charge system; we should 
make it an advantage over our com- 
petition, not a disadvantage and cause 
of loss: 

“Goods sold at a discount for any 
reason; sold at a discount because not 
marked or improperly marked—the 
customer always has and uses the ad- 
vantage on unmarked goods or leaves 
unsold; sold at a discount because 
soiled, shopworn, obsolete—kept 
long—because you bought the wrong 
goods or bought too much of them—a 
victim of the friendly salesman, the 
magnetic salesman, or the salesman 
offering a small extra discount for too 
much quantity. I will admit that spe- 
cial price sales may be a good thing 
under some circumstances when they 
are used to move undesirable and over- 
stocked goods. But I regard them as 
similar both in cause and effect to a 
combined dose ef castor oil and whis- 
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key. Blood letting used to be consid- 
ered an excellent remedy but the fact 
that medicine is prescribed is a very 
strong indication that there has been 
something seriously wrong to make it 
advisable. 

“We see the retailer invading the 
field of the jobber and the jobber laying 
waste the preserves of the retailer and 
it is likewise true that the manufac- 
turer has become himself the competitor 
of both jobber and retailer. By mail- 
ing catalogs to the consuming trade, 
by sending canvassers into the homes 
of customers and by establishing retail 
stores of their own for the purpose of 
selling their products direct to the user, 
the manufacturer is striving to enlarge 
his outlet and in doing so enters into 
immediate competition with retail 
stores. The same pressure for distri- 
bution causes the manufacturer to for- 
sake the old channels for disposition 
of his products and to turn to the cata- 
log houses and chain stores with all or 
a part of their output, both first and 
seconds, and to sell to them under such 
pressure as may be applied at a price 
which enables them to offer the goods 
to the public at a figure the retailer 
cannot meet. 

“Yes, the old system of distribution 
has broken down in many places; it is 
like a dynamo shot through with short 
circuits. Manufacturers, jobbers and 
retailers, who are supposed to main- 
tain the system are alike unfaithful to 
it and the retailer being at the end 
nearest the consumer is suffering most 
from the effects at present, though the 
jobber’s position promises to be even 
more perilous. 

“The question is, shall the solution to 
the problem be sought in attempting 
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to correct these irregularities in the 
old system; shall effort be expended in 
trying to get manufacturers, whole- 
salers and retailers to cooperate effec- 
tively to confine distribution of hard- 
ware to the regular channels, each 
agency keeping itself within its proper 
bounds and lending its support to the 
protection of the interests of the oth- 
ers. The manufacturers have their as- 
sociation, the jobbers have theirs and 
the retailers are also organized. Will 
the manufacturers as a body come to 
the point of seeing that it is to their 
interest to confine sales to jobbers and 
to refrain from selling through chan- 
nels and at prices which interfere with 
regular distribution; will they, with 
practical unanimity, adhere to this 
principle themselves and also do that 
necessary additional thing, support it 
by refusing to recognize as jobbers or 
extend jobbing prices to concerns who 
themselves fail to adhere to the prin- 
ciple by confining their sales to retail- 
ers? Such a rigid and practically 
unanimous policy on the part of manu- 
facturers would be essential to rehabili- 
tating and preserving the old system. 
“Could the Jobbers’ Association— 
which is understood to be fairly well 
organized—be induced to see the light 
and become as zealous to prevent its 
members from competing with the re- 
tailer as it now is to prevent the re- 
tailer from buying direct from the 
manufacturer? However effective this 
organization may be in keeping the 
retailer and manufacturer separated, 
they exert ineffectual if any pressure 
on their members to prevent their com- 
peting in the retail field with the un- 
fair price advantage in it which their 
recognition as jobbers gives them. 
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Compared with Wholesale Costs 


the attention of the delegates was given to a display of hard- 

ware—tools, builders’ hardware, steel goods, guns and the 
like, gathered by S. R. Miles of the National Retail Hardware 
Association office, who explained that the various items had been 
purchased from mail order houses and chain stores in an effort 
to determine wherein they differed from similar articles sold in re- 
tail hardware stores. In addition there were many identical arti- 
cles taken from hardware stocks of the members and each item 
bore a tag upon which was given, in the case of the mail order and 
chain store items, where the articles came from and the re-sale price 
paid for it. On the merchandise from the retail stores the cost to 


[ the attention o following Mr. Neff’s talk Tuesday afternoon 





the dealer was given. 
S. G. Bartel, Evansville, Ind., 


then made a comparison of the 


mail order house prices and the dealers’ costs, demonstrating that 
in the majority of cases the former were considerably lower. 


After this checking over of prices, 
the open-forum feature of the conven- 
tion sessions was again taken up, A.C. 
Lamson, Marlborough, Mass., director 
of the National Association, pointing 
out what he considered the three main 
advantages which the chain stores had 
over independent stores, enabling them 
to sell at lower prices. The three items 
were: salaries (the chain-store salaries 
ranging from $8 to $15 per week), no 
charge accounts and no delivery costs. 

Jobber competition, according to C. C. 
Carter, Carthage, Mo., president of the 
Missouri Retail Hardware Association, 
is the direct result of the larger job- 
bing houses crowding their salesmen to 
sell a larger volume of merchandise. 
The practice, he stated, is rapidly caus- 
ing the retailers’ buying to drift to the 
smaller local jobbers. 

In speaking of the practice of some 
manufacturers of turning their “sec- 
onds” bearing their trade-marks into 
mail order and chain store channels, 
Hugh F. McKnight, Pittsburgh, director 
of the National Association, said: 
“Second-grade goods should be plainly 
marked ‘Second Grade’ if the brand 
cannot be removed. Manufacturers’ 
overstocks are the result of optimism 
or a slump, and these overstocks should 
not be dumped on the market, at least 
not in the territory where they will 
compete with the regular stocks of the 
dealers.” 





“Underground selling,” or the secret 
supplying of private brand merchan- 
dise to the hardware store competition 
by some manufacturers and jobbers 
who are at the same time supplying 
the hardware trade, was condemned as 
unethical by both George M. Gray, Co- 
shocton, Ohio, member of the Advisory 
Board of the National Association, and 
Ernest Johannesen, of Baltimore, Md., 
president, Baltimore Association. 


Too Much Service 


The hardware retailer’s troubles are 
in a large measure due to his render- 
ing too much service, according to 
W. B. Allen, Palo Alto, Cal., National 
Association director. He advised the 
utmost care in determining what were 


essential services, and stated that those 
who could tell the difference were suc- 
cessful merchants. 

W. L. Hubbard, Scottsburg, Ind., also 
of the National Board of Directors, con- 
tended that quality merchandise is nec- 
essary and that hardware stores were 
quality stores in the minds of the pub- 
lic; some manufacturers put too much 
into the finish of their product and then 
expected the retailer to sell in compe- 
tition with the cheaper grades. 


Drug Store Competition 


Attention to the menace of drug- 
store competition in the sale of hard- 
ware items was called by Joseph H. 
Williams, Boston, who quoted statistics 
showing the turnover rates of various 
chain drug stores. Drug stores, he 
said, have a 40 per cent advantage in 


sales hours, and that while Sunday 
sales are illegal in practically every 


State. the laws are not enforced or 


hardly enforceable. 


Frank Smith, Fresno, Cal., stated 
that ,he was overcoming mail-order 
competition in his territory by com- 


piling and mailing out his own cata- 
log semi-annually. He said that a 
twenty-page catalog could be issued at 
a surprisingly low cost. 

A suggestion that some plan to equal- 
ize prices quoted to larger and smaller 
buyers must be found if the smaller 
merchant was to continue in business 
was advanced by L. M. Pletcher, of 
Delphi, Ind. 





Left to right—H. W. Geller, Geller, Ward, and Hasner Hardware Co., St. Louis; L. D. 
Secretary of the Illinois Association; 
Des Moines, Iowa, and K. W. 


Elgin, I1., 


Nish, 
Gadd, 


Stanley Works; C. T. 


J. E. Stone, 
Atkins & Co. 


Atkins, m ©. 








Left to right—First Five, New England Group Arriving. Balance from left to right: 
Y.; A. R. Craig, Charlotte, N.C., 


Skinner, Sherman, N. 
President, WwW. 


Mrs. and Mr. S. H. 


Va. Association; 


HARDWARE AGE 


J. N. Hart, Greenville, N. 


Secretary of the Carolinas Association ; i: C. 
C.. President of the Carolinas 





July 1, 1926 


f 


E. D. Baker, Mrs. Baker and Miss Ella Baker, Andover, N. Y.; 
a., 


Fielding, Charleston, W. V 
ssociation 








Adjustment to Current Conditions 
Essential Success Factor, Says Weld 


ditions are the ones who have been successful, L. D. H. Weld, 


Ty HE merchants who have adjusted themselves to changing con- 


manager, Commercial Research Department, Swift & Co., Chi- 
cago, told the Wednesday morning session of the National Con- 


gress. 


Mr. Weld cited an experience of his wife who visited three 


hardware stores and was unable to obtain desired merchandise or 


courteous attention in any 


varied service demands 


one of them. He commented on the 
of different stratas of society and said 


there was no universal rule on the extent or nature of service re- 


quired for all retail stores. 


Each hardware merchant must, he said, determine whether or not 
his community demands and will support extra service features, 


such as extensive delivery systems, credit arrangements, 
orders and high quality goods with corresponding high prices. 


phone 
He 


said that there were, however, certain elementary services required 


in all stores. 
that stores be neat, 
selected and well arranged. 


Chain stores are here to stay, giving 
practically no service, the speaker said, 
but only a certain portion of the pop- 
ulation will tolerate the curtailed ser- 
vice of these stores, the majority de- 
manding better attention and the more 
personal and interested service of the 
independent store. 

In his analysis of service problems, 
Mr. Weld continued in part: 
field have 
and store- 


“Conditions in the retail 
been changing very rapidly, 
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Under this head he said it was absolutely essential 
salesmen courteous, 


stocks well assorted, well 





keepers who have made money are 
those who have adjusted themselves to 
these conditions. 

“Retail stores have to fit their ser- 
vice to the demands of communities. 
Some consumers are willing to pay the 
price for full service; others care only 
about price, and are willing to pay 
eash and carry their goods home, and 
do not care for branded products. Re- 
tailers have to be specialists in cater- 
ing to these diversified demands. 
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“This development is_ particularly 
noticeable in the grocery field. Chain 
stores cater to those people who pay 
cash and carry their goods home, and 
who are willing to wait for service 
during the rush hours. Other grocery 
stores have been successful by catering 
to people who demand full service. 
These stores carry a more varied and 
better selected stock of goods than 
chain stores and have competent sales- 
men. 

“The non-service stores appeal to 
only a certain proportion of the popu- 
lation and therefore can expand only 
to a certain point. This point of sat- 
uration has already been reached. 

“There are fundamental services that 
a hardware store must perform, wheth- 
er it operates on a full service basis 
or on a cash-and-carry basis. These 
fundamental services which are neces- 
sary for success are as follows: 

“1. The store must look neat and 
attractive. 

'“2. Intelligent and courteous sales- 
men must be employed. 

“3. The stock must be well arranged 
and there must be a proper system for 
keeping track of things on hand. 

“4. The stock must be carefully se- 
lected, with special attention to the de- 
mands of the community where the 
store is located.” 


Lawrenceburg, 
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Open Discussion on ss Problems 
by Delegates Follows Weld’s Talk 


open discussion on various service problems confronting the 


[oven aiseus to the National Congress participated in an 


hardware merchant, immediately after the talk on this sub- 


ject by L. H. D. Weld during the Wednesday morning session. 


In 


answer to a question by J. H. Williams, Boston, Mr. Weld said the 
cost of doing business with the average department store was about 


30 per cent. 


J. Charles Ross, Kalamazoo, Mich., N. R. H. A. director, took up 
the question of guarantee maintaining that it is very necessary to 
have a guarantee and that this should come from the manufacturer. 
He also said he believed the manufacturer should pay transporta- 
tion charges both ways on the replacement of all merchandise which 


was really defective. 


The consumer, said Mr. Ross, has a 
right to expect such service when he 
has paid full price for first-class mer- 
chandise. He recognized the possibil- 
ity of abuse on the replacements, and 
charged that overzealous salesmen were 
largely responsible for excessive guar- 
antees. 

N. E. Givens, Bemidji, Minn., com- 
mented on the guarantees given by 
mail-order houses, which, he said, were 
more attractive than those open to the 
retailer. 

Thirty years ago stores operated on 
a strictly quality basis, and charged 
accordingly, said C. A. Tope, Carroll- 
ton, Ohio. In those days, he said, folks 
who could not afford the best took the 
next best grade, and so on down the 
line. Each store then had a recognized 
quality, with proper prices. Today, he 
said, no one store has a monopoly on 
high-grade goods, and many stores vie 
with each other on extra service fea- 
tures, offering the public better rest 
rooms, tea rooms, nurseries, check 
rooms, cold-storage rooms, and other 
features to attract trade. 

Thos. A. Nichols, Burlington, Iowa, 
said there is still a definite field for 
the hardware man, in spite of the in- 
roads by drug stores, peddlers, mail- 
order houses, and other retailers in 
foreign fields. 

Harry D. Kaiser, Philadelphia, Pa., 
president of the Philadelphia Associa- 
tion, told how he gives frequent deliv- 





ery service, and takes good care of 
special orders. 

Hugh F. McKnight, Pittsburgh, 
N. R. H. A. director, said he insists 
that the manufacturer pay postage on 
returned defective or abused merchan- 
dise, and if the replacement is denied 
the maker must write the user accord- 
ingly. 

On the same thought, J. Claridge, 
Chicago, said mechanics would wear 
down a mason’s trowel, break it and 
expect replacement. He takes out a 
new trowel, points out the missing por- 
tion due to wear, and endeavors to 
avoid a complimentary replacement. 

J. Fred Berner, Buffalo, said his busi- 
ness has been active forty-eight years, 
getting full prices on quality goods by 
selling service instead of selling mere- 
ly merchandise. 

C. N. Barnes, Grand Forks, N. D., 
made a similar contribution to the dis- 
cussion. 

R. J. Atkinson, Brooklyn, N. R. H. A. 
director, commented on the excessive 
services offered by some jobbing houses. 
He mentioned particularly window- 
trimming service, price service, porter 
to sweep the stores, and extensive de- 
livery systems. He contended that the 
jobber cannot be eliminated in the 
hardware business, as hardware items 
in the main cannot be economically 
distributed direct. But he said he saw 
no reason for the excessive services 
mentioned, as only the small, poorly 


regulated business needed such help. 

Alfred Rosenberg, Rockville, Conn., 
president, Connecticut Association, 
asked why it is necessary to have 
double service on the same lines. He 
referred to the practice of sending 
manufacturers’ salesmen into the same 
territories covered by jobbers handling 
the particular lines featured. 

H. L. Boyd, Los Angeles, Cal., sec- 
retary, Southern California Associa- 
tion, said the public is willing to pay 
for real service, but is beginning to 
expect less, and that the department 
stores give all possible service, the 
chain store very little, and the hard- 
ware store should determine a “mid- 
dle” ground. 

J. C. Fielding, Charlestown, W. Va., 
president, West Virginia Association, 
emphasized the value of quality appeal. 

George Bishof, Nebraska City, Neb., 
said too many hardware men lack a 
broad view of the service idea when 
they say the ten-cent store doesn’t give 
service. 

E. +P. Lewis, Marshfield, Ore., said 
the cost of service rendered is secon- 
dary to the desire to serve a commu- 
nity successfully. 

George Bartel, Evansville, Ind., said 
one does not know anything about ser- 
vice until a year is over. If you have 
made a profit, then you have given the 
proper service. 

George M. Gray, Coshocton, Ohio, 
past president, N. R. H. A., said his 
salesmen helped a farmer take in the 
hay, and a week later the same farmer 
went down the main street carrying a 
mail-order catalog. 

Theo. Romaine, Hackensack, N. J., 
defined service as having in stock the 
goods desired by the customer when 
wanted. 

John Baker, Dayton, 
urer, Ohio Association, 
need of store courtesy. 

John W. Gamble, St. Petersburg, 
Fla., advocated a reasonable guarantee 
and a fair amount of service. 

Following these comments, Herbert 
P. Sheets, secretary-treasurer, N. R. 
H. A., summed up the discussions. 


Ohio, treas- 
stressed the 
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Saunders Norvell Addresses Congress 
on Merchandising and Distribution 


seventh annual congress of the N. R. H. A., Saunders Nor- 


( sevent 4000 miles by land and sea to address the twenty- 


vell, chairman of the board, McKesson & Robbins, New York 
City, and contributing editor of HARDWARE AGE, brought a mes- 


sage on present day merchandising trends. 


Mr. Norvell sailed 


from Southampton, England, exactly one week prior to his speak- 


ing date at Indianapolis. 


New York between boat docking and train leaving time. 
tirely sure that his boat would arrive on time, Mr. 
tentative arrangements to come by air if necessary. 


His schedule gave him three hours in 


Not en- 
Norvell made 
He said it 


was twenty years since he had addressed an Indianapolis retail 


hardware convention. 


He spoke first of the association’s organi- 


zation in 1901 and of early members he had known, saying in part: 


“Time forbids my calling by name 
and refreshing the memories of all 
these hardware men I knew so well in 
those early days. They live on in their 
good works. You, the younger gener- 
ation, inherit not only their inspiring 
example, but the benefits of their la- 
bors. I do, however, wish to refer to 
the membership of the Wholesale and 
Retail Joint Catalogue House Commit- 
tee that was so active in those early 
years. 

“There were on this committee four 
retailers—Mr. Bogardus, Mr. Bush, Mr. 
Ireland and Mr. Miles—and Mr. Cory, 
then your secretary. The wholesalers 
were: Mr. Kirk, Mr. Bigelow, Mr. Dud- 
ley and Mr. Wright—and Mr. Fernley, 
also secretary. The eleventh member 
was the speaker as chairman of the 
committee. 

“The inevitable toll of time is sadly 
shown in the fact that all the four re- 
tailers and Mr. Cory, and all the four 
wholesalers have passed away and of 
that committee of eleven, only Mr. 
Fernley, Mr. Wright, Mr. Miles and 
myself survive. 

“It is not fitting for me to go into 
the work of that committee at this 
time, but in my mind it stands out as 
the one great effort made by the whole- 
salers and retailers working together 
to protect their common interests. It 
has always been a source of deep re- 
gret to me that in some form this co- 
operation between wholesalers and re- 
tailers was not continued and made 
one of the vital and effective factors 
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Saunders Norvell 


in hardware merchandising. After the 
long interval of 20 years, I still look 
back with admiration and appreciation 
to the singleness of purpose and the 
friendly harmony that prevailed be- 
tween the wholesalers and the retailers 
on this committee. I shall never for- 
get the quiet strength and well-bal- 
anced judicial judgment of that grand 
old man of the retail hardware trade, 
Mr. Bogardus, nor the energy, watch- 
fulness, and intense loyalty to his as- 
sociation of Mr. Cory. 

“The present leaders of your asso- 
ciation are in some ways superior to 
those of the past. Progress has been 
made along more definite and scientific 


lines. Where the older generation 
‘guessed,’ the present generation are 
gathering facts, tabulating and analyz- 
ing these facts, so that what they 
know, they know more clearly and 
definitely than we did 20 years ago. 

“I have been asked to talk mainly 
today about distribution. Just return- 
ing from Europe, my mind dwells upon 
the difference between foreign condi- 
tions and ours. The United States is 
original and unique in the business 
history of the world. We have 110,- 
000,000 people in one solid mass. We 
speak the same language and there are 
no tariffs or custom barriers and de- 
lays between our States. This mass of 
people in general are enjoying the 
greatest material prosperity ever 
known to mankind—the greatest per 
capita wealth—and the largest individ- 
ual incomes and wages. There was 
never before such a fruitful field to 
invite the selling imagination. 

“This field of merchandising in the 
past was monopolized by manufactur- 
ers, wholesalers and retailers. How- 
ever, great opportunities attract orig- 
inal minds, and soon we see changes 
and innovations in the channels of dis- 
tribution. First come the mail order 
houses—both wholesale and retail—and 
in the fertile soil of this country, they 
are now established with sales of enor- 
mous volume and operating organiza- 
tions of great efficiency. 

“Then there has been growing stead- 
ily year by year a new system of sell- 
ing direct from the maker to the con- 
sumer by house-to-house canvassers. 

“Now we see the latest development 
in a new channel of distribution—the 
chain stores. The most daring, ag- 
gressive and experienced merchandise 
men in the country are at the head of 
these chains. They seek the best loca- 
tions. They train clerks and window 
dressers. They study demand, profits, 
and expenses. While there have been 
some disastrous failures among the 
chains, many are making handsome 
profits and no one doubts they are 
here to stay. 

“Most of these later changes in dis- 
tribution are only in the larger cities. 
There the pinch of their competition 
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has been felt the keenest by the inde- 
pendent retail hardware merchant. 
The chain store only thrives where 
there are large weekly cash payrolls, 
but the chain is reaching into smaller 
and still smaller places. The northern 
cities have suffered more than the 
southern cities from this form of com- 
petition. In the southern States, in a 
large measure, the old conditions still 
prevail, but the changes here are only 
postponed. 

“With these great changes in dis- 
tribution taking place all around us, 
what are the old-line wholesalers and 
retailers doing about it? Are they 
intelligently studying these new condi- 
tions? Are they tabulating the facts? 
Are they working out the best plans 
and methods of meeting this powerful 
and growing competition? 

“The independent hardware retailers 
today sell, I am told, 70 per cent of 
all the hardware in the country. In 
some lines they still enjoy @ monopoly 
of the business. Many laugh at the 
danger of the chain stores just as, in 
the early days, small country mer- 
chants laughed at the growing mail 
order houses. 

“One would imagine that hardware 
men, especially wholesalers and retail- 
ers, would form a strong working or- 
ganization with every facility to gather 
facts and adopt the most practical and 
effective methods to protect the hard- 
ware trade. 

“What is the situation? We hear 
of manufacturers still maintaining war 
prices on many lines of hardware. The 
cost of such goods is so high after 
passing through the jobber to the re- 
tail trade that a fair retail profit can 
not be added without strong objections 
from the consuming public. Are such 
prices justified? There should be a 
thorough analysis. Just compare some 
foreign prices on hardware with ours. 
Is tariff protection being abused? 

“Wholesalers complain of manufac- 
turers selling their retail customers, 
while retailers complain of their whole- 
salers selling direct to consumers. In 
the mad rush for volume, retailers 
reach for trade out of their natural 
territory, and wholesalers demoralize 
prices in far-away territories in an 
unnatural effort to get business out of 
some competitor’s field. 

“So I might continue indefinitely. 
He who runs can see the unfortunate 
conditions in the hardware business. 


What would you think of the defenders 
of a city if they quarrelled among 
themselves when the enemy was at 
their gates? 

“All of us in all lines are suffering 
from too much overhead expense in 
proportion to our profits. The greater 
the variety of goods in a business, the 
more the expense. The greatest suc- 
cesses have been on single lines— 
Standard Oil, Wrigley, Gillette. Just 
as far as possible, we must concen- 
trate and cut down unnecessary lines 
and sizes. 

“Manufacturers will find by intensive 
working of their legitimate customers 
that volume will not only be satisfac- 
tory, but that expense will be less. A 
lot of this outside business is not worth 
what it costs. 

“Wholesalers should more carefully 
and intelligently work their own terri- 
tories. If some of the head men in 
wholesale houses should go out and 
examine the stocks of their retail cus- 
tomers in their home territories, they 
would find that while they were work- 
ing on far-away routes seeking volume, 
they were losing a lot of good business 
at home. 

“There is a very common complaint 
by manufacturers that they cannot de- 
pend upon the wholesalers to intelli- 
gently sell their lines. They are add- 
ing to their costs of distribution by 
filling the field with salesmen helping 
the wholesaler introduce their goods. 
Do the wholesalers and their salesmen 
not see that the logical and natural 
next step is for such manufacturers to 
sell direct? The wholesaler and his 
salesmen must do this work. If they 
will not, the opportunity will soon be 
taken from them. The one big job of 
the wholesale hardware man today is 
to select and develop better salesmen. 
The day of the ‘order-taker’ is pass- 
ing. Real salesmanship is the need of 
the hour. 

“The retail hardware merchant de- 
sires to buy from his jobber. He finds. 
however, that in many cases the prices 
charged him make it impossible for 
him to meet this new competition he 
faces. The question of price will not 
down. Sophistry will not cure a situa- 
tion that promises to become more and 
more acute. 

“In other lines, retail merchants 
have sought and, in a large measure, 
found price relief by organizing their 
own jobbing houses called ‘mutuals’ or 


in syndicate buying. This condition 
has proved a very serious matter for 
established wholesalers in other lines 
and it seems to me, before such a 
movement starts in earnest in the 
hardware trade, that it would be well 
for hardware wholesalers to make a 
very serious effort to see what can be 
done to help their natural distributors, 
the retail merchants. 

“There is a widespread feeling 
among retailers that the jobber is in- 
different to his interests. This may or 
may not be true. If it is true, it is 
surely a very dangerous situation. If 
it is not true, steps should be taken 
by the wholesale trade to convince the 
retailers that they are wrong in such 
beliefs. 

“*What can we do?’ said one whole- 
saler to me. I answered, ‘At least 
show a disposition and willingness to 
meet the retailer more than half-way 
in an effort to first get at the actual 
facts. See what lines are affected and 
then, having the facts, it is usually a 
simple matter to find the remedy.’ 

“The retail merchant has a right to 
look to his wholesaler for help in meet- 
ing the new conditions that are being 
forced upon him and he also has a 
right to think that the wholesaler 
should be practical, determined and 
energetic in taking up these problems 
in turn with the manufacturer. 

“The hardware business is, in many 
ways, better off than other staple lines 
of merchandise. You are well organ- 
ized. You have stuck fairly closely 
to certain princjples of distribution. 
Let me express the hope that good 
judgment, self-control, fair dealing and 
vision will prevail and that the prin- 
ciple of ‘Every man for himself and 
the devil catch the hindmost’ will never 
become your slogan! 

“At a manufacturers’ meeting in 
Atlantic City, I said some plain and, 
to a few, some unpalatable things 
about national advertising. Advertis- 
ing is a tremendous selling force. No 
one appreciates this more than myself, 
but like all great forces, it is danger- 
ous in proportion to its power. It: 
stands out as a fact that is beyond 
contradiction that few lines that have 
been sold by national advertising pay 
either the wholesaler or the retailer 
sufficient profit to cover the cost of 
handling the goods. Where goods are 
to be nationally advertised. all I say 
is—‘Look well to your profits.’ 
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Wednesday Open Forum Discusses 
Problems Covered by Norvell 


Giada nationally advertised merchandise, installment selling 


and various other phases of 


current dealer problems covered 


in the talk made by Saunders Norvell Wednesday afternoon 
were discussed in open forum by the delegates immediately after 


Mr. Norvell’s contribution. 


The majority expressed the opinion that from the dealer’s stand- 
point the disadvantages of selling goods advertised in national con- 
sumer publications overshadow the advantages obtained. 





Charles A. Ireland 
Ionia, Mich. 


Past N. R. H. A. President 


Nationally advertised merchandise 
and installment selling received the 
major portion of the attention of the 
delegates during the open forum ses- 
sion which followed the talk by Saun- 
ders Norvell on Wednesday afternoon. 
On the former topic the general feel- 
ing appeared to be that the advantages 
to the dealer in handling goods that 
are nationally advertised are over- 
shadowed by the disadvantages. 

Charles M. Carpenter, East Roches- 
ter, N. Y., stated that national adver- 
tising might force the dealer to carry 
certain merchandise, but that he would 
not push it. Nationally advertised 
goods usually carried only a small mar- 
gin of profit, he said, and were the prey 
of every cut-price store seeking a 
“leader.” He advised the dealers to 
sell themselves in their communities, 








and then pick and push the goods that 
are not advertised and which carry a 
higher margin of profit. 

This attitude was also voiced by 
W. T. Pace, Franklin, Va., who said: 
“T find that it pays better to push goods 
that are not nationally advertised. I 
suggest the use of stickers on the mer- 
chandise, with your own name on them, 
and in that way you can build a de- 
mand on goods that can be controlled 
and not be found in every drug store, 
grocery or garage. In order to keep 
a complete stock, however, it is impos- 
sible to exclude all nationally adver- 
tised merchandise.” 


Installment Selling 


Opinion was not nearly so unanimous 
in the matter of installment selling, 
however. James B. Draper, Detroit, 
Mich., and Senator George B. Sprowls, 
Claysville, Pa., were of the opinion that 
the plan of installment selling was 
fundamentally wrong and was not only 
plunging the American people into ex- 
travagant habits that would lead to 
bankruptcy, but was also a_ serious 
menace to the hardware trade, as it 
took money for luxuries that might be 
spent for hardware. 

H. C. Ross, Jackson, Tenn., on the 
other hand, declared that installment 
selling, like the mail-order houses and 
the chain stores, was here to stay, and 
the hardware man, whether he liked it 
or not, must make the best of it. He 


further stated that he personally be- 
lieved that installment selling, proper- 
ly handled, was a big asset to the hard- 
ware or any other business, and that 
he was using the plan in his own store 





Arthhur R. Craig 
Charlotte, N. C. 
Secretary Carolinas Association 


with success. He said that the main 
thing to remember was to obtain a suffi- 
ciently large down payment to give the 
purchaser a large enough equity in the 
merchandise that he would make an 
effort to protect it. 

E. E. Mitchell, Morrilton, Ark., past 
president of the National Association, 
echoed the same sentiment in the state- 
ment: “Installment selling and its suc- 
cess depends entirely on who to and 
how much down.” 

“The problems of the retail hard- 
ware man are closer to a solution to- 
day than ever before,” was the state- 
ment of Thomas B. Howell, Richmond, 
Va., director of the National Associa- 
tion and secretary of the Virginia As- 
sociation. He also said: “I am not wor- 
ried about the various outlets that the 
manufacturers find their goods as long 
as the retailer was getting a square 
deal.” 

J. A. Van Natten, Springfield, IIl., 
president of the [Illinois Association, 
had as his offering to the discussion a 
letter received by a school teacher in 
Springfield from a firm selling mer- 
chandise through the retail dealers, 
offering to pay a “commission” on any 
items that were sold direct or to the 
local school board. 
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Merchant Battling for Existence 


PePPOOLORROGRORE CECT ERE RoOORRORResieeeeaegs® 


Like Primitive Man, Says Bondurant 


with competition and other problems to the struggle for ex- 


(| with com: the hardware merchants’ present-day struggles 


istence experienced by primitive men, Price Bondurant, Great 
Bend, Kan., hardware merchant, addressed the Thursday morning 


session as follows: 


“The retail merchant today is fighting a battle for existence much 


as did primitive man. 


Our problems are serious. 


In our towns we 


see the doctor, lawyer and Ford agent making more money than the 
merchant, with less investment, ability and certainly less hard work. 
If such a condition continues good men will be forced out of the retail 
trade to find better pay for their efforts in other occupations, and the 
present organization of high-class, efficient retailers serving the public 


well will cease to exist. 


“Some of us have tried, individually, 
to overcome part of our difficulties, but 
with little success, for slight heed is 
paid to the complaints of one or two. 
It is clear that united effort is neces- 
sary by all the factors involved to 
make the position of the retailer se- 
cure, and provide sufficient return for 
his investment and labor. 

“Inasmuch as the distribution of 
hardware is a joint enterprise of man- 
ufacturer, wholesaler, and retailer; and 
since the remedies for many of our ills 
must be applied outside the province 
of the retailer; it seems that all three 
units ought to be interested in the 
successful solution of the problems 
that confront each one. 

“Lower costs is the crying need of 
the retailer today, and suggestions 
from all concerned as to how we may 
get them seems to be practical team 
work of the highest type. Many minds 
are better than a few. Constructive 
criticism hurts nobody. What cooper- 
ation can we ask from other factors 
of the trade to promote more efficient 
distribution of hardware to the con- 
sumer ? 

“At this point I wish to introduce 
this query for discussion—it is induced 
because the objection is raised when 
some improvement in trade practice is 
suggested, that it would put somebody 
out of business. The question is: 

Does the Spirit of Team Play 
contemplate keeping in business all 
factors or individuals that choose to 
attach themselves to the forces of 





distribution, regardless of their fit- 


ness or the need for them?’ 

“In other words, are we to approach 
our subject with the idea that distribu- 
tion of merchandise should furnish 
jobs to as many as possible, like a 
political party or charitable organiza- 





Price Bondurant 
Great Bend, Kans. 


tion? Or, shall we consider it a clear- 
cut business proposition to be handled 
as economically as possible by qualified 
men and women? Should team work 
be directed toward making everybody 
secure in his job, or toward eliminating 
unnecessary elements? 

“Do you not believe much of the 
trouble in retail trade today comes 


from artificial efforts to keep in busi- 
ness individuals and organizations that 
are not qualified and not needed? Are 
we not slowing down the whole march 
becausé a few cannot keep up? Shall 
we invite into our team all who want 
to join, or shall we demand qualifica- 
tions? But, you say, how can we keep 
them out? There is no law to prevent 
men starting stores or jobbing houses 
or factories. True, but there is a law, 
from which there is no appeal, that 
will eliminate those too slow to keep 
up if it is allowed to operate naturally. 
It is called the ‘Law of survival of the 
fittest.’ Wholesalers say there are too 
many retailers, yet they extend unwise 
credits and give ruinous services to 
keep in business fellows that would 
soon pass out if forced to stand on 
their own feet. What is your idea? 
Shall we try to keep everybody in re- 
gardless of the effect on the trade as 
a whole? 

“We believe the consumer is getting 
better service, quality, and fairer prices 
throygh the present system of distribu- 
tion from maker to wholesaler to re- 
tailer than by any other system. But 
the buying public is demanding effi- 
ciency from its servants; if we let 
someone else get hardware to the con- 
sumer at less cost than we can deliver 
it, the retailer will be crowded out. 

“If the retailer is forced out, the 
business will go to chain stores and 
mail-order houses. It is probable that 
these, in time, would be merged into 
a few gigantic monopolies, with inter- 
locking directorates having complete 
control of the distribution of merchan- 
dise? Could we expect that such 
powerful monopolies would operate to 
the advantage of manufacturer and 
consumer? Would not they rather 
drive hard bargains with manufactur- 
ers, and extort huge profits from con- 
sumers? Would not the present lines 
of high-class staple brands of hard- 
ware, bearing proud names, give way 
to private brands of the chain stores, 
produced on a basis of large quantity 
and low price? The wholesaler would 
have no place in such a distributive 
organization, he would be eliminated 











HARDWARE AGE 





July 1, 1926 





Left to Right—S. F. 


Mich., Treasurer, Michigan Association; Rev. 


“Dad” Perrigo, E. C. Atkins & C8.: E. D. 
J. G. Butler; Mrs. W. 


Hartman, Aberdeen, S. 
and Mrs. A. L. Steinke, Pipestone, Minn. 


D.; 


Reeves, McKinney Mfg. Co.; John Wallace. Chicago; Wm. Moore, Detroit, 


Mrs. G. W. Dinnington, E. C. Atkins & Co.; 





with the retailer. Would the manufac- 
turer enjoy having such monopolies as 
his only outlet to the consumer? 

“Retailers distribute but do not 
create. We need our manufacturing 
friends with talking points to facili- 
tate sale, and prices to attract buyers. 
We take these goods from factories 
and sell them in every corner of the 
country. We explain their proper use 
and care to the buyer, service them 
when they get out of order, and pro- 
cure repairs when they get old. We 
help make the manufacturer’s name a 
household word in our communities. 
We need the manufacturer; he needs 
us. As his very best customers, we 
believe the manufacturer should coop- 
erate with us in every possible way to 
direct buyers of his wares to the local 
hardware store, and refrain from any 
action that might divert trade from the 
hardware store. 

“The manufacturer’s national adver- 
tising is a great factor in creating a 
demand for his merchandise. We be- 
lieve manufacturers should word their 
advertising with the intention of di- 
recting prospective buyers to the local 
hardware store. 

“A definite evil practice our manu- 
facturers should attempt to stop is the 
use of well-known hardware items as 
leaders to attract trade, by mail-order 
houses and chain stores, often at prices 
less than retailers pay. Do you believe 
the manufacturer could stop their sup- 
ply of his goods if he earnestly tried? 
These people would not dare offer such 
leaders unless assured of a plentiful 
stock, lest the reaction of the buying 
public would be unfavorable when it 
went to buy and found the advertiser 
did not have the goods. Is it reason- 
able to believe the manufacturer could 
not discover the source of their supply 
for such large quantities of his staple 
items? Could such quantities be pro- 
cured without at least his passive con- 
sent? Is the manufacturer, and per- 
haps the wholesaler, looking at imme- 
diate volume rather than the future 
welfare of the trade in their dealings 


with this situation? 
The Wholesaler 


“The success of the wholesaler in his 
present capacity is conditioned wholly 
upon the prosperity of his retail cus- 
tomers. He gets little business from 
any other source. And likewise, the 


existence of the ordinary retail hard- 


ware merchant depends upon the con- 
venient source of supply of the whole- 
saler’s stock. It must be admitted that 
two units who are so interdependent 
for their very existence ought to work 
together in every possible way. Un- 
fortunately, such is not always the 
case. Sometimes the wholesaler is the 
dealer’s worst competitor, selling to re- 
tail customers at wholesale prices. The 
wholesaler in turn is annoyed by small 
orders, returned goods and other un- 
fair practices of the retailer to in- 
crease overhead beyond what it should 
be. 

“With such an unhappy situation ex- 
isting, and so many things these two 
units can do to help each other, there 
is wonderful opportunity for better 
team play between retailer and whole- 
saler. 

“It is the wholesaler’s obligation to 
perform his service as the link between 
factory and store at minimum expense. 
This expense is kept high because of 
services he believes the retailer needs. 
He sees one side of the question, we re- 
tailers see the other? Do we in fact 
demand or need all the service the 
wholesaler is forcing upon us? Can 
we get along with less, if it will bring 
lower prices and better margins? Ifa 
few need extra service in the way of 
long credits, small shipments, and 
weekly visits of salesmen, is it right to 
force this service upon all the trade? 
I submit the following query for your 
discussion: 

“Has the Wholesaler the Moral 
Right to increase his costs to all the 
trade to give service needed by only 
a few? 

“It seems that much of the whole- 
saler’s grief arises from artificial con- 
ditions created by himself, by which 
he is driving his best customers to buy 
direct from manufacturer or through 
cooperative buying associations. He 
fails to recognize that he has two gen- 
eral classes of dealer customers. One, 
efficient hardware merchants, buy in 
quantity, pay cash, order by mail, de- 
mand little service. The other in- 
cludes incompetent merchants allowed 
to buy at wholesale, and buy in broken 
packages, are slow pay, cause heavy 
credit losses, and require frequent 
salesmen’s calls to write up their or- 
ders for them. The wholesaler has the 
same price to all. The profits of the 
one and the losses of the other are 
averaged by the wholesaler, and the 


good merchant is penalized to allow 
prices to the inefficient lower than they 
deserve. 

“T believe we urgently need a modern 
wholesale house catering only to the 
better class of hardware merchants? 
Can some live-wire wholesaler with 
vision and ambition break away from 
old customs and give us what we might 
call a ‘Cash & Carry’ wholesale 
house? This ideal house would not try 
to sell to everyone who had the price. 
Its idea would be to have fewer cus- 
tomers with larger sales to each, and a 
minimum of service rather than a 
maximum. 

“The success of the retail hardware 
trade is a matter of concern to every 
one engaged in it. Every merchant 
worthy the name ought to be glad to 
work with other retailers to correct 
evils and bring changes calculated to 
secure the prosperity of the local store. 
But in this, as in other trade problems, 
we find two classes of retailers. The 
better class are willing to give time 
and money to association work, the 
other are willing to benefit from the 
work of their energetic co-laborers but 
without contributing anything at all 
to the common effort. I repeat, shall 
we not quit wasting time on inefficient 
members of the trade, and put our ef- 
forts to strengthening the position of 
those that have proven fit to wear the 
title. 

“If the entire better class of Hard- 
ware Merchants of the country could 
be organized to present a united front 
in dealing with other trades and trade 
factors, and in taking action in gen- 
eral matters of legislative and econo- 
mic character, results would be quickly 
obtained that have been impossible 
without united effort. What wholesale 
house would dare sell at retail if all 
the retailers of the country would cry 
‘Shame’? They have the unquestioned 
right to sell to whom they please, but 
they realize if they lose their legitimate 
dealer customers, the consumer busi- 
ness they have would not pay their 
postage bill. 

“Under conditions, no business can 
live within itself. In these days of 
roads and automobiles, trade goes 
where it is best served. Rural trade 
especially is fickle, and changes from 
one town to another as more attrac- 
tions are offered in each. The town 
that does not have a live merchant body 
pulling together in every way will 
soon succumb. 
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Important Trade Reforms Urged 


A 


in N. R. H. 


NUMBER of resolutions, presented by Scott Kendricks of 
Flint, Mich., chairman of the Resolutions Committee, and 
aimed to assist in the solutions of the problems of the manu- 


facturer, wholesaler and retailer, were adopted at the Twenty- 
Seventh Annual Congress of the N. R. H. A. 

In one of the resolutions the danger of overproduction by manu- 
facturers was stressed and producers were urged to study their 


market with a view of stabilizing distribution. 


The Association 


also went on record as condemning the unethical practices of manu- 
facturers, who suggest retail prices without sufficiently taking the 
margin of the retailer into consideration, and who permit cut rate 
competition by selling through underground channels in excess of 
the demand for the established market, or who sell under private 
brands in competition ‘with their standard advertised articles. 


The association also urged members 
to study the new order of merchandis- 
ing brought about through the influx of 
new goods, with a view of adjusting 
themselves to this condition. Protec- 
tive methods, designed to eliminate 
losses resulting through broken mer- 
chandise, mischarged or not charged 
merchandise, goods not marked, eac., 
were also recommended. Legitimate 
methods of distribution, that is, from 
manufacturer to wholesaler to retailer, 
were indorsed, and all factors vigor- 
ously urged to adhere to this system. 

Manufacturers selling slightly dam- 





aged articles as seconds were urged to 
mark these as such in order not to 
cause unfair competition, and manufac- 
turers and wholesalers who indulge in 
retailing at wholesale prices were 
urged to discontinue this practice as 
subversive to the interests of the legiti- 
mate retailer. 

The use in national advertising of 
prices which do not constitute a fair 
margin of profit to the retailer was con- 
demned, as was also the practice of 
factories fixing quotas without the 
consent of dealers or without an ade- 


A. Resolutions 


quate understanding of the retailer’s 
markets. Conservatism was urged in 
the matter of installment selling, and 
the selling for premium use condemned. 
National advertisers in the campaigns 
were also urged to cooperate with re- 
tailers in urging the public to buy at the 
local hardware stores, and a more frank 
discussion of the various problems af- 
fects the interests of the various 
branches of the hardware business was 
also recommended. 

In addition to the chairman, Scott 
Kendricks, other members of the reso- 
lutions committee were Frank Smith of 
Fresno, Cal., vice-president of the Cal- 
ifornia Retail Hardware & Implement 
Association; Alfred Rosenberg, Rock- 
ville, Conn., president of the Connecti- 
cut Association; Wm. J. Emrich, Jr., 
Indianapolis, Ind.; J. A. Monson, Bra- 
ham, Minn.; Geo. Bischof, Nebraska 
City, Neb., vice-president Nebraska 
Retail Hardware Association; Paul N. 
Allen, Jamestown, N. D.; H. S. Henley, 
Cherokee, Okla.; E. P. Lewis, Marsh- 
fields Ore., vice-president of the Oregon 
Retail Hardware Association; Frank A. 
Hegner, Sewickley, Pa.; W. T. Pace, 
Franklin, Va.; Hugo Prange, Sheboy- 
gan, Wis., president of the Wisconsin 
Retail Hardware Association; and J. R. 
Gamble, St. Petersburg, Fla. 








The Michigan Delegation 
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Left to right—J. Hirschburg, St. Louis, Mo.; A. 


Baudenbistel, Fronfelt, Mo.; Mr. and Mrs. B. A. Schroeter, Barrington, IIl.; 
Francisco, Calif., Secretary, California Retailers Association; oe Smith, Fresno, Calif., President, California Association and Mrs. Hugh Riner, 
ndianapolis, Ind. 
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Leroy Smith, San 





Retailing at Wholesale Prices Discussed 
at Thursday Open Forum Discussion 


people from whom he buys,” said C. H. Casey, secretary of 

the Minnesota Retail Hardware Association, in opening the 
open forum discussion on “Jobber Competition” at the Thursday 
morning session following the talk by Price Bondurant. He further 
stated that retailing was a joint problem of both jobber and re- 
tailer and told of his experience, when after many complaints re- 
garding some jobbers in his State selling direct to the consumer, 
the jobbers in question declined to enter into any agreement that 
might protect the retailers’ interests. 


¢ TT peo retailer must not be forced into competition with the 





Cooperative buying was recommended 
by J. Frank Berner, Buffalo, N. Y., as 
solution of the 
Mr. 


cooperative advertising to further the 
interests of a community and spoke of 
his own experience when the business 
and professional men located on his 
street in Buffalo, which is situated to 
one side of the main business district, 
organized to promote the interests of 
that street. This organization, 120 
strong, has succeeded in building up 
their street through a series of well 
advertised “bargain days,” and has just 
held its “second annual sales week.” 
The combined advertising of the mer- 
chants and periodic “sales days” was 
also recommended by F. L. Swinehart, 
Clinton, Ind., and in support of his con- 
tention he gave some interesting fig- 
ures of business increases made in 
towns using a cooperative bargain day 
plan. In one group of small manu- 


jobber competi- 
Berner also advocated 


the 
tion evil. 





facturing towns, located in Indiana and 
eastern Illinois, during a recent slump 
in manufacturing activities, the pay- 
roll reductions average about 50 per 
cent, but these towns through coopera- 


John R. Gamble 
St. Petersburg, Fla. 
Past Pres. N. R. H. A. 


tive advertising actually increased re- 
tail sales from 11 to 24 per cent. An- 
other group of towns, located in the 
same territory and not using the com- 
munity sales plan, with an average 
payroll loss of 22 per cent, showed a 
loss in retail sales of 10 to 24 per cent. 
As further proof of his contention, Mr. 
Swinehart gave the amount of sales of 
his store, a clothing store and a ladies’ 
ready-to-wear store on a sales day and 
on the same day a week previous, 
when no sale was held. The figures 
for the hardware store were $1,109 on 
the sales day and $529 the previous 
week; the clothing store, $1,552, as 
against $217, and the ready-to-wear 
store, $1,277 and $683. 





A. J. Scott, Marine City, 
Mich., Secretary, Michi- 
gan Association 
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Left to right—J. T. Peterson, Rockford, IIl.; 
A. . Anderson, Sturgis, S. 





E. C. Taylor, Trenton, Tenn.; A. L. Steinke, Pipestone, Minn.; L. G. Beasley, Lomar, S. C.; 
D., and D. W. Forsythe, Mystic, 


Iowa 
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S. G. Bartel Hobart R. Beatty 


New Director 
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R. J. Atkinson 
New Vice-President 





Hobart R. Beatty, New President, 


R. J. Atkinson, 


Vice-President 


S. G. Bartel, Evansville, Ind., and J. S. Rhein, Alliance, Neb., Selected as New Directors of N. R. 
H, A.—W. L. Hubbard Resigned as Director, Due to Business Pressure 


vice-presidency of the National Retail Hardware Associa- 

tion, succeeding, retiring President R. W. Hatcher, Milledge- 
ville, Ga., who presided over the twenty-seventh annual congress 
of this organization held at Claypool Hotel, Indianapolis, Ind., June 
20 to 24. The election of officers took place at the closing session 
Thursday afternoon. Mr. Beatty is a past president of the Illinois 
association, and a national director for several years. 


R. J. Atkinson, Brookllyn, N. Y., 
was chosen as the new vice-president. 
Mr. Atkinson has been a national di- 


| “vice-p: R. BEATTY, Clinton, Ill., was elevated from the 





Alliance, Neb., president of the Ne- 
braska association and mayor of his 


rector for several years and has been 
president of the Brooklyn, Metropoli- 
tan and New York State associations. 

Due to the pressure of business W. 
L. Hubbard, Scottsburg, Ind., found it 
necessary to resign as a national di- 
rector. His place will be filled by S. 
G. Bartel, Evansville, Ind., vice-presi- 
dent, Indiana association. J. S. Rhein, 


town was selected as the new director 
to fill the place vacated by the promo- 
tion of R. J. Atkinson to the vice- 
presidency. 

Charles A. Ireland, Ionia, Mich., 
himself a past N. R. H. A. president, 
was chairman of the nominating com- 
mittee. He was assisted in this work 
by: J. N. Hart. Greenville, N. C., 


ia 
4 
” 


president, Carolinas association; L. W. 
Slayter, Arhos, Ind., president, Indiana 
association; Thos. A. Nichols, Bur- 
lington, Iowa; John Sowers, Frank- 
fort, Ky., president Kentucky Associa- 
tion; N. E. Givens, Bemidji, Minn., 
president, Minnesota association; C. 
C. Carter, Carthage, Mo., president, 
Missouri association; C. C. Johnson, 
Omaha, Neb.; Martin Van Dussen, 
Rochester, N. Y., vice-president, New 
York State association; W. B. Martin, 
Mansfield, Ohio, president, Ohio asso- 
ciation; Robert J. Murray, Honesdale, 
Pa., president of Pasha; H. B. Price, 
Norfolk, Va.; R. <A. Kuykendall, 
Moorefield, W. Va., past president, 
West Virginia association; D. A. Wil- 
liams, Waukesha, Wis.; J. H. Wil- 
liams, Boston, Mass.; and Fred M. 
Gazley, San Diego, Cal., president of 
Southern California association. 





Left to right—L. F. Jorgenson, Pittsburgh, Pittsburgh Steel Co.; Henty A. Squibbs, Fence D 


t., Manager, American Steel & Wire Co.; C. L. 





Pa., Past President, Pasha; Daniel Rinehart, aynesboro, Pa., Past President, Pasha; Sen. Geo. 
C. A. Scarborough, Pittsburgh, Pa., Past President of Pasha and Secretary of Pittsburgh Asso- 
and John Ganzer, Duluth Show Case Co. 


Wade, Pittsburgh Steel Co., John A. Ditz, Clarion, 
W. Sprowls, Claysville,, Pa., Past President, Pasha; 
ciation; 





94 HARDWARE AGE 





July 1, 1926 





Left to right—N. A. Gladding, Vice-President, E. C. Atkins & Co., Executive Chairman of Local Convention Committees, with C. B. Crets, Vice- 
President; John Martindale, President, and C. J. Prentiss, vice-President, Van Camp Hardware & Iron Co., Were All Active in the Entertainment 


of the Congress Delegates and Ladies 





E;ntertainment Features Unusually Good— 
N. A. Gladding Was Executive Chairman 


annual congress of the National Retail Hardware Associa- 

tion, at Claypool Hotel, Indianapolis, Ind., June 20 to 24. 
The entertainment provided throughout the convention for the ladies 
and for the delegates and ladies in off moments was particularly 
high grade. The committees were very efficient, enabling the pro- 
gram to run very smoothly. 

N. A. Gladding, vice-president in charge of sales, E. C. Atkins 
& Co., Indianapolis, Ind., was executive chairman in charge of all 
entertainment features. During the various entertainments Mr. 
Gladding was master of ceremonies, introducing the speakers and 
calling the features, in the usual well-known jovial Gladding way. 


| OOSIER hospitality was at its best during the twenty-seventh 


Tuesday there was a matinee party 
at the Circle Theatre for the ladies and the Riley Room of the hotel to enjoy 
a visit to the famous Soldiers’ and _ special addresses, music and dancing. 
Sailors’ Monument. In the evening Meredith Nicholson, author of “House 
the delegates and ladies assembled in of a Thousand Candles” talked on 


+ 





™ 


James Whitcomb Riley, the immortal 
Hoosier poet. W. Herschell, a _ well- 
known poet of the Riley type with a 
remarkable ability to recite in char- 
acter verses of his own creation fol- 
lowed Mr. Nicholson. Then came 
dancing and refreshments. 

The ladies had luncheon at the In- 
dianapolis Country Club going in Pull- 
man buses, visiting the famous In- 
dianapolis Motor Speedway enroute. 

Wednesday evening there was an in- 
formal party in the ballroom of the 
Columbia Club, which included music, 
playlets, mystery acts, take-off on a 
country hardware store, vaudeville, 
dancing and refreshments. At this 
party Anthony Feranga, head chef 
of the Columbia Club, made up a very 
elaborate and attractive display de- 


Head Chef Anthony Feranga, of the Columbia Club, Indianapolis, Ind.. Made Up This Interesting and Novel Display, Made Entirely of Refresh- 


ments Which Were Served at the Thursday Night Party Held at That Club. 


hef Feranga Is Shown in This Picture Standing Behind the Table 


Showing Some of His Handiwork in the Culinary as Well as Display Art 
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sign made entirely of food which was 
served during the evening. 

Thursday, the ladies took a scenic 
trip through the sunken gardens of 
Garfield Park and were guests of the 
Van Camp Packing Co., at lunch. That 
evening the delegates and guests were 
entertained at the beautiful grounds 
of the Indianapolis Country Club, with 
an al fresco program, of fancy swim- 
ming and diving by a group of girls 
from the Hoosier Athletic Club. This 
was followed by more dancing and re- 
freshments. 

Friday, the delegates and _ ladies 
were taken on an _ inspection trip 
through the plants of E. C. Atkins & 
Co., where they saw the making of 
saws from the arrival of the crude 
material to the finished product. 

As souvenier gifts of the congress 
the ladies received gold handled shears 
from J. Wiss Sons, Newark, N. J., and 
ostrich fans from E. C. Atkins & Co. 
Each delegate received from E. C. At- 
kins & Co., a package containing a 
desk clock, two packs of playing cards, 
leather memo book, and a silver pen- 
cil. A volume of poems by James 
Whitcomb Riley was given each by 
Van Camp Hardware & Iron Co. 
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On the executive committee, chair- 
maned by N. A. Gladding were H. C. 
Atkins, president, E. C. Atkins & Co.; 
C. B. Crets and C. J. Prentiss, both 
vice-presidents, of Van Camp Hard- 
ware & Iron Co., Indianapolis; H. P. 
Sheets, secretary-treasurer of the N. 
R. H. A., and R. A. Peterson, of the 
same organization. 

S. R. Miles was chairman of the 
railroad, transportation and validation 
committee, assisted by M. D. Collins 
and O. E. Envart. 

I, E. Douglas, was chairman of the 
registration committee, assisted by 
Harold Bervig, C. F. Klee, Frank P. 
Duncan and C. R. Vogelsang. The 
publicity committee was headed by 
Glendon Hackney and Thomas A. Car- 
roll, J. H. Hunt and R. Miller. 

Mrs. C. J. Prentiss was chairman of 
the ladies’ entertainment committee, 
assisted by Mrs. H. C. Atkins, Mrs. 
William A. Atkins, Mrs. Elias C. At- 
kins, Mrs. C. B. Crets, Mrs. H. P. 
Sheets, Mrs. G. F. Sheely, Mrs. S. G. 
Bartel, Mrs. Harry Barrett, Mrs. J. C. 
Carrington, Mrs. Thomas A. Carroll, 
Mrs. A. R. Dewey, Mrs. Irwin E. 
Douglas, Mrs. Guy W. Dunnington, 
Mrs. William Emrich, Jr., Mrs. R. E. 
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Flagle, Mrs. Fred C. Gardner, Mrs. C. 
W. Helgeson, Mrs. Glendon Hackney, 
Mrs. M. G. Herold, Mrs. S. E. Mce- 
Neeley, Mrs. Cecil W. Miles, Mrs. Ru- 
dolph Miller, Mrs. Ed. S. JIorvell, 
Mrs. W. O. Orton, Mrs. R. A. Peter- 
son, Mrs A. J. Pfeiffer, Mrs. H. H. 
Riner, Mrs. H. L. Roeger, Mrs. L. W. 
Slayter, Mrs. Paul J. Stokes, and Mrs. 
H. B. Watson. 

C. J. Prentiss, vice-president, Van 
Camp Hardware & Iron Co., was chair- 
man of the general entertainment com- 
mittee and was assisted in this work 
by: G. F. Sheely, secretary, J. E. An- 
drews, Elias C. Atkins, Harry C. At- 
kins, Jr., Keyes. W. Atkins, William A. 
Atkins, 8S. G. Bartel, Harry Barrett, 
T. E. Black, J. C. Carrington, T. A. 
Carroll, C. B. Crets, A. R. Dewey, Guy 
W. Dunnington, Ray Ellis, William 
Emrich, Jr., D. B. Faloon, R. E. Flagle, 
Fred C. Gardner, F. E. Gates, Perry 
Ghere, C. W. Helgeson, M. G. Herold, 
E. W. Keisker, Irving W. Lemaux, 
Charles McGuire, E. B. Martindale, 
Cecil W. Miles, S. E. McNeeley, Ed. S. 
Norvell, W. O. Orton, A. J. Pfeiffer, 
H. H. Riner, H. L. Roeger, L. W. 
Slayter, Paul J. Stokes, C. E. Tree, 
and H. B. Watson. 





Congress Welcomed to Indianapolis 
by Local Jobbers and Manufacturers 


Hardware Association held at the Claypool Hotel, Indianapo- 


‘i twenty-seventh annual congress of the National Retail 


lis, Ind., June 21 to 24, 1926, was welcomed to that city by 
H. C. Atkins, president, and N. A. Gladding, vice-president of E. C. 
Atkins & Co., and by John Martindale, president, and C. J. Prentiss, 
vice-president, Van Camp Hardware & Iron Co., both of that city. 


L. M. Slayter, Argos, Ind., president 
of the Indiana Association, extended the 
welcome of the State at large on be- 
half of the Indiana organization. 

The cfficial greeting of the American 
Hardware Manufacturers’ Association 
was offered by President S. Horace 
Disston, vice-president in charge of 
sales, Henry Disston & Sons, Philadel- 





phia, Pa., and this association’s newly 
elected secretary and treasurer, Charles 
F. Rockwell. 

As a tribute to the late Ray Van 
Camp, former president of Van Camp 
Hardware and Iron Company, the en- 
tire congress stood for a moment with 
bowed heads. 


William Moore, Detroit, Mich., treas- 
urer, Michigan Association, delivered 
the invocation. Convention singing at 
this and all other sessions was led by 
B. Christianson, Stevens Point, Wis., 
assistant secretary, Wisconsin Associa- 
tion. 

Prior to the presidential address, 
R. J. Atkinson, Brooklyn, N. Y., N. R. 
H. A. director, on behalf of the asso- 
ciation, presented President R. W. 
Hatcher, Milledgeville, Ga., with a gift, 
the token of appreciation and respect 
which the organization has for its ex- 
ecutive of the past year. President 
Hatcher presided at this and all other 
sessions. : 





One of the Several Informal Ladies’ Luncheons Enjoyed During the N. R. H. A. Convention at Indianapolis. 
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Mackinac Island Is Selected 
for 1927 N. R. H. A. Congress 


ACKINAC ISLAND, Mich., has been selected as the place 

for the twenty-eighth annual congress of the National 
Retail Hardware Association to be held sometime in June, 1927. The 
place of meeting committee was headed by John F. Baker, Dayton, 
Ohio, treasurer, Ohio Hardware Association. He was assisted on 
this committee by H. O. Ryan, New Holland, Ill.; Geo. B. Healey, 
Dubuque, Iowa; Geo. W. McCabe, Petoskey, Mich., president Michi- 
gan Hardware Association; C. E. Flint, Batesville, Miss.; E. J. 
Creissen, St. Louis, Mo.; Arthur Moreau, Manchester, N. H., vice- 
president New England association; E. D. Baker, Andover, N. Y.; 
W. A. Doelle, Cashmere, Wash., president, Pacific Northwest asso- 
ciation; Neil F. Boyle, Blackfoot, Idaho, president Idaho associa- 
tion; Ernest Johannsen, Baltimore, Md., president Baltimore as- 
sociation; W. L. Hartman, Aberdeen, S. D., president South Dakota 
association, and Hugh C. Ross, Jackson, Tenn., vice-president, 
Southeastern association. 





George W. Eckhart, 
sales manager, and S. 
Horace Disston, vice- 
president in charge of 
sales, Henry Disston 
& Sons, Inc., Phila- 
delphia, Pa. Mr. Dis- 
ston is president of 
the American Hard- 
ware Manufacturers’ 
Association. He was 
formally introduced 
at the opening ses- 
sion Monday night 














Secretary Sheets Reviews Work of 
1926 Congress 


OBART R. BEATTY, the new president-elect, had been scheduled to present 

a general summing up of the actions of the meeting, but had been called 

back to his home in Clinton, III., by the sudden death of his father. Secretary H. P. 

Sheets, in Mr. Beatty’s place, however, gave a concise and masterful summing 

up. He gave as a text the quotation, “Seest thou a man diligent in his busi- 

ness—he shall stand before kings.” He cautioned the dealers not to look on the 

problems of distribution from their retailers’ viewpoint only, but to study the 

viewpoint of the consumers. He stated that the newer methods of distribution 

were successful because they appealed to the public and that the retailers must 
change to conform with modern conditions. 

Mr. Sheets further said: “The inefficient retailer deserves no consideration 
—or, conversely, the efficient retailer will survive.” He told the delegates that 
they must not be too proud or negligent to gather ideas from the other fellow 
and that their problem was to make their job more effective. 
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Henry R. Beatty Dies 
Suddenly June 23 


Father of Hobart R. Beatty, the 
Newly Elected N. R. H. A. 
President, Passes on Eve 
of Son’s Election 


Twenty-four hours prior to his elec- 
tion as president of the National Retail 
Hardware Association, Hobart R. 
Beatty, Clinton, IIl., received the dis- 
tressing news that his father, Henry G. 
Beatty, had died suddenly, making it 
necessary for Hobart R. to leave the 
Indianapolis convention and_ return 


home. 
The late Henry R. Beatty was eighty- 





Henry Beatty 


one years of age, and entered his 
father’s hardware business in 1867 after 
service in the Civil War. He had been 
active in the business up until his re- 
cent illness, which started eight weeks 
ago. The grandfather of the present 
N. R. H. A. head founded the business 
in 1848. 

Mr. Beatty is survived by four chil- 
dren, Hobart R. and E. R. Beatty, who 
have been associated with him at the 
Clinton store; W. C. Beatty, hardware 
merchant at Sidell, Ill., and Mrs. Nellie 
Armstrong, Clinton, IIl. 

The word of the elder Beatty’s death, 
coming as it did on the eve of the great- 
est honor in hardware circles for his 
son, was a distinct shock to the dele- 
gates at Indianapolis. The late Mr. 
Beatty was a veteran hardware mer- 
chant, well loved by hardware men, and 
his passing will be felt as a great loss. 

In consequence, Hobart R. Beatty, 
the newly elected president of the Na- 
tional Retail Hardware Association, was 
unable to give his speech of accept- 
ance and was unable to complete his 
part in the program, which was a sum- 
ming up of the convention. This would 
have taken place at the closing session 
Thursday afternoon. Secretary-Treas- 
urer Herbert P. Sheets substituted on 
this part of the program. 
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Hatcher Sounds Keynote 


salesmanship and many others are all 
confronting us with an insistent de- 
mand that their consideration has a 
vital bearing on, not only the success, 
but in many respects the very existence 
of our businesses themselves. 

“We have but to look around us to 
see the startling inroads into the legiti- 
mate hardware lines that are being 
made by syndicate stores, drug stores, 
department stores, grocery stores, and 
house-to-house canvassers. This makes 
it imperative that we not only develop 
the highest degree of efficiency in our 
own operations, but that we must spot- 
light the methods of other factors that 
are detrimental to our interest, and in- 
sist on their correction and abatement 
as a matter of equity and justice to 
the retailer. 

“The situation is more crucial than 
at any time, we must admit. The crises 
that we face are more specific than at 
any period in our history. We have 
reached a point of definite decision. 
We can no longer temporize in the face 
of grave consequences. 

“Our position is neither radical nor 
reactionary. Our attitude in this mat- 
ter is neither hostile nor antagonistic, 
but we are gravely in earnest that 
those abuses and irregularities in dis- 
tribution, whose effect on the retailer is 
disastrous, demand, and should have 
the most serious attention of those re- 
sponsible for their existence, 

“It must be appreciated by all that 
our study and analysis of the condi- 
tions surrounding the retailer and af- 
fecting his future are not mere idle 
wanderings, and useless fancies. It is a 
most serious engagement and one 
whose conclusions may be fraught with 


(Continued from Page 77) 


far-reaching and even epochal changes 
necessitated by the unerring trend of 
the adverse conditions that may be re- 
vealed. 

“The retailer can no longer be ex- 
pected to remain unconcerned and in- 
active while the sources of his liveli- 
hood are quietly slipping to others. He 





A. C. Lamson 
Marlborough, — 
Director, N. R. H. A. 


would be false to his own interests if 
he did not follow the first law of na- 
ture and seek to safeguard his own 
existence. Other organizations are 
wide awake, active and energetic, and 
contend with the greatest vigor for 
what they deem to be their rights. Can 
the retailer be expected to do other- 
wise? 

“We feel that we have an appeal of 
merit to the wholesaler and manufac- 
turer, for as we are their customers, 


they should be our friends, and should 
wish to cooperate with us in every 
way possible to eliminate unethical and 
unfair practices where they can be 
shown to exist. 

“There is no suspicion or jealousy of 
prerogative surrounding our attitude 
toward the wholesaler or manufactur- 
er—on the contrary it is one of distinct 
friendship, and we should approach the 
subject from that standpoint, but the 
retailer’s profits have been worn down 
on many items to the vanishing point, 
and he is confronted frequently by 
prices from chain store systems that 
are based on the retailer’s cost. 

“Thus we have the spectacle of the 
retailer being bound Prometheus-like 
by the chains of differentials on one 
side while the vultures of unethical and 
irregular competition are plucking at 
his very vitals on the other. He is thus 
apparently placed between the upper 
and nether grindstones, and his very 
existence placed in jeopardy. 

“T have often wondered why the 
manufacturers and wholesalers are not 
more keenly appreciative of the retail- 
er’s woes—but it is not a matter afar 
off for either, but is now and will con- 
tinue to thrust itself vigorously before 
them for consideration. It might be 
well sometimes for the manufacturer 
and wholesaler to reflect on the passing 
of the retailer altogether. 

“IT am not admitting such a possi- 
bility, for if there is a funeral in dis- 
tribution the retailer does not wish or 
intend to be the corpse, but it would be 
a wholesome thought, for after all, of 
what use is a spear without a point, 
and what of distribution without the 
retailer? 








Importance of ‘‘Personal Contact’ 
Retailing Stressed by Lew Hahn 


S the principal address at the last session of the Congress, Lew 
Hahn, New York, managing director, National Retail Dry 


Goods Association, spoke on the subject, “Business Policies.” 


Mr. 


Hahn stated that while he had no direct experience or knowledge 
of hardware retailing, he believed that it was no different in funda- 
mental principles from any other line of retailing. 

“The old idea that all there is to retailing is to ‘buy low and sell 
high’ is a thing of the past,” said Mr. Hahn, “and the retailer must 
determine whether he is to be the buying agent of his community 
or the sales agent for the manufacturer.” 


He stated that the retailer of today 
was in a peculiar position between the 
manufacturer on one side, who believes 
that the present methods of distribution 
are too slow, and the consumer on the 
other side, who believes that distribu- 
tion costs too much. He said that the 
independent retailer could not hope to 





compete with rapidly growing systems 
of chain stores on a price basis. but 
had a powerful advantage in the ele- 
ment of personal contact with the cus- 
tomers. He urged dealers to develop 
this personality to the limit, as it was 
their salvation as to their future—to 


visit the customer’s home and to become 
familiar with his individual needs. 

He warned further that the inde- 
pendent store of the future would of 
necessity be. a comparatively small 
store, for the moment it became so 
large that the direct personal touch was 
impossible its development would cease. 

Mr. Hahn also urged the dealers to 
pool their buying and to give their cus- 
tomers the best service possible and the 
best values if they were to hope to sur- 
vive present day competition. He said: 
“Create the impréssion that your store 
is a good place to buy and remember 
that you can’t undersell all other 
stores.” 

Following Mr. Hahn’s address, Pres- 
ident Hatcher called for:the reports of 
the various committees, reported else- 
where in this issue: 
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Single Stroke Italic Alphabet and Numerals 


The Best A, B, C, for Beginners 
By Joseph Bertram Jowitt 


HAT is generally known among show card 
writers as the “swing” is absolutely necessary 


to do graceful lettering, and thus the writer 
recommends this Italic alphabet for the following 
reasons: First, because the letters are made on a slant 
as one would naturally write when using a pencil or 
pen. Second, because a slanting letter is much easier 
to make than one which is plumb upright. Any slant 
or angle may be observed as long as the same degree 
is.carried out on one card, 40 to 45 degrees is the cus- 
tomary slant. The beginner will find after mastering 


this type that the other straight alphabets will be 
much easier to learn because after the beginner has 
once acquired the knack of holding and manipulating 
the brush he will have little difficulty in making 
straight upright and horizontal lines. 

The accompanying plate, with lines drawn through 
at an angle of 45 degrees, clearly demonstrates the 
easiest way for the beginner to learn to preserve a 
uniform degree of slant, remembering all the while 
that the legibility of this Italic alphabet depends to a 
great extent on this uniformity. With a “T” square 


Reading matter continued on page 100 
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Selling Better All the Time 


Lots of merchants are finding that sales 
of Viko Nursery Rhyme Toy Sets keep 
growing—with each year better than the 
previous one, and an increasing demand 
in the in-between months that are dull 
for most toys. 


There are two good reasons for this. One 
is the famous Nursery Rhyme carton 
with its brilliant colors and entertaining 
pictures. The other is the high quality 
and wide variety of the sets themselves. 
The combination is one that children— 


and mothers, too—have a hard time to 
resist. It is good business to have a few 
of these sets always on display. Children 
have birthdays all through the year. 


Several new Viko Nursery Rhyme sets 
are ready now—some especially attractive 
ones in the paneled Colonial pattern. 
The complete line offers something to 
please every customer—cooking sets, tea 
sets, sand sets, for every taste and 
pocket. If you want the latest news 
about these sure-selling favorites— 
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Ask Your Jobber 


Aluminum Goods Manufacturing Company 
General Offices: Manitowoc, Wis., U.S. A. 


Makers of Everything in Aluminum 
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or a yard stick, proceed to draw light pencil lines 
through the card you intend to letter until the entire 
surface is covered, the space between lines to be gov- 
erned by the size of card and letters. After the card 
is finished these pencil lines may be erased with a piece 
of Art Gum. First practice the different element strokes 
as shown on bottom of plate, say a dozen or two of 
each, trying to increase your speed each time. Try 
and train the arm and wrist to work automatically. 

The beginner should understand that this alphabet 
is intended for quick “knock-out” or speed work with 
the brush and therefore is not to be compared to such 
alphabets as the Show Card Roman or Single Stroke 
Egyptian, but for “Special Sales” and window displays 
where signs are wanted in a hurry and are changed 
almost daily, this Italic type is the one most used. 

As the writer has often established, it is next to 
impossible to dip the brush in the ink and immediately 
apply it to the show card, in other words, each time the 
brush is immersed in the ink it must be shaped to a flat 
chisel edge and the ink evenly distributed through the 
hairs. This is very simply done by wiping it backward 
and forward on a smooth piece of card or a small piece 
of glass. This process must be kept up continually 
while lettering. Even a round ferrule brush may be 
trained to make perfect flat strokes by this method. 

Care should be taken when placing brushes away 
to see that they are thoroughly cleaned in cold water 
and all the water pressed out through the fingers and 
the hairs left in a FLAT shape. 

It is a good idea to keep a brush separate for red 
and white, and nothing but genuine Red Sable brushes 
should be used for show card writing as Camel’s hair 
is entirely too soft for this work. 

In laying out or designing a show card it is always 
a good plan to make a rough pencil sketch of the let- 
tering. This does not mean that each letter must be 
perfectly drawn or outlined in skeleton effect. It 
means to scratch each letter, forming it quickly in a 
single pencil stroke. After deciding how much space 
can be allotted for the outside margin, and this should 
be as liberal as possible, draw a pencil line around the 
card and be sure to keep all lettering within this 
boundry. Next, draw a pencil line through the dead 
center of card; this will help materially in spacing 
letters and dividing words equally. 

The cards featuring “Lawn Mowers” and “Electric 
Fans” suggests something new or different from the 
square or oblong show card and offer endless oppor- 
tunities for effective display cards. While they may 
appear rather fancy they are very easy to produce. 

After first deciding on the size of the show card, 
cut a piece of wrapping paper the exact width of top 
of card, fold paper exactly in the middle and on one 
half of folded side sketch out any kind Of a fancy de- 
sign, and while the paper is still folded, proceed to 
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cut out, closely following the pencil marks. When 
paper is opened up, both sides will, of course, be ex- 
actly alike. You will be surprised to see how artistic 
the design will look. 

The next step is to place this paper pattern on the 
top of card and outline around it in pencil. Then, 
with a sharp-pointed pen knife, cut the card slowly 
and carefully following the design. The heavier or 
thicker the card, the better it will look and stand up. 
The card will look more finished if a colored border is 
striped around the edge. 

Transparent paper flyers for windows are excel- 
lent result getters and are very attractive if not made 
too large. Most stationery stores sell draughtmen’s 
transparent paper in 36 in. rolls of 50 yards long and 
also by the yard. The popular size for flyers are 214 
in. x 18 in. long. But do not attempt to letter them in 
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water colors as the glue binder in the show card ink 


will wrinkle the paper. 

Use coach colors which are ground in japan and 
come in a thick paste form. Thin these colors with 
turpentine only. Do not use the same brush again in 
water colors without thoroughly washing it in benzine 
or gasoline. If lines are drawn in charcoal on this 
paper they may be easily erased with a piece of 
chamois. 

If two or more flyers are wanted of the same word- 
ing it will save the trouble of laying each one out if 
you place the blank strips over the one finished, as this 
paper is transparent and the lettering can easily be 
seen through. 





Service Calls 


S a matter of fact, unsolicited “Service Calls” 

on customers are a splendid way of mak- 

ing the “Extra Sale.” Several hardware mer- 
chants make a point of calling every two or three 
months on customers and politely inquiring 


whether the set is giving complete satisfaction 
and if in need of servicing. In this way many 
extras are sold that would otherwise be lost. 
Why not try it? There is every reason to believe 
it will be worthwhile. 


Reading matter continued on page 102 
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Wich this type of FoldeR-Way the doors operate in 
pairs—easily handled by one man. 








The dining room and ballroom shown above can be separated 
or quickly made into one room. 














FoldeR-Way 














Left: This type of FoldeR-Way is particularly adaptable for very 
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Left and Below: FoldeR-Way Hardware as used on 
very high and heavy partition doors. The weight is 
carried on floor crack. 














Below: With FoldeR-Way hardware as used on smaller size doors, 


the weight is carried on track at top. 









wide doors, cach handled as a separate unit. 


The type of FoldeR- 
Way at the left is most 
desirable for school 
wardrobes, telephone 
‘booths, etc. 











METHODS 


ESIGNING hardware for partition doors that slide 

or fold away requires expert engineering skill. 
Installing partition doors, however, becomes a simple 
matter when FoldeR-Way methods are used. 


No line is more complete, offers more variety, than 
FoldeR-Way partition door hardware. Whatever your 
problem is, from telephone booths to churches, gym- 
nasiums and auditoriums, you are certain of finding 
FoldeR-Way hardware specially designed for any size or 
style of sliding or folding partition doors you wish to 
install. Feel free at any time to consult R-W engineers 
about any kind of door problems. 


(855) 








The R-W book ‘‘Sliding and Folding Partition Door 
Hardware’ contains over 100 photographs, drawings 


and diagrams illustrating FoldeR-Way Methods and 


uses. Details of design and engineering are fully ex- 
. 
ichards-Wilcox Mf 
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plained. Let us send you this book. You will want to 
AHanever torany Door that Slides 
Minnespolie KansseCity Los Angeles Dewalt 


retain it in your files for ready reference. 
(0. 
AURORA, ILLINOIS, U.S.A. 
Montes! « RICHARDS-WILCOX CANADIAN CO., LTD., LONDON, ONT. Winnipeg 
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What’s Behind the 


gives away 1500 paper fans every summer and 

finds it profitable. Giving away fans is good 
advertising; it pleases the ladies; it helps them to 
remember the store, and the cost to the firm is slight. 
The Cranston firm is operated by the three sons of 
the founder—Lester, Thornton and George. Wood- 
land is in the Sacramento Valley. In summer the 
thermometer sometimes registers several degrees 
over 100. Consequently a fan is a handy thing to have 
around if one wants to stir up a little breeze. But 
in the Cranston store the fans are seldom handed 
out. They are kept in a large box on a table in the 
center of the store. People are encouraged to help 
themselves. 


‘Le firm of R. B. Cranston, Woodland, Cal., 


Helps Business 


“What’s behind the fans?” we asked Lester Crans- 
ton. 

“What do you mean?” he countered. 

“Why do you give them away? What’s the idea? 
Do customers appreciate them? Do they help your 
business ?” 

“They sure do,” he replied. “Naturally the pur- 
pose of any fan is to promote comfort. And that’s 
the idea in back of these fans that we give away. 
That’s the primary idea we sell—comfort. We sell 
electric fans, refrigerators, electric appliances of all 
kinds, stoves and ranges, any number of things that 
are designed, manufactured and put on display for 
the primary purpose of promoting the comfort and 
convenience of the people who buy them. In our ad- 
vertising and in our sales talks on the floor of the 
store we are continually urging people to buy some- 
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Fans? 


thing which will contribute to their personal com- 
fort and well-being. 

“Take washing machines as an example. What 
is the big appeal? That an electric washer will 
save time and make life easier and more comfort- 
able for women, for the mother of a family, and so 
forth. The appeal is to the personal comfort and 
convenience of the person buying it. All right; the 
same thing applies to any number of other articles 
of merchandise sold in the average hardware store. 

“Consequently, by giving away fans in the sum- 
mer months, we not only advertise ourselves, but we 
drive home again the central idea that we are talk- 
ing about all the time—comfort, the personal com- 
fort of our customers. We’re interested in their 
comfort. Giving them fans is one of the ways that 
we remind them of it. 

Giving a Drink 

“Another way is by having fresh cold drinking 
water in the store so that anybody can come in off 
the hot street and get a drink. 

“It brings them into the store, huh?” 

“It brings them into the store, and it also cre- 
ates a feeling of appreciation. Sometimes people 
aren’t always conscious of it, but they come in any- 
way, and we have things arranged so that they can’t 
help but see attractive displays of merchandise, 
which they are tempted to buy.” 

On a hot day in Woodland the Cranston fans are 
little waving advertisements that flutter along the 
sidewalks and in and out of stores, and almost every 
home in Woodland and in the surrounding country- 
side have these Cranston advertisements. 


Reading matter continued on page 104 
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A Good Name—Y our Protection 


When you sell a length of rope to a customer, you do not know the 





many uses to which he will subject it. It is therefore to your advan- 
tage, as well as his, to sell him a rope whose reputation for depend- 


able service has been established. 


You are absolutely secure in selling Columbian Tape-Marked 
Pure Manila Rope, which is distributed only through recognized 
jobbers. This guaranteed Rope has the backing of the Columbian 
Rope Company, one of the world’s largest Cordage manufacturers, 


and its good name assures your complete protection. 


Merely tear out lower part of this page and pin it to your letter- 
head, and we will send you a sample of our J'ape-Marked Rope, 
together with the name and address of the Columbian Jobber in your 


vicinity. 


Columbian Rope Company 
352-80 Genesee Street 


Auburn, “The Cordage City,” N. Y. 





Branches: New York Chicago Boston New Orleans 
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‘Tears 


By Saunders Norvell 


Paris, France, June 3, 1926. 

N no other spot in the world have more bitter 
| tears been shed, and in no other spot have such 

tragedies been enacted, as here in this prison of 
the Conciergerie. 
% % % 

Today I entered it through the 13th century la Salle 
des Gardes, built in 1302, and stood in the sombre 
stone-walled room where, during the French Revolu- 
tion, the list of the condemned was daily read. I 
walked along the narrow, dark corridor through which 
2005 victims, mostly of noble blood, were led to the 
waiting tumbrels whose destination was the guillo- 
tine. What tales of human woe and suffering these 
eold, gray, hard walls could tell! 


*% % * 


Here was the barred iron door upon which Madame 
du Barry clung in mortal terror, begging for just one 
more hour of life—‘just one more little hour!’”’ She 
had made her escape to England but unwisely returned 
to secure her jewels buried in the garden of her Paris 
home. She was betrayed by her favorite and trusted 
negro servant. 

* *% * 

Here was the cell of André Chénier, the poet, who 
died on the guillotine. Have you heard the opera that 
in music tells his romantic love stury? 


+ + x 


A square of struggling sunlight fell in the small 
interior open square where the “September Massacre” 
made the gutters run red with the noblest blood of 
France. Helpless men, women and children were 
stabbed and hacked to death by the axes, swords and 
pikes of the “‘sans culottes” (without breeches). 


a * * 


These walls heard the young and lovely Charlotte 
Corday chat with a painter friend as she calmly 
waited her hour. She never wavered even when they 
dressed her in the red chemise, the symbol of the 


assassin. 
x: + % 

Here was the cell of that brilliant and heroic 
woman, Madame Roland, who refused to escape. 
When her counsel offered to defend her before the 
Tribunal, she drew a ring from her finger and said— 
“Tomorrow I shall be no more. I know the fate which 
awaits me. You but endanger your own life. Accept 
this testimony of my regard.” So she went alone 
before her judges, and alone she passed through this 
“via dolorosa” to her untimely end. 


* * * 


This small, dark, cold cell was occupied by the 
wounded Robespierre for the few hours just before 
he, too, tottered down that narrow way, following in 
the footsteps of hundreds of suffering hearts he had 
himself sent on this hopeless and tragic journey. 


Reading matter continued on page 106 


So, almost in endless procession, I might write of 
the men and women who wept and prayed to these 
hard, unhearing, unfeeling walls. Cut off suddenly 
from home, relatives and friends, sleeping on dirty 
straw, without the simplest necessaries of life, await- 
ing the dread visitor with their names on his terrible 
daily list. 

* F ¥* 

But I must tell the story of Marie Antoinette who 
showed the world with what courage, pride and resig- 
nation a Queen could die. Her cell was about 8 x 10 
feet in size. It was severdl feet below the level of 
the street—in fact—a mere cellar. There was one 
small, barred window. She had a bed, one chair, a 
water pitcher, a crucifix and a few personal toilet 
articles. The chair and crucifix are still here. Her 
bed is in the Carnavalet Museum in Paris. In this 
cell she was confined alone from September 11 until 
October 16, 1793, the date of her execution. 


* * * 


First, her husband, Louis XVI, was taken from her 
and guillotined. Next, her sister-in-law, sister of 
Louis XVI, and her two children, were torn from her 
side. Then, alone, except for her guards who watched 
her every movement day and night, this Queen of 
France existed and suffered hopelessly in this horri- 
ble, damp cell. The English Ambassador’s wife, as 
a special favor, was permitted to send her a change 
of linen. Was there ever, in the world’s history, such 
a fall from high position and luxury to poverty and 
misery! 

* * *% 

She was taken up the stone stairs to the Tribunal 
above the prison. Disdainfully, she went through the 
travesty of a trial. At 4:30 in the morning of Oc- 
tober 16, she was condemned and she was executed 
at the Place de la Revolution—now the beautiful 
Place de la Concorde, at noon the same day. Her last 
letter, full of courage and resignation and mainly 
about her children, was written to her sister-in-law 
in these few remaining hours. It was never delivered 
by her gaoler, but was preserved and now remains 
one of the most touching historical documents in the 
annals of time. 

¥* % *% 

The great and the unknown in this house of sorrow 
trod the same path. When the list of the condemned 
was read, the victims were lined up. The hair of the 
women was cut short. They were marched down 
this narrow stone passage. The heavily barred iron 
gates were unlocked. The helpless men and women 
were loaded into the waiting tumbrels and then 
driven through the streets to the waiting execu- 
tioner amid the jeers of the rabble. 


* * * 


The guillotine was on a platform about ten feet in 
height so that the execution could be clearly seen 
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The Hardware Man’s 
Big Money Maker 


Progressive merchants the country over know that they can conscientiously 

recommend Apex Electro Zinc-Coated to their customers. They also know 
that Apex stands consistently for a quick turnover and a generous margin 
of profit to the hardware dealer. Order your supply now—the hot weather 
demand is here. 


WEAVINe 


Distributed by Jobbers. 


If your jobber cannot supply you, write us am! we 
will give you the name of one who will. 


John M. Hart Company 


Manager of Sales for 
Hanover Wire Cloth Co. 


General Sales Office: 
Old Colony Building, Factory: 
Chicago, Ill. Hanover, Pa. 
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above the heads of the surrounding soldiers. The 
victim was led up the wooden steps and turned over 

“Samson,” the executioner. There were two up- 
rights that supported the grooves in which the knife 
descended. The sharp blade of the knife was at an 
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The head of Marie Antoinette fell into a basket. 
“Samson” lifted it by the hair, walked around the 
platform, holding it high before the multitude on all 
four sides, and, in a loud voice, announced—‘“/ustice 
has been done!” 
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Here are some post card views of the famous prison, La Conciergerie, where more bitter tears have been shed and 
more tragedies enacted than in any other spot in the world 


angle of about forty-five degrees. This heavy steel 
knife was suspended in its grooves and held by a 
spring. The victim, with arms tied behind, was 
strapped to a board face down. The neck was re- 
ceived in a semi-circular block. Another block was 
closed down over the neck. The head was thus held 
protruding beyond the closed blocks with the neck in 
line with the grooves of the knife. The executioner 
touched the spring. The sharp, heavy knife fell and 
all was over! 


This tragedy was enacted in 1793—133 years ago. 
It was both a warning to tyrants and a reminder 
that civilization in 1793 was barely skin-deep. The 
most depraved savages could hardly have taken a more 
cruel and inhuman vengeance on a brave and defense- 
less woman for the crimes of her class. Has civiliza- 
tion progressed since October 16, 1793? For answer, 
we have only to turn to the cowardly assassination, 


A. 





(Continued on page 159) 
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National Nationally 


Made Accepted 

















Home Builders who desire garage doors 
that are easy to operate, economical, and 
unfailing in practicability and service 
specify 











National No. 805-6 


Garage door sets where 3-door sets are 
desired. 


Complete information regarding National Garage 
Hardware may be had for the asking. 


National Manufacturing Company 


Sterling Illinois 
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What a Store Paper Can Do For You 


By Arthur H. Van Voris 


¥ AVE you ever thought seriously of getting out 

H a store paper? This thing is coming up for 

consideration more and more each year. It is 
a matter worth real thought for the small town dealer 
who does the bulk of his business with farmer cus- 
tomers, for with him, it is the nearest approach toward 
throwing a monkey wrench into the catalog house 
business. 

Our business is retail hardware. We are located in 
a small town of less than three thousand in a dairy 
section of New York State. Our business is mainly 
with farmers and has always been so. 

We believe in a progressive spirit—going after busi- 
ness. A couple of years ago we underwent a several 
months’ period of rebuilding our store and at that 
time we investigated this subject of a store paper— 
thus, as it were, adding it to our forward step for 
business. 

You dealers who have not already gone into it will 
find that issuing a store paper means several things. 
First and foremost, it must be undertaken with a 
serious import. Someone in your organization should 
be responsible for its regular appearance. This is no 
easy task. It means real work and a lot of it. If this 
sounds a little discouraging to you—look at it this 
way. It’s a blessing in disguise. If it were the easiest 
and simplest matter in the world to get out every 
store would be at it. This would rob your store of its 
present possible individuality and prestige, for, I dare- 
say, in any given small town, the number of merchants 
who issue store papers can be counted on one hand. 


Plan a Publication 


If you aren’t disturbed by getting into a job of 
work, plan right now on a publication to represent 
your store in the outlying community. 

Each issue of our store paper has a print of two 
thousand copies and the mailing list covers our part 
of the county, including twenty-six post offices and 
R. F. D. routes in our section. 

It is important to get a good, up-to-date mailing list. 
We got our list and keep it checked by communicating 
with one individual on each route. Every copy should 
reach a prospect and if there are very many slip-ups, 
the economic loss is rather hard on the dealer. 

Now, what can a store paper do for you? 

First, it can convey a personal message to every one 
of the homes on your mailing list. Thus you are able 
to bring a message and a greeting into a large number 
of households within a striking distance of your store. 

The first, or opening page, should contain a personal 
message for your customers. It takes the place of the 
editorial of your local newspaper editor. In this 
message you will tell folks the “why” of your paper, 
your store policy, a welcome for farmers when in town 
(particularly farmer women who are invited to make 
your store a headquarters while waiting). 

Will they read this personal message? 

Absolutely! !!! 


They tell us about it when they come to the store 
and a personal message that makes them feel friendly 
toward your store is an invaluable feature. 

Much as we dislike to admit, the general catalogs 
sent:out by the catalog houses are well prepared. They 
contain illustrations, descriptions and prices. Your 
store paper can well follow this trend. We do. 

We run four pages in a double fold sheet and prior 
to the current spring mailing, it was folded twice and 
sent out in the conventional large size legal or busi- 
ness stamped envelopes. Now we are arranging with 
the local post office to do away with this envelope in- 
closure and use the paid postage imprint in place of 
postage stamp on the face of the mailing piece. 

If you want folks to read your paper, it must be 
attractive in general appearance and inviting in illus- 
tration and copy. 

News Copy: This accompanies each general head- 
ing. For instance, when we present the item of paint, 
before itemizing the different kinds, we endeavor to 
incite an interest in the use of paint in each home. 
Next we present the items. 


Price Mention 


Illustrations: We use a Multigraph outfit and are 
thus able to secure cuts for practically any of the 
nationally advertised lines we carry. Also, special 
cuts are available from this company in an endless 
variety for building up individuality in the layout. 

Prices: We favor a mention of price when logically 
possible. In a small town where the mailing goes out 
to a farmer trade, your merchandise will compare 
favorably in price with that of most of your competi- 
tors. Therefore, when price is mentioned, is it not 
reasonable to assume that, with a general similarity of 
price for your community, those who receive and read 
your publication are more apt to buy from the store 
that makes the active bid for their business? 

Special Items: In each issue of Hardware News, 
we assemble a number of specially priced items under 
a heading, “Special” and we try to make them such 
things as will have an appeal to the farmer or the 
farm housewife. If you want to check up on your 
paper, this is a pretty good means of achieving the 
result. 

Getting out a store paper is a regular job. It calls 
for infinite patience in learning the mechanics of 
setting up the type and of layout. 

One person should be responsible for the main de- 
tails and a division of labor can follow in the process 
of making, if necessary. But, with a multigraphing 
outfit of your own, you can at any time of the year 
run off any number of pieces of this direct advertising 
from a printed post card right up to your store paper. 

As we have previously mentioned, the prime object 
of the undertaking is to sell more merchandise. 





(Continued on page 110) 
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There is a jobber near you who 
stocks Congoleum Rugs— 


Your source of supply close at hand! That's what it means to 
stock Congoleum Rugs through your local jobber! Prompt 
service and individual attention—even on small orders. 





And with jobbers in practically every population center all 
over the country, there’s no reason why every hardware 
dealer shouldn't carry this famous extra-profits line. 


For it’s easy to sell Congoleum Rugs in a hardware store. 
Every woman buying washing-machines, electrical applli- 
ances, gas or oil ranges or other labor-saving equipment will 
be interested in the many labor-saving features of Congoleum 
Rugs and attracted by their beautiful patterns. 


Then, too, it requires only a few square feet of floor-space 
to stock Congoleum Rugs, particularly when displayed in 
the patented Congoleum Sales Rack illustrated. 


Any of the jobbers listed below are ready to fill your orders 
for Congoleum Rugs. For information about the money- 
making possibilities of Congoleum Rugs write 


CONGOLEUM-NAIRN INC. 





A corner of the up-to-date hardware store of 
Chas. E. Whitman & Son, Weedsport, N. Y. 


ALABAMA—Mobile: 
H. M. Price Hardware Co., Inc. 
ARIZONA — Phoenix: 
Momsen-Dunnegan-Ryan Co. 
CALIFORNIA 


Los Angeles and San Francisco: 


D.N. & E. Walter & Co. 
DISTRICT OF COLUMBIA 
Washington: F. P. May Hdwe. Co. 
FLORIDA 
Tampa: Tampa Hardware Co. 
GEORGIA 
Savannah: Semmes Hardware Co. 
INDIANA 


Fort Wayne: Wayne Hardware Co. 
Logansport: Jos. Taylor & Sons 
South Bend: Weiss-Muessel Co. 


IOWA—Cedar Rapids and Ottumwa: 
Harper & McIntire Co. 

KANSAS — Atchison: 

Blish, Mize & Silliman Hdwe. Co. 

KENTUCKY 

Harlan: Kentucky Mine Supply Co. 

Louisville: ee Hdwe. & Mfg. 


oO. 
Stratton & Terstegge Co. 


MAINE 
Lewiston: Hall & Knight Hdwe. Co 
MICHIGAN 


Detroit: Buhl Sons Co. 
W. A. Case & Son Mfg. Co. 
Kalamazoo: The Edwards & Cham- 
berlain Hdwe. Co. 
Menominee: Northern Hardware 
and Supply Co. 
Saginaw: Saginaw Hardware Co. 


68-B 


Hardware Division Headquarters 


1421 Chestnut Street 


MINNESOTA 


Duluth: Kelly-How-Thomson Co. 
Marshall-Wells Co. 


Minneapolis: Janney-Semple-Hill & 
Co 


St. Paul: Farwell,Ozmun, Kirk & Co. 


MISSOURI — Kansas City: 


Townley Metal & Hardware Co. 
Wm. Volker & Co. 


NEW HAMPSHIRE 
Manchester: John B. Varick Co. 


NEW YORK 
Binghamton: W. H. Yager & Sons, 
Inc. 


Buffalo: W. A. Case & Son Mfg. Co. 
Ithaca: Treman King & Co. 


Jamestown: be” Case & Son Mfg. 
oO. 


Niagara Falls: W. A. Case & Son 
Mfg. Co. 


Rochester: W. A. Case & Son Mfg. 


Co. 
Syracuse: Burhans & Black, Inc. 


OKLAHOMA 
Oklahoma City: Miller-Jackson Co. 


OREGON 
Portland: D. N. & E. Walter & Co. 


PENNSYLVANIA 

Philadelphia: Supplee-Biddle Hdwe. 
Co. 

Pittsburgh: American Hardware & 
Supply Co. 

Williamsport: Kline & Co. 


Philadelphia, Penna. 


SOUTH CAROLINA—Greenville: 
Sullivan-Markley Hardware Co. 


TEXAS 
Amarillo: Morrow-Thomas Hard- 
ware Co. 
El Paso: sees . “eee 
oO. 


Tyler: Wadel-Connally Hdwe. Co. 
Waco: McLendon Hardware Co. 


UTAH — Salt Lake City: 


Strevell-Paterson Hardware Co. 


WASHINGTON 
Seattle: D. N. & E. Walter & Co. 


WEST VIRGINIA 

Beckley: Beckley Hardware & Sup- 
ply Co. 

Belington: Kane & Kayser Hdwe.Co. 

Bluefield: Bluefield Hardware Co. 


WISCONSIN—Green Bay: 
Morley-Murphy Company 


Milwaukee: Frankfurth Hardware 
oO. 








OR YOUR MONEY BACK 
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But this may come to you rather indirectly through 
the medium of making your store better known as a 
headquarters for your lines of merchandise, in your 
county. 

The store paper is a strong factor in creating 
good-will for your store. It’s the next best thing you 
can do toward making personal visits to all these 
farms and having a chat with all these good folks 
on your mailing lists. The value of a store paper is 
cumulative. 

If I were getting out a first issue of a store paper 
this summer and wanted it to do the most for me, on 
the opening editorial page I would make an offer of 
three cash prizes of sufficient amount to arouse atten- 
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tion, for the best suggestions on making my next issue 
a better one. 

Nor would I do this because I wanted to hand out a 
couple of gold pieces and a bank note. I should expect 
worth while returns in practical suggestions from 
these farm homes, and also, I should feel that a good 
investment had been made in bringing a thousand or 
more prospective customers into direct thought con- 
tact with my store. 

You know you can’t get folks talking and thinking 
about your store too much. 

Let your constant endeavor be to have all your read- 
ers throughout your county think of your store when 
they think of hardware. You’ll never regret the effort. 





Swapping Tackle Builds Sales Volume 


\ 


- * 
— eine 
—_ ~~ 


SUALLY when a hardware dealer makes a 
: | success of selling fishing tackle, he builds that 

success around his sales to experienced 
anglers—men who want a big assortment of the very 
best equipment. However, George Nosker, in charge 
of the sporting goods department of the Hennepin 
Hardware Company, Minneapolis, believes that it 
pays to cultivate the novice who knows little about 
fishing or the kind of tackle needed. 

In order to attract the attention of these embryo 
fishermen and not frighten them away by talking 
about $20 rods and $40 reels (items that are highly 
salable to the old timers), Mr. Nosker has been ad- 
vertising this spring a complete outfit for $4.85. It 
consists of a split bamboo rod, a reel, a 25-yd. line, 
a leader, a spoon and a wabbler. Possibly this may 
sound like unprofitable merchandising, but, paradox- 
ical as it may seem, the outfits are largely advertised 
and rarely sold. 

When a customer enters the store and asks for 
one of the sets, as many do, it is brought out and 
placed before him immediately and as he came in for 
that purpose the sale is concluded very quickly. 
Then, as the clerk starts to wrap up the purchase, he 
makes the suggestion that if the customer wants a 
better rod a $5 one for instance, they would gladly 





make the exchange, allowing the full regular price 
on the cheaper one. Perhaps the peculiar experience 
of buying an article and then immediately trading it 
in at fuJl price appeals to most people, for the switch 
to the better rod is almost invariably made, and 
the same thing often happens in connection with the 
reel. As Mr. Nosker puts it, the customer has already 
spent the price of the outfit, so that the idea of a 
$5 rod for the balance of $2.25 is irresistible. 

While so far this year dozens of the $4.85 outfits 
have been called for and sold, only 28 have actually 
been carried out of the store without the rod or reel 
or both having been exchanged for higher grade 
items at the full resale price. 

It is largely through these sets and other helps to 
the inexperienced fishermen that the Hennepin Hard- 
ware Co. has built up a really remarkable volume of 
fishing tackle sales—last year’s sales of “barbless” 
hooks alone amounted to approximately $1,200. While 
fishing tackle is a seasonal item of merchandise, the 
season is long, starting about April 1 for the trout 
fishing, gaining in volume through the summer, and 
ending about the first of November. During that 
period Mr. Nosker has frequent attractive window 
displays, all containing an array of instructive little 
cards giving the uses of various pieces of tackle. 


Reading matter continued on page 112 
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Direct to Armstrong Distributors 


Mechanics cannot go wrong in USING Back of all Stocks, Dies, Vises, Water, 
GENUINE ARMSTRONG PIPE Gas and Steam Fitters’ Tools and Pipe 
TOOLS. Armstrong advertising is Threading Machines made by Arm- 


guiding them right in BUYING. strong is our guarantee that the tools 


‘Make good” or we will. 
Every Armstrong advertisement in every must "Make g 


field is asking customers: “To buy from Armstrong replacements are few and 
you instead of us.” All roads lead direct far between. All GENUINE ARM- 
to Armstrong distributors. Armstrong STRONG TOOLS must measure up to 
dealers are benefiting—their sales are in- a high Quality Standard before ship- 
creasing. ment. 


Please order from your Jobber instead of sending to us. 





The Armstrong Manufacturing Co. 


Our Only Addresses 
Main Office and Factory 
Bridgeport, Conn. 
New York Office: 181 Lafayette St. 


Yonuine 


ARMSTRONG’ & 


STOCKS, DIES , 
TOOLS AND THREADING MACHINES 
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AC 


T the end of four months—during early fall 

A days, I had one of the most progressive and 

up-to-date hardware stores in the West. | 

had become known as the “advertising hardware 

store” and Callahan’s and Dozier’s were feeling my 
competition. 

True, they had newer and more modern equip- 
ment, their buildings were newer and cleaner, but 
I had Grimes’ reputation for honesty behind me and 
it was a reputation that died hard. We had stand- 
ing in the community—especially in the buildings 
trades—plus briad appeal and modern merchandis- 
ing methods. I kept a line on the movements of 
Grimes without him knowing it though I decided to 
wait until I was fairly over the top before springing 
my surprise on him. 

He could not help but know what I was doing in 
a general way—it was the talk of the local trade 
and voiced in building trade circles. 

But I felt he was too much injured to pay atten- 
tion to the rumors. My head clerk told me he had 
seen Grimes wandering about the old place twice, 
after dark and once peering into the window after 
closing hour. What effect our snappy window set- 
ups had on him I don’t know. They were crammed 
with properly displayed, advertised specialties, in- 
cluding good, sound hardware and the latest of the 
dealer help stuff was doing the work. What he 
thought of the numbers of women who came in and 
went out of the store I don’t know. Nothing he 
ever stocked appealed to the women; he didn’t want 
their trade. 

One day Jimmy Lee dropped in to get an order. 

“Your big success,” he said, “has interested our 
officials. They think you have some corking ideas 
in merchandising and store organization. Old Flint, 
the president, dropped in here last week incognito 
just to look you over. He thinks some of your ideas 
are distinctly new. This notion of “customer ac- 
commodation first’—of advertising 20 articles a 
week, of getting people to buy two things when they 
only came in for one, your window set-ups (which 
retailers all over town are copying) seem to spell 
continued success. They are ready to start you up 
in a second store over in the new Upton section. 
They call it the “chain store idea,” you know. 
They’re running them in strings in the East. You 
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Adventures in the 
Hardware Busines 


4 Human Interest Story of a Dealer's 


Rise to the Top and How He Did It 
by C.L. SMITH” * 
Part III 
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buy for two or more stores at once, get better 
prices and save overhead. Why not?” 

“Why not?” I asked. Then, on second thought: 
“But I’m not quite ready, Jim. 

“IT want to give the last few finishing touches to 
Grimes’ proposition. I want to add another thou- 
sand monthly to the gross sales and hold ’er there. 
Then we’ll talk turkey.” 

“Grimes’ name, you know, is known all over the 
city.” 

“T know it. And within a month I'll have him 
back here where he belongs. The old customers— 
the builders—have made me promise.”’ 

“That'll be GOOD!” laughed Jimmy. “I want to 
be here when he walks in and sees the perambula- 
tors!” 

“T’]] invite you especially,” I laughed. 

Despite heavy investments in fixtures to replace 
the old, tumble-down junk of the days of “JOSEPH 
GRIMES, HARDWARE,” I managed to balance ac- 
counts and to discount 
most of the statements 


















which raised my credit, ~~ 
paying off, at the same 
time, some of hae 
the heavy obli- é 
gations in tak- h 


ing over the 
business. Then * 
I did some heavy % 
direct mai! 
(Continued on 
page 156) 
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“I guess I’ve been 
an old fogy, Bub,” 
said old Grimes. 
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TOP PIVOT 


DOTTED LINES SHOw PiVOT RAISEL 


~ 


een JUNIOR 


Double Acting Floor Check 
For Use on Light Interior Doors Only 


Cj 






4? 
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o Kixson Junior has been de- 
veloped for operating the 
double swing serving door 
to pantry or dining room in 
_y i. the moderate cost house. 
¢ For light interior doors this 





















































Bias “ost caer Reece ee einem his Hee aan EE sae x \ device will give the same 
ee | service as obtained with our 
en oF a ti, larger floor checks exten- 

WD | eS sively used by architects 








and builders in the best type 
of residence and apartment 
house work. 









| 

It permits the door to swing in both 
directions, closing it gently, and 
brings it to rest at center without any 
nerve wrecking “Flip-Flap.” 


Automatic Door Holder 
When Opened at Right Angles the Door is Held There Automatically 


RIXNSON JUNIOR, for light interior doors up 


until released by a slight push. This obviates the 
to 2’ 8” wide. Exposed parts furnished in dull or 





necessity of a separate door holder. 

There are some doors that it is desirable to have 
“Self-closing” at all times and Rixson Junior can 
be supplied without hold-open feature when ordered. 
Price is the same for either style. 

All wearing parts are of case-hardened steel and 
are immersed in a lubricating liquid which also 
serves to check the closing speed of the door. The 
checking action is regulated by a needle valve ac- 
cessible through the floor plate. 

An unusually durable compression spring pro- 
vides the closing power. 


bright brass or bronze metal only. Unless other- 
wise ordered “Hold-open” type in dull brass finish 
will be furnished. A cast iron floor box, which we 
call “cement case,” must be used when the check is 
set in masonry floors. Furnished on order only. 

The Rixson Company’s long experience in the 
floor check business and the thousands of Rixson 
Floor Checks in use is proof of the satisfactory ser- 
vice they give. 

Complete information, prices and discounts will 
he sent on request. 


The Oscar C. Rixson Co., 4450 Carroll Ave., Chicago, IIl. 


New York Office: 101 Park Ave., N. Y. 
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Community Merchants 


Urged to Improve 
Selling Methods 


Dr. Ivey, of Northwestern Uni- 
versity, Tells Pacific Coast Ad 
Club Overhead Cost Can Be 
Cut—Better Selling Methods 





“When the merchants of a com- | 


munity get together and tackle the 
problem 
methods and better salesmanship—not 
of the high pressure variety—they are 
on the track which leads to lower over- 
head costs, better service to the public 
and larger incomes for both the mer- 
chants themselves and the salespeople 
whom they employ,” Dr. Paul W. Ivey, 
professor of marketing, Northwestern 
University, Chicago, recently told mem- 
bers of the Advertising Club, Oakland, 
Cal. 

“Overhead costs,” he said, “are con- 
stantly rising in mercantile establish- 
ments and the margin of profit is con- 
stantly being reduced. The only way 
to solve the problem is through better 
selling methods. 

“Advertising,” Dr. Ivey said, “is a 
tremendous force and is effective in 
bringing prospective buyers into a 
store, but the salesmanship, nine times 
out of ten, does not follow up the ad- 
vertising. 

“TIT made a check in one of the largest 
department stores in Chicago recently,” 
he told his hearers, “and found that 
only ten out of every fifty persons who 
came in to buy goods that were adver- 
tised, were actually sold by the sales- 
people. After these employes were 


of producing better selling | 





instructed in the science of salesman- | 


ship, the ratio of sales was increased 
to twenty-two sales for every fifty 
prospective customers. 

“Salesmanship today is in the same 
stage that advertising was twenty 
years ago. It is in the pioneer stage 
and needs development. It is my be- 
lief that the reason the merchant has 
tackled every other problem but this 
one—leaving it till last—is because this 
seemed to him the hardest problem of 
all. He considers the task of refining 
human nature a hopeless job. I do not 
consider it as such. 

“Salespeople can be taught how to 
handle customers. ‘They can be made 
to see that real salesmanship is seeing 


the customers’ viewpoint. They can be 
trained without the use of _ fake 
methods, psychoanalysis and _high- 


pressure practices.” 


Moves to Fitchburg, Mass. 


The Independent Lock Co., which for 
many years has been located at Leo- 
minster, Mass., has occupied a factory 
at Fitchburg, Mass., where the com- 
pany’s executive offices and factory 
will be located in the future. 
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H. E. Wolferz 


H. E. Wolferz Resigns 


H. E. Wolferz has resigned as spe- 
cial cutlery representative of the Rem- 
ington Arms Co., Inc., 25 Broadway, 
New York City, effective Aug. 1. 

Mr. Wolferz joined the Remington 
forces in 1921 and was one of the first 


special cutlery representatives’ to 
travel for the Remington Cutlery 
Works. 


He has been quite successful in his 
cutlery merchandising windows and is 
well known in the trade throughout 
New Jersey and Long Island. 

Mr. Wolferz, who resides at 74 Coey- 
man Avenue, Nutley, N. J., has not as 
yet announced his plans for the imme- 
diate future. 


—_——_ 


A. H. Grebe & Co. Appoints 
Philadelphia Distributor 


Trilling & Montague, Philadelphia 
Pa., have been appointed distributors, 
covering the southern Pennsylvania 
and eastern New Jersey territory for 
Synchrophase Broadcast Receiver, 
manufactured by A. H. Grebe & Co., 
109 West Fifty-seventh Strtéet, New 
York. 

The policy in regard to the Grebe 
franchise for the coming season will 
be so selective that only the most de- 
sirable dealer outlets will be granted 
this franchise. This will mean a lim- 
ited number of dealers and will allow 
those selected to do a very profitable 
business in the sale of Synchrophase 
Receivers. 


Saeed 


J. F. McCoy Co. Liquidates 


The Joseph F. McCoy Co., importer 
and wholesaler of hardware, tools and 


_ specialties, 157 Chambers Street, New 
York City, is now in voluntary liquida- 


| 
: 
| 
| 
| 


tion by the stockholders of the firm, ac- 
cording to an announcement just made 
public by Francis J. McCoy, president. 
The entire personnel of the old com- 
pany will be incorporated in the Irving 
Hardware Co., which will begin busi- 
ness about Aug. 1, with exactly the 
same lines handled by the old concern. 
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Joyner Hardware Co. 
Acquires the Store of 
Geo. W. Harrison Co. 


Old Petersburg, Va., Hardware 
Firm Takes Over Harrison Busi- 
ness and Will Operate from 
New Location 


One of the most important hardware 
deals in Virginia has just taken place 
with the purchase, by the Joyner Hard- 
ware Co., Petersburg, Va., of the stock, 
fixtures and lease of the George W. 
Harrison Co., at 18 North Sycamore 
Street, in that city. The Joyner com- 
pany will hereafter conduct its busi- 
ness from the above address. 

The old store of the Joyner company 
at 400 North Sycamore Street, which 
the firm has occupied for more than 





J. I. Joyner 


fifty years, has already been closed. 
It was mainly due to the eminence of 
the Harrison location that Joyner ef- 
fected the purchase. 

The consolidation of the stocks of 
both stores gives the Joyner Hardware 
Co. an exceptionally large stock of gen- 
eral hardware and a most excellent 
location. 

James I. Joyner, president, secured 
his first experience in the hardware 
business at Watters & Martin, Norfolk, 
Va., thirty years ago. He remained 
there for ten years, and experienced 
valvable schooling through his first 
years in the business. Twenty years 
ago he purchased a business at Peters- 
burg and has continued its operation 
ever since. 


Duluth Show Case Company 
Opens Syracuse Office 


The Duluth Show Case Co., manufac- 
turer of store equipment, Duluth, 
Minn., announces the establishment of 
an office in Syracuse, N. Y., at 307 City 
Bank Building, in charge of A. G. 
Sommer of the company’s store engi- 
neering department. 


Reading matter continued on page 116 
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Merchants who sell PENNSYLVANIA Quality 
Lawn Mowers will be interested to know that there 
will be no advance in prices for the season of 
1927, notwithstanding the addition of several 
improved features. 






FORMERLY 


PN 1377 JOHN BRAUN & SONS  priavevpuia.pa. 
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Quality 
LAWN MOWERS 
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Hobart B. Ives Dies | 


in New Haven, Conn. | 


—_—— | 


President of H. B. Ives Co. Passes | 
Away at His Home in That 

City Following Long IIlness, | 

at Age of 83 | 


Hobart Benedict Ives, president of | 
the H. B. Ives Co., manufacturer of | 
builders’ hardware, New Haven, Conn., | 
died at his home in that city on June | 
11 following a long illness, at the ad- | 
vanced age of 83 years. For the past | 
two years he had been in ill health | 
and unable to give his business per- | 
sonal attention. 

Mr. Ives was descended from a well 
known Connecticut family of nearly 
three hundred years’ standing. He was 
born in Cheshire, the son of Burton 
Ives and Betsy Rice. For several gen- 
erations the family had engaged almost 
exclusively in farming, and Mr. Ives 
himself spent his early days on his 
father’s farm, receiving his education 
at the district school. From the first, 
however, he showed a marked interest 
in mercantile pursuits, and at twenty- 
three left home and engaged in business 
in North Adams, Mass. Though he 
was successful in this Massachusetts 
town, his ambition lay in manufactur- 
ing. 

Moving to New Haven in 1876, he 
soon founded the firm of H. B. Ives 
& Co., manufacturers of builders’ hard- 
ware. At first the business was a small 
and struggling one, but under Mr. 
Ives’ vigorous management, it success- 
fully weathered the storms that assail 
new enterprises in an exceedingly com- 
petitive field, and its history for fifty 
years has been one of steady growth 
and prosperity. Mr. Ives was not only 
an able executive, but he had the or- 
ganizing ability which caused him to 
surround himself with capable associ- 
ates. His death will, therefore, cause 
no break in the continuity of the firm, 
which will be conducted on the con- 
servative lines that have always char- 
acterized the Ives management. The 
present officers, all of whom have been 
identified with the concern for many 
years, are W. A. Eldridge, George W. 
Bradley, Charles G. Keeler, Wesley H. 
Bradley and Lauren A. Humiston. 








Save the Surface Committee 
to Meet at Del Monte, Calif. 


The next meeting of the Executive 
Committee of Save the Surface Cam- 
paign will be held at Del Monte, Cal., 
on July 6, the day before the opening | 
of the N. P. O. & V. A. Regional Con- | 
vention. 

A considerable number of members 
of both groups are planning to attend 
these meetings. It is hoped that, as | 





the time of departure approaches, the | 
number will be increased so that each | 
Special | 
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meeting will be well attended. 
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H obart Benedict Ives 





reports are being prepared by each | 


| 
| 








of the chairmen of the sub-committees | 
of the Save the Surface Campaign Ex- 
ecutive Committee, and comprehensive | 
exhibits are also being prepared to be. 
shown both at the committee meeting, | 


and the convention proper. 


At the last meeting of the Execu- | 


tive Committee at the Drake 


Hotel, | 


Chicago, May 26, plans for the Del | 


Monte meeting were made, and an 
appeal to all members of the committee 


to attend the Del Monte meeting was 


issued. 





Stanley Works Buys American 
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New President Elected 
by Van Camp Hdw. Co. 


John T. Martindale Elected Pres- 
ident and Director to Succeed 
the Late R. P. Van Camp, 
Who Passed Away Recently 


John T. Martindale has been elected 
president and a member of the board 
vf directcrs of the Van Camp Hard- 
ware & Iron Co., Indianapolis, suc- 
ceeding the late R. P. Van Camp, who 





| passed away suddenly a few weeks ago. 


Mr. Martindale is a brother-in-law 


| of the late Mr. Van Camp and has 


been for some years more or less in 
touch with the firm’s business. 

No further changes in the company’s 
business are contemplated at this time. 





News Notes of Interest 
from Southern California 


Harry Wondward, formerly of 
Riverside, Cal., has purchased the store 
formerly owned by D. L. Gregg, 121 
W. Broadway, Glendale, and will con- 
duct the business under the name of 
Woodward’s. 

The John McFadden Co. and the 
Dale Hardware Co., both of Santa 
Ana, have consolidated under the name 


Tube & Stamping Co. | of the McFadden-Dale Hardware Co. 


The stockholders of the 
Tube & Stamping Co., Bridgeport, 
Conn., at a recent meeting approved 
the sale of that company to the Stanley 
Works, New Britain, Conn. 

The American Stamping Co. holds 
fifty acres of harbor-front site and has 
a number of buildings producing hot 
and cold rolled steel. The company is 
capitalized at $3,200,000. 


— 


Huntington Park, Calif., 
Store Damaged by Fire 


Fire recently damaged the store and 
stock of the Jacobson Hardware Co., 
Huntington Park, Cal., with a loss re- 
ported in excess of $20,000, caused by 
a short circuit in the electrical wiring 
system. 

Advices from the management of the 
concern are to the effect that the dam- 
aged portion will be rebuilt immedi- 
ately. 


James L. West Dies 


James L. West, aged 40 years, presi- 
dent of the Dorsey Mfg. Co., and sec- 
retary of the Louisville Bolt Co., 
Louisville, Ky., died June 3 at his home 
in that city. 

Mr. West was also secretary-treas- 
urer of the Eccentric Gear Co., and was 
formerly manager of the Southern 
Weighing and Inspection Bureau. 


American | 


| 











The business wi!! be continued at the 
old Dale Hardware Co. location. 


The Ventura County Cooperative 
Association at Fillmore and Piru have 
recently changed their name to the 
United Mercantile Co. There has 
been no change in management. 


Henry D. Moore and Thomas P. 
Logan, formerly with the Drew Car- 
riage Co., are planning on opening a 
store at 216 E. J. Street, Ontario, Cal., 
about Aug. 1. The new firm will be 
known as Moore & Logan. 


—_——— 


H. R. Ritch has purchased the inter- 
est of Roy Barker in the La Habra 
Hardware Co., at La Habra. He will 
continue the business under the same 
name. 


— 


Old Kansas Hardware Firm 
Acquired by New Company 
The Standard Hardware & Supply 

Co., of which George F. Brust and 

Phillip Van Meter are the proprietors, 

has taken over the business, stock and 

good will of the Bloomer Hardware 

& Implement Co., at Holyrood, Kan., 

and will continue its operation. 

Some improvements and additions to 
its line are contemplated in the near 
future. 
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E are now ready to announce the American Beauty 
electric vacuum cleaner which has been designed 
especially for the hardware trade. 


It will be sold only through hardware jobbers, under rigid 
territorial protection. Only one jobber in a territory will 
be granted the franchise. We are not anxious to obtain a 
quantity of jobbers, but do desire quality representatives. 
To such we will give our utmost in the way of cooper- 
ation. We believe that the right kind of franchise will be 
valuable to you and it is that which we offer on the Ameri- 
can Beauty Cleaner. Our policy on it is set. 


The American Beauty is a cleaner which you can present 
with confidence to your trade. It is quality built and re- 
quires little, if any, servicing. It will last a lifetime. The 
maker is one of the largest and oldest vacuum cleaner 
manufacturers in the world and backs each cleaner with 
an iron-clad guarantee. 


The list price is $42.50, which includes a full set of extra 
cleaning tools. The discounts will be attractive. We will 
gladly send details to jobbers who are interested. 


ELECTRIC 
VACUUM CLEANER 
COMPANY, INC. 
1739 Ivanhoe Road 
Cleveland, Ohio 
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Drama on Retail Selling Presented at the 
Manhattan and Bronx Monthly Meeting 


Regular Monthly Meeting at Turn Hall, Lexington Avenue, Features 
Drama of Selling Demonstrations—Dave Cohen, San 
Francisco Dealer, and R. J. Atkinson Present 


OOD merchandising stimulated with a tinge of the dramatic 
featured the regular monthly meeting of the Hardware and 
Supply Dealers Association of the Manhattan and Bronx Boroughs, 
Inc., held at New York Turn Hall, New York City, June 15. The 


drama was furnished by retail selling demonstrations. 


On one 


side of the room Herb Farr had built a real sloppy-looking retail 
hardware store in strong contrast with a section of a real modern 
hardware store, in the opposite corner. The latter had three sec- 
tions of new wall fixtures, samples mounted and stock behind the 


doors. 


Along the sales counter was a Woolworth type of glass- 


partitioned selling-table, displaying various small items selling at 


10, 15 and 25 cents. 


Bert Conner, Pike Mfg. Co., was the 
sloppy merchant, too lazy and indolent 
to get out of his own way. Fred 
Hinchman, John Russell Cutlery Co., 
played the part of the customer, at 
one time impersonating a lady buying 
paint. Bert and Fred were so good 
that police had to be called to keep 
away vaudeville booking agents. Bert 
is a past chief booster and Fred Hinch- 


of the Hardware Boosters. 

R. Wilson, Devoe & Raynolds Co.. 
was the efficient merchant in the mod- 
ern store and Ed. Armstrong of the 
same company acted as the customer. 
The scheme was that the customer 


first went to the poor store, got no | 


service, no information, and Bert Con- 
ner, the merchant, muffed the sale or 
wrapped the package carelessly. Then 
the customer went to the good store 
where Mr. Wilson gave service, helpful 
advice, merchandised his lines, made 
second sales and pleased his customers. 
Preliminary remarks, criticism of 
the poor merchant and praise for the 
good points of the good merchant, were 
made by Charles J. Heale, managing 
editor of HARDWARE AGE. These dem- 
onstrations were made in the second 
section of the meeting, which was at 
that time turned over to Mr. Heale. 
President Ed. Ferguson also had 
three companies show their lines with 
display booths made by Herb Farr, 
Talks on these lines were made and 
samples demonstrated. J. Adam 
Scheiter, Diamond Expansion Bolt Co., 








gave some pointers on his line, as did 
Ralph Allen of the same company. 
Kenneth Adams, DeVoe & Raynolds 
Co., spoke on his company’s new line 
of brushes, told how to pick, sell and 
use brushes, and offered hints for dis- 
playing this line. DeVoe was also rep- 
resented by E. L. Davis, R. S. Wilson, 
E. Kelchener, E. Armstrong, T. Cross 


man is on the entertainment committee | and O. H. Shay. 


W. J. Heacock, National Carbon Co., 


_gave some interesting pointers on dry 


cell batteries for ignition work, radio 


use, and talked on flashlights and other 








products of his concern, which was also 
represented by H. Hahn, R. J. Walsh, 
George Corcoran and N. Cherrier. 
Dave Cohen, hardware merchant of 
San Francisco and president of the 
San Francisco Retail Hardware Asso- 
ciation, was introduced by Charles J. 
Heale of HARDWARE AGE. Mr. Cohen 


brought the greeting of his organization” 


and said he was vitally interested in 
the Manhattan and Bronx meeting and 
was sure he would have some real in- 
formation to take back to the’ coast 
with him. 

R. J. Atkinson, Brooklyn, N. R. H. A. 
director, responded, saying that a 
trade paper story about Charles 
Brown, a San Francisco hardware mer- 
chant, prompted him into business in 
Brooklyn. Mr. Atkinson also said that 
present day competition made organiza- 
tion among hardware men absolutely 
necessary to keep the hardware busi- 
ness alive. 





Pyrene Company to Negotiate 
' Working Agreement with 
German Firm 


Walter Bauer, president of the Py- 
rene Manufacturing Co. of Newark, 


N. J., will sail for Germany on the 
Homeric, July 1, to negotiate an im- 
portant deal with the leading manufac- 
turer of fire extinguishers in Germany, 
the Minimax Co. 

The German company before the war 
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controlled the fire extinguisher business 
of the entire world, with the exception 
of the United States. 





Nutmegger’s Next Meeting 
Will Be Held on Sept. 8 


The next meeting of The Nutmeg- 
gers will be held Sept. 8 at the Hotel 
Burritt, New Britain, Conn. Special 
speakers and other features will be 
arranged. 
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U. S. Chamber of Commerce 
Urges Continuation of the 
Flexible Tariff System 


Continuation of a system of flexible 
tariff rates, but with administration 
taken from the Tariff Commission and 
put in the hands of a separate Flexi- 
ble Tariff or Tariff Adjustment Board, 
is urged by the Chamber of Commerce 
of the United States. The position of 
the Chamber is set forth in a state- 
ment calling attention to the present 
Senate investigation of tariff admin- 
istration. The Chamber would have 
the present Tariff Commission serve 
solely as a research body and a new 
board created to fix rates, this board’s 
decision having the effect of law. The 
Chamber in its statement says it is 
not in favor of multiplying the num- 
ber of government boards, but is in 
favor of separating bodies with quasi- 
judicial functions from purely research 
organizations and from official bodies 
making official recommendations as to 
policy. 





New Store at Grandview, 
Ind., for W. C. Griffith 


Walter C. Griffith announces that he 
plans to establish a new and modern 
retail hardware store on Main Street, 
at Grandview, Ind., within the next few 
weeks. 

General lines of hardware and elec- 
trical appliances will be stocked. 





New Hercules Distributor 
Appointed in Cleveland 


Shibley and Ossmann, Inc., 615 Pen- 
ton Bldg., Cleveland, Ohio, have been 
appointed local distributors for Her- 
cules Steam-Distilled Wood Turpen- 
tine, Pine Oil and Wood Rosin, manu- 
factured by the Hercules Powder Co., 
Wilmington, Del. This appointment is 
effective July 1. 

Orders for Hercules naval stores 
products from the Cleveland district 
should be addressed to Shibley and 
Ossmann, Inc. 





Earl Lines, Advertising Mgr., 
Leonard Refrigerator Co. 


The Leonard Refrigerator Co., Divi- 
sion of the Electric Refrigeration 
Corp., formerly known as the Grand 
Rapids Refrigerator Co., and for forty- 
five years manufacturer of refriger- 
ators, announces the appointment of 
Earl Lines as advertising manager. He 
succeeds A. B. Merritt, who recently 
resigned. 

Mr. Lines comes to the Leonard Re- 
frigerator Co. from the Rex Top Co. 
Prior to that connection he was for 
four years vice-president of the Fay- 
ette Bank and Trust Co. of Connors- 
ville, Ind., and before that was superin- 
tendent of the Fayette County, Indiana, 
schools. 
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Triplex Lavatory Door 
Spring Hinge 














Triplex Double Acting 
Spring Hinge 
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PERSHING SQUARE 
BUILDING 





COMMODORE 
HOTEL 


CHICAGO) 


SPRING HINGES 
Specified By Great Builders 








Chicago Spring Hinges have been specified for many 
of the finest buildings in America, such as—, 
Pershing Square Building, New York 


Commodore Hotel, New York Blackstone Hotel, Chicago 
Ritz-Carlton Hotel, New York Drake Hotel, Chicago 
Biltmore Hotel, New York Union League Club, Chicago 


Union Station, Chicago 
A product sells in proportion to the extent it is known 
and respected by Architects and Builders. 


Send for Catalogue K 42 


Chicago Spring Hinge, Company. 


CHICAGO NEW YORK 
U. S. A. 
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Government Should Curb Illegally Formed 
Corporation Combines 


i 


eral W. J. Donovan. 


By L. W. Moffett 


(Washington Bureau of HARDWARE AGE) 


XCEPTIONAL interest has been manifested in the speech on 
June 22 at the annual convention of the New York State 
Bankers’ Association at Quebec by Assistant Attorney Gen- 

The assistant attorney general is generally 


known as a man who does not seek to glorify himself as the “trust 
buster” of the Department of Justice, but who really has high re- 


gard for legitimate business. 


Therefore his address touching upon 


monopolies and their dangers was accepted as a warning to those 
interests which might be overstepping the bounds, as seen by the 
Department of Justice, in view of the favorable attitude of the ad- 
ministration toward encouragement of business. 


The Supreme Court decisions in the 
cement and maple flooring cases, giv- 
ing a clear code for trade association 
activities, are said to have induced 
some circles to move in directions that 
either transgressed the law or threat- 
ened to do so. Some think the assistant 
attorney general may have such things 
in mind in sounding his warning. He 
stressed the danger of violating the 
“competitive principle in_ business,” 
and declared there is “the beginning of 
the same resentment toward consolida- 
tion of industry that was so evident 
against combination of the early ninc- 
ties.” Mr. Donovan told his hearers 
that unless the tendency, now observa- 
ble, is changed, capital now massed 
for sound economic purpose and as- 
sembled that a better public service 
might be rendered, will suffer the fate 
of capital designed to strangle competi- 
tion and control industry.” 

The assistant attorney general said 
it is not difficult to conceive “that as 
a result of large combinations being 
formed illegally and administered arbi- 
trarily, Government should be forced 
to interfere and take over and regulate 
these corporations, even in so doing 
there might be developed a_ bureau- 
racy in the country with attendant 
evils greater than those sought to be 
corrected.” 

In this connection, he added: 

“If that day should come, it will 
be due not so much to the desire of 
the people of this country to accept so- 
cialistic doctrine as it will be due to the 
folly of those who, in their domina- 
tion of industry, have failed to con- 
form to that principle of competition 
upon which our economic life has been 
based.” 


ee 


Senator Cummins went down to de- 
feat before Senator Brookhart in Iowa, 
but he still sticks by the farmers, even 
though it is they who are said to have 
sideswiped him politically after long 
and faithful service for his State. 


Even more so, this was the fate of a 
Reading matter continued on page 122 








man who has been fighting for the 
same sort of farm relief as his oppo- 
nent in fighting for. All of which 
shows that politics is a game of shut- 
tlecock and battledore. It is not diffi- 
cult to explain; it is impossible. Many 
elections bringing about a clean sweep 
of men from office are the result of a 
vote of protest, not so much against 


those in office, as on general dissatis- | 
the decision was classified by customs 


faction, no matter how far beyond the 
control of human is the reason or al- 
leged reason for dissatisfaction. It 
might be law of supply and demand 
and yet the law of gravitation. But 
the farmer, politicians say, at least, 
is grumbling, and some may have cause 
to do so, but, on the other hand, there 


are well informed men not in the po- | 
litical game who say the farmer as | cates that the conjure tricks, besides 


a class is contented and has reason to 
be and blue talk about him is the bunk. 
Anyhow, Senator Cummins seems to 


apparent penetrating effect on the Iowa 
electorate. 

Yet Senator Cummins in a recent 
speech in the Senate made a red hot 
speech for the McNary-Haugen . farm 
bill, which many interpret as being a 
proposal to subsidize the farmer. It is 
held by some that if such a bill should 
be enacted into law then every hard- 
ware merchant, every grocer, every dry 
goods store is equally entitled to a sub- 
sidy. Senator Cummins, however, whose 
economic theories in the past often were 
criticized as being radical, but who 
subsequently had tamed them down, 
feels that the farmer must have the 
relief proposed, and despite his defeat 
at the hand of the farmer comes out for 
the McNary-Haugen bill, precisely as 
he has done for some time and precise- 
ly as Brookhart has done. Senator 
Cummins provided a real thrill, even if 
he did not press conviction upon the 
minds of his hearers, when he predicted 
the “absolute extinction of the protec- 
tive tariff policy” if the McNary-Hau- 
gen bill is. not enacted. Nevertheless, 
Senator Cummins has the admiration 


of his colleagues on both sides of the 











| 
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| 
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ber act. 


Senate for his courage, the graceful 
way in which he took defeat and his 
bold support of the farmer who de- 
feated him. 


-= ae 


Santa Claus will be notified by the 
next airplane expedition to the North 
Pole of a recent decision affecting his 
line’ by the Customs Court in New 
York, which passed upon the profound 
question as to the correct tariff classi- 
fication of a certain imported novelty 
referred to as “hokus pokus tricks.” 
Sears, Roebuck & Co. won and the ap- 
proval or disapproval of Santa is 
awaited with keen interest and may be 
made known through the returning air- 
plane expedition. However, Santa may 
weigh the heavy matter so long that it 
will be Christmas before he reaches a 
decision, and in such an instance it is 
assumed he would bring it along with 
his next pack for the kiddies. 

This interesting article concerned in 


officers as a toy and duty levied at the 
rate of 70 per cent ad valorem under 
paragraph 1414 of the Fordney-McCum- 
In a lengthy decision, Judge 
Sullivan arrived at the conclusion that 
under previous court rulings it would 
not pay duty as a toy. 

“It seems to us the evidence indi- 


being used for the amusement of chil- 
dren, are also reasonably fitted for 


_ adults.” 
have suffered from this talk and its | 


| 

















A special circular just issued by the 


_Chemical Division, Department of Com- 


merce, explains recent European re- 
strictions in the use of white lead, the 


_danger from which is a much discussed 


question on account of present-day san- 
itary conditions. The circular, it is 
stated, is published for the purpose of 
acquainting American exporters with 
conditions in foreign markets, which 
differ from established practices in the 
United States. 

The movement to restrict the use of 
white lead, according to the circular, 
was undoubtedly stimulated by the ac- 
tion of the Third International Labor 
Conference at Geneva, Oct. 25-Nov. 19, 
1921. At that time it was proposed 
that the use of white lead be prohibited 
in the manufacture of all paints, but 
the conference decided in favor of pre- 
ventive regulation and adopted a con- 
vention determining this plan. The con- 
vention is reproduced in full in the 
circular along with news notes from 
American trade representatives abroad 
setting forth British, French, Belgian, 
Spanish and Russian developments. 
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What twenty-one years 
mean to you 


Twenty-one years’ study of correct store front building 
and service from a merchandising viewpoint backs every 
Kawneer installation. When you invest in a Kawneer 
Store Front it is not an experiment but the proven pro- 
duct of experience. 

We serve the small as well as the large in every mer- 
chandising field. 

Here are just a few of the big stores using Kawneer. You 
undoubtedly know most of them. What better endorse- 


= ment can we offer? 
i 
ie Bac | Tt. L. Hudson Co., Detroit. 
mall 5a , 


"be M. R. Rich Bros., Atlanta. 
T. Eaton Co., Ltd., Montreal. 
: . San Francisco 
City of Paris } Oakland, Calif. 
Paine Furniture Co., Boston. 

H. Mahlar & Sons, Raleigh, N. C. 
The May Company, Denver. 
‘Browning, King & Co., Inc., Chicago. 
The Venetian Arcade, Miami, Fla. 
Broadway Dept. Store, Los Angeles. 
Hecht Company, Washington, D. C. 
M. E. Blatt Co., Atlantic City. 
The Boston Store, Milwaukee. 
Hanan Shoe Co., Memphis, Tenn. 











Hundreds of installations for many of the leading chain stores. 
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SOLID COPPER 


‘STORE FRONTS 





THE 





KAWNEER 
COMPANY 

3817 N. Front St. 
Niles, Mich. 

Sena book showing 
numerous types of 
fronts for my business, 
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General Market News 





Consistent Demand for Seasonal and__| 
Staple Hardware—Collections Good 


special lines, is reported from the various wholesale hard- 


WELL-MAINTAINED demand for hardware, both in the sea- 


ware market centers. 


tinue a retarding factor in the sale of spring goods. 


Unfavorable weather conditions con- 


A consistent 


demand is reported for staples, and no price changes of any mag- 
nitude were reported during the week. Where changes were made 


they were mostly all in the nature of minor readjustments. 


Some 


advance orders on winter goods, particularly snow shovels, push- 
ers and furnace scoops, are now beginning to materialize. 
Collections are generally favorable. 





Structural Steel Sales 
Advance 


Bookings of fabricated structural 
steel in May, reported by the Depart- 


ment of Commerce, show a computed | 


total of 234,850 tons, or 77 per cent of 
capacity. This compares with 219,600 
tons and 72 per cent in April, with 
207,400 tons and 68 per cent in May, 
1925, and with 183,000 tons and 60 
per cent in May, 1924. 

For five months, bookings of 1,024,- 
800 tons are slightly above 1925, with 
1,000,400 tons, and 1924, with 1,006,330 
tons. 

Shipments have exceeded bookings 
every month since October. For May, 
shipments were 237,900 tons, against 
244,000 tons in April and 247,050 tons 
in March. May shipments last year 
were 231,800 tons. In May, 1924, the 
total was 216,550 tons. For five 
months, shipments this year, at 1,131,- 
550 tons, were well above the 1,049,200 
tons of 1925 and 978,350 tons of 1924. 





Heavy Freight Movement 


During the first 17 weeks of 1926 
the number of cars of revenue freight 
loaded by the railroads has been 
greater than during the corresponding 
period of any previous year. The total 
is 15,781,435 cars, compared with the 
previous high record of 15,509,239 cars 
last year and with 15,086,241 cars in 
1924 and 15,081,006 cars in 1923. With 
one exception, every week since Feb. 
20 has shown a higher movement in 
1926 than in the corresponding week 
of any preceding year. 





Gain in Safety Razor Exports 


Exports of American safety razors 
during 1925 according to a trade re- 
port made public by the Department 
of Commerce represent a_ three-fold 
increase over those of 1923. Accord- 


ing to the report, safety-razor blades 
Reading matter continued on page 124 














accounted’ for approximately two- 
thirds of this country’s $13,000,000 
worth of cutlery exports in 1925, while 
safety razors made up one-tenth. 

The British Isles are by far the larg- 
est customers for American safety 
razors. Last year, it is pointed out, 
the United Kingdom and the Irish 
Free State together took 56 per cent 
of all such exports. 





Plan to Eliminate Styles in 


Heating Radiators 


Plans for a reduction in the variety 
of radiators were made at conference 
in Washington under the auspices of 
the Division of Simplified Practice. 
Approximately 90 per cent of the 
radiator output was represented. A 
motion was adopted requesting the Na- 
tional Boiler & Radiator Manufac- 
turers’ Association to conduct a survey 
of the existing variety. Discussions 
indicated that the existing variety was 
affected by the demands of architects 
and consulting engineers, and was com- 
plicated by the height of windows, type 
of building construction, etc. Repre- 
sentatives of some of the companies 
reported that there are items which 
contribute as little as 0.3 per cent of 
their total demand, while as much as 
75 per cent of their business comes 
from five or less sizes. 





Wholesale Prices Up 


For the first time in several months, 
the wholesale price of all commodities, 
reported by the United States Bureau 
of Labor Statistics, shows an increase. 
For May, the figure is 151.7, compared 
with 150.1 in April, and with 155.2 
in May, 1925. A considerable increase 
in fuel, together with slight increases 
in foods and chemicals, accounted for 
the result. Most of the changes, both 
up and down, were fractional. 


| 
' 


American Automobile 
Industry 


Under the title “Facts and Figures 
of the Automobile Industry,” the Na- 


tional Automobile Chamber of Com- 





merce, New York, has issued its 1926 
edition in 96 pages. As with previous 


editions of this work, it is densely 


packed with statistics and diagrams, 
covering all phases of the automo- 
bile industry. Production in 1925 of 
4,336,754 vehicles is stated to have re- 
sulted in a wholesale value, including 
parts, of $4,210,174,963. This result 


was obtained on a capital investment 











given as $1,888,028,810 showing a pro- 
duction of more than $2.20 for each $1 
invested. 

Registration in the United States at 
the end of 1925 is given as 17,512,638 
passenger cars and 2,441,749 trucks, 
buses, etc. The aggregate falls very 
little short of 20,000,000. Exports of 
automobiles from the United States in 
1925, including assemblies abroad, 
numbered 536,741, or about 12 per cent 
of the production. This was much the 
largest export movement ever recorded. 
Production of automobiles in foreign 
countries, excluding Canada, aggre- 
gated 464,000 vehicles, or only one- 
ninth of the production in the United 
States and Canada. Outside produc- 
tion, including Canada, was 625,000 
vehicles, or less than one-sixth of the 
production in the United States alone. 


$6,000,000,000 Spent Yearly 
in Installment Selling 


Of the $60,000,000,000 estimated to be 
the total annual income of the people of 
the United States approximately 10 per 
cent, or $6,000,000,000, is spent an- 
nually for goods purchased on the in- 
stallment plan, according to figures 
cited today before the delegates to the 
Radio Manufacturers’ Association in 
the Hotel Ambassador by Dr. Frank 
A. Fall, of New York, head of the de- 
partment of education and research for 
the National Association of Credit Men. 








To Reduce Varieties of Trap 
Screw Ferrules 


Appointment of a committee on sim- 
plified practice to make a survey of the 
varying factors entailed in the use of 
trap screw ferrules was decided upon 
through a resolution adopted at a meet- 
ing here on June 9, under the auspices 
of the Division of Simplified Practice, 
Department of Commerce, participated 
in by representatives of plumbing 
equipment manufacturers. It was stated 
that twenty companies making this 
product were in favor of a reduction in 
the number of varieties. 
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SUMMERTIME USES FOR SASH CORD 


Dealers are finding a ready market 
among vacationists 





“...... anda piece of rope.” that will stand up under hard 
service. 


Keep a few hanks in sight to re- 
mind your customers. 


It’s on the list of every camper— 

for repairing tent guys, airing 

blankets and for use as clothes 

line, flag halyards, boat and canoe [Include some in your camping or 

painters, hammocks and swings, sporting goods windows. 

po salen be eee bags and When they come in for their equip- 
ment, suggest a hank of Samson 


In camp or bungalow, auto tour or Spot Sash Cord—it may mean an- 
canoe trip, people need sash cord other sale. 


Samson Spot Sash Cord 





Samson Trade Mark 


Known the world over by the spots in any color as the 
finest braided sash cord. Made of extra quality stock, care- 
fully inspected, and guaranteed free from imperfections of 
braid or finish. 


Phoenix Sash Cord 


en gg i en < 
SS 










ya 


Phoenix Trade Mark 
A good cord at a moderate price. Firmly braided, smoothly 
finished, and uniform in size and quality. 


We also manufacture other sash cords, clothes lines, awning 
line, masons’ line, shade cord, dumb-waiter rope, and other 
braided cords, also glazed cotton twine. Send for cata- 
logue and samples. Carried by all jobbers. 





88 Broad Street, Boston, Mass. 
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Weather Retards Sale of Seasonal 
Lines in New York— 


No Price Changes Reported 


LTHOUGH hampered by unfavorable weather conditions, the 
sale of both seasonal and staple items in the New York whole- 
sale market is continuing to hold up remarkably well. 

surprising how quickly and to what an extent business is dependent | are each. 

upon the weather, and the first touch of real warm seasonal tem- | Same with hinged tub, No. 1, $7.80; 
perature will start goods moving in an altogether satisfactory | 
manner. A consistent demand is reported for staple lines and no | 
price changes of any magnitude were reported during the past © 
week. Advance orders on snow goods, such as snow shovels, push- 
ers and furnace scoops are at last beginning to accumulate, al- 
though not in any way near the proportions nor the volume whole- 


salers would like. Collections are 


Look for Active Demand for 
lee Cream Freezers 


Although hampered at the present 
time by the cool, rainy weather of the 
past few weeks, the sale of ice cream 
freezrs is beginning to show some im- 
provement, according to jobbers in the 
metropolitan wholesale market. It is 


too early as yet for sales in this line | 
to have reached their peak, and sub- | 
stantial improvement in the demand is | 


looked for next month. Stocks are 
generally sufficient and prices firm. 
JOBBERS’ a” ares on cr. RE- 
TAILERS, F.0O.B. NEW YOR 
Alaska Preasere.- -1 qt., nem shinies 

2 qt., $3.45 each; 5 qt., $4.10 each: 
t qt., $5 each; 6 qt., $6.30 each; 8 qt., 
$8.20 each; 10 qt., $10.75 each: 12 qt., 
$14 each; 15 qt., $17 each, and 20 qt., 
$21.50 each. These are list prices 
Which are subject to a dealer's dis- 
count of 20 and 10 per cent. 

_ Grey Goose Freezers.—1 at., 
$3.35 each; 2 qt., $3.90 each; 3 aqt., 
$4. 65 each: 4 qt. $5.70 mene of f qt.. 
$7.25 each; 8 qt., $9.35 each; 10 aqt., 
$12.50 each. These are list prices 
which are subject to a dealer's dis- 
count of 20 and 10 per cent. 

White Mountain Freeers.—2 at., 
$5.65 each; 3 qt., $6.75 each; 4 aqt., 
$8.25 each; 6 qt., $10.45 each: 8 at., 
$13.50 each, and 10 aqt., $18 each. 
These are list prices and are sub- 
ject to a dealer's discount of 50 per 
cent. 

Auto-Vacuum Freezers. — No. 1, 
$3.33 net; No. 2, $4 net: No. 3, $5.33 
net, and No. 4, $6.67 net. These net 
prices to dealers show a discount of 
2314 per cent off list. 

Acme Freezers. — Bright. galv.., 
tapered, 2 qt., $8 per dozen; same 
size, enameled-galv., $10 per dozen: 
t qt. size, enameled-galv., $18 per 
dozen, and 1 qt. size, Junior, enam- 
eled, $4.80 per dozen. These are net 
prices to dealers. 

Arctic Freezers.—l1 aqt., $4: 2 at., 
$4.60; 3 qt., $5.55; 4 at., $6. 80: 6 qt.. 
$8.60; 8 qt., $11.10; 10 qt., $14.80; 12 
qt., $16.65; 15 qt., $23.30. These are 
list prices. Jobbers quote dealer's dis- 
count of 50 per cent off this list 





Sash Cord in Active Demand | Demand for Furnace Scoops 


in New York 


An improving demand for sash cord 
is apparent, and prices for the most 


reported as improving. 


same numbers, s6c. per Ib.; 
same numbers, 3lec. per 


Aetna, No. 8, 26%c. to 27c. 
No. 7 is le. per Ib. higher, 


6 is Se. por Ib. higher 


Sachem, 
Ib., and 
per lb. 
and No. 


Wire Nail Prices Show 


Weakness 


steady at the present time, 
to New York jobbers, and while still 


The wire nail market is none too 


It is 
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Signe Improvement in 
Wine Presses Demand 


A slight improvement in the demand 
for wine presses is reported in the New 
York market. The peak of the demand, 
however, is not looked for until late 
in June and early in July. Prices are 

firm. 

| JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.0O.B. NEW YORK: 

| Boss line of wine presses, No. 1, 
$6.70; No. 2, $7. 505 No. 2%4, $10; No. 

3, $12.75, and No. 4, $16.25, all prices 


” 


No. 2, $8.60; No. 2%, $11.15; No. 3, 
$14, and No. 4, $17. 30, all prices are 
each. 

Boss Handy Crusher, $6 each. 


Linseed Oil Selling Well— 
Prices Firm 


_ As reported last week, the demand 
for linseed oil continues consistent. 
Prices effective June 9, f.o.b. New 


York, are as follows: 

Card prices, effective June 9, f.o.b. 
New York: In lots of less than 5 
bbls., 11.9c. per lb.; in lots of 5 bb's. 
or more, 11.5¢. per lb. Calcutta lin- 
seed oil in bbls., 15c. per Ib. Boiled 
oil 4/10e. extra per Ib., double boiled 
oil 5/10c. extra per lb. Oil in half 
bbls. 7/10c. extra per lb. These prices 
supersede those of May 17. 


N. Y. Sales Are Good 


according on Rubber Garden Hose 


quoted at $3.45 per keg, it is under- | Sales have been very good on rubber 
_ stood that substantial concessions are hose throughout the Metropolitan terri- 


obtainable in some _ instances. 


Wire tory. Prices are as shown. Stocks are 


brads in packages are quoted at 70 and 
_ = : . tag . ade uate. 
5 to 70 and 10 per cent off list. on 


Metal Screens Moving in 


New York 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 
Rubber garden hose, Milo, in +s ft. 
lengths, 12%c. per ft., in 50 ft. 
lengths, 12c. per ft. Good Luck, in 
25 ft. lengths, 11\c., in 50 ft. lengths, 
10%c. per ft. Bull Dog, in 25 ft. 
lengths, 14%c. per ft., in 50 ft. 
lengths, 14c. per ft. Molded, high 


There has been no abatement in the grade, in 25 ft. lengths, 10%4c. per ft., 
demand for metal adjustable screens, in 50 ft. lengths, 10c. per ft. Dia- 
which continue to be among the most mond, ie. oa + 7 ~— 
nattiom ee T “ Nozzles, Standard, heavy, er 
active of the seasonal items at the pres- Ede. tone & fer cout, Competitive 
ent time. Prices are firm and stocks grade, 41%%c. each, less 5 per cent 
adequate. in dozen lots. 

Star, molded, in 25 ft. lengths, 


JOBBERS'’ a ‘smad we 
YO 


TAILERS, F.O.B. NEW 


To RE- 
RK: 


Metal frame window screens, with 
galv., 14 mesh wire cloth: adjustable 


widths 20 to 37 inches: 16 
$$ per dozen; with frame 20 


$10 per dozen; 24 in. high, 
dozen; 28 in. high, $14 per 


Same, adjustable widths, 


in. high, 
in. high, 
$12 per 
dozen. 
24 to 45 


in., 20 in. high, $12 per dozen; 24 in. 


high, $14 per dozen, and 28 
$16 per dozen. 
Same, with bronze wire 


in. high, 


cloth, 16 


mesh, adjustable widths, 20 to 37 in., 
16 in. high, $12 per dozen; 20 in. 


high, $14 per dozen; 24 in. 


high, $16 


per dozen; 28 in. high, $17 per dozen. 


Same, adjustable widths, 


24 to 45 


in., 20 in. high, $16 per dozen; 24 in. 


high, $18 per dozen, and 28 
$20 per dozen. 


Improving 


The demand for furnace scoops for 
the winter season is improving slightly. 


part are firm, particularly on the) prices are as follows: 
JOBBERS’ QUOTATIONS TO RE- 
YORK: 


higher priced lines. Stocks are suf- 
ficient. 
JOBBERS’ yal} ee bf RE.- 
NEW YOR 


TAILERS, F.O 
Sash Cord. poe eh Spot, No. § to 
No. 12, 65%4c. to 66c. per Ib.; Phoenix, 


Oo 
TAILERS, F.O.B. NEW 

Furnace scoops, steel, D 
$5 per doz 

Riveted blade, D handled, 
doz. 


Reading matter continued on page 


in. high, 


handled, 


$9.60 per 


12\c. per ft., in 50 ft. lengths, 11%c 
per ft. Zulu, ‘smooth, in 25 ft. lengths, 
12%4c. per ft., in 50 ft. lengths, 11%4c. 
per ft. 


Brisk Sales in Garden Hose 


| 

| Garden hose is among the most 
active of the seasonal lines at the pres- 

ent time. The demand is particularly 

brisk from the suburban sections. 

'Prices are holding and stocks gener- 

ally adequate. 

| JOBBERS’ Re ade 44 RE- 

| TAILERS, F.O NEW YOR 

Rubber Preteen hone. Milo, ni 25 ft. 
lengths, 12%4c. per ft., in 50 ft. 
lengths, 12e. per ft. Good Luck, in 
25 ft. lengths, 11%4c., in 50 ft. lengths, 
10%c. per ft. Bull Dog, “ 25 ft. 
lengths, 14%c. per ft., i 50 ft. 
leneths, 14c. per ft. Molded. high 
grade, in 25 ft. lengths, 10%%4c. per ft., 
in 50 ft. lengths, 10c. per ft. Dia- 
mond, lic. per ft. 

Nozzles, Standard, heavy, $6 per 
doz. less 5 per cent. Competitive 
grade, 14%c. each, less 5 per cent 
in dozen lots. 

Star, molded, in 25 ft. lengths, 
12%c. per ft., in 50 ft. lengths, 11%c. 
per ft. Zulu, smooth, in 25 ft. lengths, 
12\%c. per ft., in 50 ft. lengths, 114c. 
per ft. 
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Millers Falls 
New 


Hack Saw 


Frame 





























rapid fire sales. 


That’s the kind of sales to 
expect of this new Millers 
Falls Hack Saw Frame. No. 
1275 is a sturdy frame, with 
wood handle pistol grip, 
made to sell at a remarkably low price. You 
should find it easy to sell so many of them 
you'll be reordering often — which means 
quick profits many times repeated. 


No. 1275 is at one end of the Millers Falls 
complete line. For the sake of those who 
want higher quality in a hack saw it will pay 
you to carry No. 1027— already popular with 
tool users everywhere as a splendid tool. 
There is a strong demand for both numbers. 


Millers Falls Hack Saws are well established. 
Millers Falls Blades are the kind such good 
frames deserve—you are safe in pushing them, 
just as with any tool of Millers Falls make. 


MILLERS FALLS COMPANY 
Millers Falls, Mass. 


28 Warren Street 9 So. Clinton Street 
New York Chicago 


MILLERS FALLS 
TOOLS 


SINCE 



























Hack Saw Frame No. 1027 


A popular, strong, comfortable frame. 
One pin adjustment. Handle and back 
reinforcement in one piece. “Hangs” 
perfectly. Polished and nickel plated 
frame, special composition handle. 
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Considerable Trade Improvement in Chicago 
—Collections Fair—Prices Unchanged 


(Chicago office of HARDWARE AGE) 


AVORABLE weather conditions prevailing during the week 


have permitted a great improvement in sales. 


Seasonable 


goods, such as lawn mowers, garden hose, poultry netting and 


wire cloth, are in better demand. 
Prices, on the whole, remain unchanged, but are not so firm as 


they have been. 


Although linseed oil strengthened in price, a de- 


cline is noted in the price of white lead. Other staples remain un- 
changed. Several manufacturers of builders’ hardware have issued 
new prices, showing a decline on some of the commercial items. 
Sales in this line are fairly good. 

Buying by the retailer and jobber is confined to small quantities 
and for immediate shipment, but the aggregate totals are very satis- 
factory. The outlook for future business is very encouraging, as 


crops have been greatly benefited by the recent heavy rains. 


Labor 


conditions are good, with only a fractional loss in employment and 


no surplus of workers. 


Money is easy with a small increase in 


loans and there is not expected to be any trouble in the grain regions 
in securing all the money needed. 
Collections are fairly good. 


AUTOMOBILE ACCESSORIES.—An 
improvement in sales is noted. Prices 
are firm. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: 
Spark Piugs.—Splitdorf, 50c. each; 


regular, 58c. each; Champion X, 45c 


each; Champion Blue Box line, 53c. 
each: A. C. Titan, 58c. each; lots of 
see 56c. <A. C. Special Ford, 44c. 


each 


9 


, Spot Light — Anderson, No. 3280, 


cain, —National Standard No. 21, 
$1.20 each. 

Pumps. — Rose, 1% in. cylinder, 
$1.55. 

Chains.—Non-skid, dozen pair lots, 
33% per cent discount. 


Tires and Tubes.—30 x 3%, oversize 


cord tires, $1: 


$8.60 each; gray inner tube 


$1.80 each: red 


2.25 each. 


2.55 each: 


regular cord, 
s, 30 x 3%, 
30 x 3k, 


inner tubes, 


BOLTS AND NUTS.—No change in 


price has been made. 


tinues steady. 
We 
f.o.b. 
thread, 
carriage bolts, 
cent discount; 
thread, 
machine 
cent 


- 


-» per 


quote 
Chicago: 


bolts, 


cent 


from 


45-5 per cent discount; 
rolled thread, 50- 


50-5 per 


dis ‘ount: 
discount: 


The demand con- 


jobbers’ stocks, 
bolts, cut 
small 
5 per 
machine bolts, cut 
cent discount; small 
rolled thread, 50-10-5 
all stove bolts, 
lag screws, 


Carriage 


60 per cent discount. 


BUILDERS’ 


HARDWARE.—Some of 


the manufacturers have made a down- 


ward revision in 


the price of builders’ 





hardware. Sales are only fair. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: 315 x 316 steel butts, 
old copper and dull brass finish, $2.70 
per doz. pair; 4 x 4 steel butts, old 
copper and dull brass finish, $3. 66 
per doz. pair; heavy steel bevel in- 
side sets, $6.25 per doz.; steel bit- 
keved front door sets, $1.65 per set: 
wrought brass bit-keyed front door 
sets, 3.25 per set; eylinder front 
door sets, $7.50 per set. 

FIELD FENCE. 
well. Prices are firm. 

We quote from jobbers’ stocks, 
fob. Chicago: 726-6-12%, $28.68 per 
100 rods; 1948-6- 14% >, $43.62 per 100 
rods, 2158-6-14% . $48. 98 per 100 rods. 

















FILES.—No change in price has been 
reported. Sales are normal. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: American files, 60-10 
per cent off list; Nicholson files, 50 
oar cent off list; Black Diamond files, 
40-10-5 per cent off list. 


HATCHETS.—No change in price is 
noted. Sales on better grades continue 


to be quiet. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality hatchets, 
No. 2 shingling, $12.50 doz.; first qual- 
ity hatchets, No. 2 broad, $16.40 doz.; 
medium quality hatchets, No. 2 
shingling, $8 dozen; medium quality 
hatchets, No. 2 broad, $12.50 doz. 


HANDLED HAMMERS.—tThere is an 
upward trend in price on the cheaper 


grades. Sales are very good. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality, 16 oz. 
nail hammers, $12 dozen: Maydole. 
$12.60 doz.;: 10 oz. machined ham- 
mers, first quality, $9.20 doz.; Com- 
petitive grade, 16 oz. nail hammers, 
$6 to $8. 


HANDLES, TOOL.—The demand con- 


tinues to be satisfactory. 

We quote from jobbers’ 
f.o.b. Chicago: 

Axe Handles.—No. 1 hickory, $4 
doz.: doz.: second growth 
hickory, finest selected sec- 
ond growth hickory, $6.50 doz. 

Hatchet and Hammer Handles.— 
No. 1, 90c. doz.: finest second growth 
hickory, $1.80 doz. 


HINGES.—There has been an im- 
provement noted in sales, as the recent 
decline in price has stimulated buying. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Heavy strap hinges in 


stocks, 


bundles, 4 in., 90c.; 5 in., $1.24; 6 in., 
$1.50; 8 in., $2.52; 10 in., $3.87 per doz. 
pairs; extra heavy T hinges, in bun- 
dies, 4 in., $1.40; 5 in., $1.46: 6 in., 
$1.84: 8 in., $3.14; 10 in., $4.47 per doz. 
pairs. 


LAWN MOWERS.—Owing to the back- 
ward season lawn mowers are moving 


in excellent volume. 
We quote from 
f.o.b. Chicago: 
Lawn Mowers.—16 in. 
5-knife, 11 in. wheels, 
16 in. ball bearing, 4-knife, 


jobbers’ stocks, 
ball bearing, 
$12.35 each: 
10% in. 





wheels, $10 each; 16 in., plain bear- 
ing, 4-knife, 10% in. wheels, $8.65 
each; 16 in., ball bearing, 4-knife, 
9 in. wheels, $7.85 each; 16 in., plain 
bearing, 4-knife, 9 in. ‘wheels, 7.35 
each; 16 in., ball bearing, 4- kni e, 8 
in. wheels, $8 each; 16 in., plain bear- 
ing, 3-knife, 8 in. wheels, $5.85 each. 


N AILS.—tThere is very little prospect 
of any price change. Sales are good. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Common wire and ce- 
ment-coated nails, $3.15 per keg base. 


ROLLER SKATES.—A fair volume of 


business is reported. @rices are firm. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: Union roller skates 
for boys, $1.40 per pair; for girls, 
$1.50 per pair. Chicago roller skates 
for boys, $1.30 per pair; for girls, 
$1.40 per pair. 


ROOFING PAPER.—Prices are un- 
changed. The demand is heavy. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Best grade slate sur- 
faced prepared roofing, $2.30 per 
square; best grade talc surfaced, 
$2.65 per square; medium talc sur- 
faced, $2 per sqare; light talc sur- 
faced, $1.20 per square; red rosin 
sheathing, $57 per ton. 


SCREEN DOORS AND WINDOW 
SCREENS.—Sales are very satisfac- 
tory. 


We quote from jobbers’ stocks, 
f.o.b., arene: Screen Doors: No. 
~- 2-8 x 6-8 $20. 35 doz.; No. 296, 2-8 


6-8, $24.55 doz.: No. 311, 2-8 x 6-8, 
$29. 20 doz. Window Screens, No. 1833, 
$4.35 doz.; No. 2433, $5.20 doz. 


SCREWS. — The demand is active. 


Prices are firm. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Flat head . bright 
screws, 77%-20-10 per cent new list; 
round head blued, 75-20-10 per cent 
new list; flat head brass, 75-20-10 per 
cent new list; round head 0Obrass, 
72%,-20-10 per cent new list. Jap- 
anned, 70-20-10 per cent new list. 


WIRE PRODUCTS.—A seasonably ac- 
tive demand continues. Prices are un- 


changed. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 8 black annealed 
wire, $3.06 per 100 lb.; No. 9 galva- 


nized plain wire, $3.50 per 100 Ib. 
Catch weight spool galvanized cattle 
or hog wire, $3.85 per 100 lb.; 80-rod 
spool galvanized hog wire, $3.34 per 
spool. Polished fence staples, $3.50 
per 100 Ib.; 12-mesh black wire cloth, 
$1.75 per 100 sq. ft.; 12-mesh galva- 
nized wire cloth, $2 per 100 sq. ft.; 

14-mesh _ wire cloth, $5.75 per 


100 sq. 

Wire Cloth. —Black, 12-mesh, $1.75 
per 100 sq. ft.; galvanize 2d, 12-mesh, 
$2.15 per 100 Sq. ft.; 14-mesh, $2. 55 
per 100 sq. ft.; bronze, 14-mesh, $6 
per = sq. ft.; 15-mesh, $6.60 per 100 
sq. 


bent Poultry Netting.—57'%4-5 
per cent discount; galvanized after- 
made poultry nottinn, 5214-5 per cent 
discount. 


WRENCHES.—A fair volume of sales 


is reported. Prices are firm. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Agricultural wrenches, 
60-10 per cent . discount; Coes’ 
wrenches, 40-10 per cent discount; 
engineers’ wrenches, 50-10 per cent 
discount off new list; Trimo, 65-10 
per cent discount. 

Snap-on Wrenches. — Radio and 
electrical set, $4; No. 101 Master Ser- 
vice Set, $15. 20; No. 202 Heavy Set, 
$8.80: No. 303 Ford Master Service 
Set, $14.85; No. 404 Universal Socket 
Set, $8.75; No. 505B Screw Driver 
Set. $3.40: No. 900 Square Socket Set, 
$3.70. All Snap-On Wrenches less 40 
per cent discount. 


Reading matter continued on page 128 
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Some Uses For Rope "CROCKER & OGOEN CoC. 
Worth Suggesting To ene a , 

Your Customers: im y ef . Pe LA8 in ie BY 
Car owners should carry 
a length for a tow-rope. 
Tourists, campers and 
travelers need rope for 
tying on bundles, suit 
cases, Camping equip- 
ment and household 
wares, also tent rope. 
Boys and girls need rope 
for swings in Summer and 
sleds in Winter. Farmers 
need hay rope, halter rope, Plymouth Rope Window Display in the Hardware Store 
tie and lead rope. Auto of The Crocker & Ogden Co., of Binghamton, N. Y. 
trucks, moving vans, fur- 


niture delivery companies 
all need rope to take care | There Is No “Slack Season” for Rope 


of their loads en route. 





Building contractors, road A dealer recently told us there was no need of any merchant 
builders, carpenters and having a “Slack Season” for Rope if he would: 
painters all need gaod 


1—Display Plymouth Rope prominently in his store or win. 
dow and arrange a display showing short lengths of 
rope of many sizes where everybody would see it. 


rope. 


Country school houses 
and fire houses need de- 2—When customers speak about rope, suggest some one 
or more uses which might interest them. 


pendable beil rope. 


In the column opposite are listed, among others, some uses 
this dealer gave us. Suggest them, adapt them to the season 
and to your customers’ requirements and see if your sales of 
Plymouth Rope don’t show a noticeable increase. 


Ice houses need rope each 
season. Boatmen and fish- 
ermen need rope for sails, 
tillers, buoy lines, lobster 
pots, anchor lines, etc. 
Storekeepers and home- 
owners need awning rope 
and rope for various uses. 
Summer resorts need rope 
for life lines. 









PLYMOUTH CORDAGE CO. 
North Plymouth, Mass. 
Welland, Canada 


Sh O 
You eRe 
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Hardware Trade Active in Cincinnati 
Territory—Collections Better 


have sufficient stock to meet present 
'needs. Buying is principally of a 
_“hand-to-mouth” character. 


(Cincinnati office of HARDWARE AGE) 


AVORABLE weather during June brought out an active de- 
mand both for seasonal and staple goods in the local hardware 
market. Sales were on a par with those in the same month 
last year. In fact the second quarter has been profitable for local 
jobbers, who have done a total business slightly in excess of that 
in the corresponding period in 1925. However, the improvement 
has not been great enough to offset completely the lack of buying 
early in the spring, so that the total sales in the first half of this 
year will fall short of those in the same period last year. 

Attention is being concentrated particularly at the moment upon 
summer commodities, such as ice cream freezers, electric fans, re- 
frigerators, rubber hose and lawn swings. Other products which 
have been stimulated by the good weather which has prevailed locally 
are paint, glass, builders’ hardware and roofing material. Baseball 
goods have come in for their share of the business. 

Prices in general have been firm. Aside from a slight advance 
in turpentine and linseed oil, quotations on all commodities remain 
unchanged. 

Jobbers are anticipating good sales during July. All signs point 
to an active market in the immediate future. Collections are re- 
ported to be better. 





AUTOMOBILE ACC E SSORIES.— Aicohol.—3sc. a gal. in drums of 52 


There has been a decided improvement gal. each; 37c. a gal. in lots of three 
: ‘ drums at one time. A charge of $6 
in sales in the past two weeks. Retail- for each drum is made, but this 


ers are not anticipating future require-| mount is refunded when the drum 
is returned. 


ments to any great extent, but are °f- | BOLTS AND NUTS.—The market is 


We quote from Cincinnati jobbers 
stocks: Hatchets, No. 2961, $12.50 
doz.; hammers, No. 81, $12 doz.; Boy 
Scout, $11 doz. 


HOSE REELS.—With garden hose in 


active demand there has been a cor- 

respondingly heavy call for hose reels. 
We quote from Cincinnati jobbers’ 
stocks: Wooden hose reels, $14.75 a 
doz.; Victor iron hose reels, $2 each. 


PAINT.—Linseed oil has advanced 4c. 
a gallon, while turpentine has increased 


2c. a gallon. Sales have been very good 


and jobbers are expecting an active 


trade in the next few weeks. 

We quote from Cincinnati jobbers’ 
stocks: Ready mixed house paints, 
$2.75 per gal.; linseed oil, single bar- 
rels, 90c. per gal; turpentine, in 2- 
barrel lots, 88c. per gal., white and 
red lead in 500-Ib. kegs, 154%4c. per 
lb. less 10 per cent. 


PYREX WARE.—Considerable interest 


! ° 
has been shown recently in pyrex ware. 


Therefore, local prices are given below. 


dering stock for immediate needs in 
B 'moderately active. Retailers are plac- | 


rood quantities. The tire trade has not |. . 
5 q — re z ing small orders for early delivery only. 
been as active as dealers had expected. : 

| Prices are unchanged. 


We quote from Cincinnati jobbers’ 
stocks: 

Round Casseroles.—No. 621, 60c. 
each; No. 622, $1 each; No. 623, $1.17 
each; No. 624, $1.33 each. 

Square Casseroles.—No. 653, $1.17 
each. 

Oval Casseroles.—No. 632, $1 each; 
No. 633, $1.17 each; No. 634, $1.33 
each. 

Round Pie Plates.—No. 205, 17c. 
each; No. 208, 50c. each: No. 209, 
60c. each; No. 210, 67c. each; No. 211, 
73c. each. 

Round Pudding Dishes.—No. 021, 
40c. each; No. 022, 57c. each; No. 023, 
67c. each; No. 024, 80c. each. 

Square Pudding Dishes.—No. 053, 
67c. each. 

Oblong Bread or Loaf Pans.—No. 
213, 17c. each; No. 212, 60c. each; No. 
214, $1 each. 


POULTRY AND WIRE NETTING.— 
Business booked by local jobbing 


houses has been moderate in volume. 


We quote from Cincinnati jobbers’ 
stocks: 12 mesh black wire netting, 
$1.75 per 100 sq. ft.; 12 mesh opal 
wire netting, $2.05 per 100 sq. ft.; 
14 mesh wire netting, $2.45 per 100 
sq. ft.; poultry netting galvanized 
after, 57% off list; poultry netting 
= before, 57% and 10 off 
ist 


REFRIGERATORS .—Sales in the past 


| _two weeks have been the best this year. 
The appearance of warm weather has 


| 


The price of alcohol for next season | We quote from Cincinnati jobbers’ 
has been announced and orders for No- | stocks: Machine bolts, large, 50 and 
° . j . . a} <4 ‘ . . ™ 
vember delivery are being booked lo- | wag gg Shag ap Fen: ig 
cally. Jobbers are asking 38c. a gallon, | and 10 off; stove bolts, 75 off; semi- 
ae 7 ‘nni | inishe ts, 9-16 in. and smaller, 75 
as compared with 54c. at the beginning | ‘inished nuts, a 
of last season. | = a, Aro . 
| " . - BUILDERS’ HARDWARE.—Business 
e quote from Cincinnati jobbers’ . . 
Bn! Se, | , — has been well sustained during June, 
Tires. —30 x 3 fabric oncinns, $6.76 _and indications point to an active sum-_ 
each for medium grade ant 5.090 tor . 4 
better grade; 30 x 3 cord casings, | mer for local jobbers. Considerable | 
$7.50 each for medium ante, 30 x ' residential construction work is now in 
3% cord casings, $9.75 each for me- . 
tin arate and 220% tor better progress and sales are considered good. 
grade; 30 x 344 commercial cord cas- Prices are firm. 
ings, $16; 31 x 4 standard cord cas- _ . : oe ’ 
ings, $19.75 each: 33 x 4 cord casings, see from Cincinnati jobbers 
$17.60 for a grade and $22 for | Hinges.—Heavy, 60, 10 and 10 off; 
be tter grade; 32 1% cord casings, light, 60, 10 and 10 off; extra heavy 
40 for olen grade and $28 for T, 60, 10 and 5 off. 
better grade; 29 x 4.40 balloon cord Hasps. — Common hinges, 70 «off: 
casings, $13.85 each for medium grade safety hasps, 3 in., 95c.; single, per 
and $20.50 for better grade; 31 x 5.25 doz., 4% in . $1 95° 6 in. $1.75 ’ 
balloon cord casings, $24.15 each. Butts.—Steel, dull brass and an- 
Tubes.—30 x 3 standard, $1.80 each; tique copper, case lots, 3% x 3%, 
30x 3% standard, $2.05; 31 x 4 stand- 18c. per pair net: 4 x 4, 28e. In less 
ard, $3; 33 x 4 standard. 3.25; 32 x than case lots 21, x 3% 21¢ -4x 4 
i extra heavy, $4.30: 29 x 4.40 ex- 300 in —— hod he ‘ 
tra heavy for balloon “> $2.95 each. | ‘Sash Weights.—Sash weights, 1.80c. 
Jacks.—No. 10 Ajax, 85c. each; No. | Inside Sets.—Square bevel inside 
~ $1.05 each; No. 60 ‘Ajax, $2.50 sets in case lots, $5.10 a dozen. | 
each 
GARDEN HOSE.—Sales have been | 


Pumps. —No. 11, 55c. each; Big Boy, 
$1.55 each; Arvin, $1.85 each, 

Bumpers. — Marquette Ford front 
bumper in black, $3.32 each; Mar- 


better than at any previous time this 
year. Many retailers are placing reor- 


quette Ford front bumper in nickel, : : 
$4.02 each; Marquette fender guards, —_ > pe their stock. —— 

for Fords, $6.12 a pair. one rom Cincinnati jobbers 

Luggage Carriers.—Luggage car- | wee oe . . 

riers, 90c. each; 80c. in quantities of | oa i te sect tomatinn’ fos” — 

vA 7 . = , , ’ 7 ’ *? 

~ Spark Plugs.—A. C. spark plugs, | 10c. per ft. in 50-ft. lengths; 7-ply, 
jin” andi: ~~ than 1090 lots, 53c.: % in., aac per ft. in 50-ft. lengths; 

in lots from 100 to 300, 50c.: in lots double braid in %-in., 500 ft. coils, 
upward of 300, 45c.; A. C. No. 1075 10c. per ft. 

Ford spark plugs, 50c. each; in less HAMMERS AND HATCHETS.—Busi- 
than 100 lots, 36c.: in lots upward of h b d t d tail 

100, 34e. ness nas peen moderate and retallers | 





_developed an active market. Prices are 


steady. 

We quote from Cincinnati jobbers’ 
stocks: 

No. 264 white enameled refrigera- 
tor, $33.25 each; No. 764 porcelain 
refrigerator, $52 each; No. 964 stone 
white refrigerator, $55 each. All of 
the above models are of the three- 
door front icer type. 


EAVES TROUGH AND CONDUCTOR 


| PIPE.—Sales in June have been fairly 
good and jobbers are well pleased with 
the trend of activities. Prices are 
_steady and unchanged. 


| 
| 


We quote from Cincinnati jobbers’ 
stocks: 28-gage, 5 in. eaves trough, 
$5.75 per 100 ft.; 28-gage, 3 in. corru- 
gated conductor pipe, $5.50 per 100 
ft.; 28-gage, 3 in. corrugated conduc- 
tor elbows, $1.94 per doz.; 29-gage, 
8 in. corrugated conductor. elbows, 
$1.51 per doz. 


Reading matter continued on page 130 
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KILLER WIRE SET 


All Metal— 


Will withstand cleaning in boiling hot water 









Fat-Se 
RAT TRAP 


Actual size — 
3 inches wide; 624 inches long 


PRESSURE PLATE 
SET 


Thum-Set 


MOUSE TRAP 


Actual size—1!4 inches wide; 3°, inches long 


, 
ooo” 

oe") , 

-* ?# 
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OU didn’t think it was pos- 

sible, did you? To build a 
better mouse trap, or a safer rat 
trap. But it’s been done! Pro- 
gressive dealers everywhere are 
now selling these Thum-Set mouse 
traps, that you can set in an in- 
stant with but a flick of your 
thumb! And the Fut-Set Rat 
traps, that you merely step on 
(sideways) and they’re all set, 
ready for business. 























See! How casy and safe it 
is to sect the Thum-Set ; 
Mouse Trap. Safe—Sure—Sanitary 


Remember what a nasty business i oN 
it used to be to clean the old- | 7 
fashioned trap? All that has been H pp JY 
done away with in these new- imine 
fashioned Thum-Sets and Fut-  . 
Sets. A little pressure at the rear Sec! How casy and sant- 
and out falls Mr. Rodent. Your tary it ts to release the ani- 
a ts fingers do not touch the animal, mal from either the Fut-Set 
LAS nor the wire that caught it. or Thum-Set trap. 


























New Low Prices 


now in effect, enable dealers to sell Thum-Sets at 10c each, and 
Fut-Sets at 20c each, and make much-better-than-average-profit. 
New, attractive advertising induces new and old customers alike 
to come in, look, and buy. “A wonderful ‘leader’,” say mer- 
chants in all parts of the country. Write today for complete 
details. 

















See! How safe and_casy it Snappy Manufacturing Company 
Ss te t the fut-Set t 
Sa Doe se 20 East Huron St., Chicago, III. 


Trap. 
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Business Shows Improvement in New 


England Territory—Prices Steady 


(Boston office of HARDWARE AGE) 


EPORTS on business conditions, as given by retail and whole- 
sale hardware houses, are somewhat conflicting this week. 
Old-established retail concerns seem to feel that while over- 

the-counter sales are somewhat larger than they were during the 
first four months of the year, that losses sustained then will not be 
made up. The younger and possibly more aggressive houses main- 
tain that losses sustained the first four months have been made up 
in May and June and that the books on June 30 will show a com- 
fortable increase as compared with June 30, 1925 financial state- 


ments. 
gland hardware situation. 


Weather conditions are still the big factor in the New En- 
They are more seasonable, perhaps, 


than heretofore, but not sufficiently warm to insure a liberal move- 


ment of merchandise. 


Shelf hardware jobbing house reports also are conflicting. On 
the one hand they report business as brisk and running well ahead 


of June, 1925. 


On the other hand, they say there is no pep to 


business and that bookings for the first six months of 1926 will 


show some falling off. 


AUTOMOBILE ACCESSORIES.—Lo- 
cal jobbers call attention to the fact 
that McCord cork gaskets are being 
packed differently than heretofore. 
With the exception of those for Ford 
car use, they are packed in cartons of 
50 each, each carton containing five 
taped packages of 10. For Ford use 
they come in cartons of 50, each carton 
having two taped packages of 25. 


We quote from Boston jobbers’ 
stocks: ; 
Piston Rings.—No-Leak-O, in lots 


of less than 96, 40 per cent discount; 
in lots of 96 and more, 50 per cent; 
in lots of 300, 60 per cent discount. 
“parte Plugs. —A. C., in lots of 10 
to 90, 53c. each net; in lots of _100 
to 296, 50c.; in lots of 300 
numbers, in lots of 10 to 90, 36c.; 
in lots of 100 to 290, 34c. 
Tires.—Mansfield line, cord, straight 
side, 30 x 3%-in., $11.85 each net; 32 
x 3%-in $13.25; 31 x 4-in., 
32 x 4-in., $17.15; oe ~ 4-in., 
34 x 4-in., vy duty cord, 
straight side, 30 x 31%. i, OK 75; 32 x 
3%-in., $17.30; 31 x 4-in., $18 10; 82 x 
— $21.40: 33 x 4-in., $22.05: 4x 4- 
$22.75: 32 x 4%-in., $28. io: 33 x 
‘ig- in., $28.90: 34 x 414 - in., $29. 55; 
, $30.40; 30 x 4%- in., 


3 
$45.30; 34x in. "$46.45; "35 x 5 
$47.60; 36 x 6-in,, $79.8 


CARVERS.—June caliiene have been 
about as numerous in this section of the 
country as heretofore und the outlook 
for July tieups is bright. All kinds 
and makes of carvers are selling well 
as a result. 


We quote from Boston jobbers’ 
stocks: 
Carvers.—Standard makes, £1.70 to 


$7.50 per set net. 

CROQUET SETS.—It now develops 
that jobbers’ stocks of croquet sets are 
badly broken and that such firms have 
no intention of getting in fresh stocks. 
The retail dealer who has not covered 
his requirements therefore is somewhat 
out of luck. 


We quote 
stocks : 
Croquet Sets.—Standard makes, 5'2 


from Boston jobbers’ 

















: 


Reading matter continued on page 


in. mallet, 4-ball, No. 0, — pe set 
net; No. H, $2.75; 8-ball, No. B, $3.38; 
6-in. mallet, 8- ball, No. N, ; 8-in. 
mallet, 4-ball, No. AA, $4. 6: No. 
AA, 75. 


FENCING, GUARD, GATES.—The de- 
mand for fencing, guard and gates 
hangs on remarkably well. As a result, 
jobbers’ stocks on fencing and guard 
are down to small proportions, which 
explains why some retailers are not 
getting goods as fast as desired. 

we quote from Boston jobbers’ 
stocks: 

Fencing.—Cyclone fencing, flower 
bed guard, etc., from store, 45 per 
cent discount. Direct shipments, 55 
’ cent discount, f.o.b. Waukegan, 
lil. 

Gates.—Cyclone, from store, 40 per 
cent discount. Direct shipments, 53 
per cent discount, f.o.b. Waukegan, 
1). 

Guard.—F lower bed guard, 45 per 
cent discount; trellis, 45 per cent’ dis- 
count. 

LAWN ACCESSORIES.—Jobbing quo- 
tations on the Perfect Clincher line of 
hose couplings and hose menders have 
been reduced about 10 per cent. Prices 
on other lawn accessories remain as 
heretofore. Jobbers’ stocks of lawn 
mowers are broken, but they apparently 
have a good supply of other acces- 
sories, 

We quote from Boston jobbers’ 


stoc 

onl Mowers.—Colonial, 16-in., 
$8.25 each net; 18-in., $8.63. New- 
port, 16-in., $7.75; 18-in., $8.13. Im- 
perial, 14- in., $14; 16-in., $15; 18-in., 
$16; 20-in., $17. Competitive makes, 
14-in., $5.50; 16-in., $5.75. 

Lawn Mowers. — Townsend line, 
Victory, 12-in., $11.16 each net; 14- 
in., $12.40; 16-in., $13.64; 18- in., 
$14.88; 20-in., $16.12; 22-in., $17.36: 
24-in., $18.60. Spider, 12-in., $8.46; 
14-in., $9.40 16-in., $10.34; 18-in., 
$11.28; 20-in., $12.22 Derby, 12-in., 
$7.20; 14-in., $8; 16-in., $8.80; 18-in., 
$9.60; 20-in., $10.40. Red Bird, 12-in., 
$6.66; 14-in., $7.40; 16-in., $8. 14: 
ee $8.88: 20-in., $9.62. 


Lawn Trimmers.—Popular makes, 
$15 each list. Discount, 50 per cent. 
Factory Shipment.—On direct fac- 
tory shipments up to 30c. freight on 
ten or more machines is allowed. 


© $2.95. 








Lawn Roller.—Water weighted, 18- 
in. diameter x 24 in. long, $13.34 each 
aig Be. 24-in. diameter x 24 in. long, 

Sprinklers. —Lawn, fountain, $6 per 
doz. net; fountain, ‘half circle, $5.50. 
Rain King, $2.34 each net. 


Lawn ee three-bow, 
$8.75 per doz $9. Two- 
bow wood, $6. 90: ye Bs oS. 15. Hand- 
made rakes, three steel bows, 24 
teeth, $10 per doz. net; hollow steel 
tube bows, , 

Hose.—%-in. stock Commercial, 
Si44c. per ft.; Pointer, 7%c.; Leader, 
Sc.; Vickson, 10c.; Olympia, 10%%c.: 
Good Luck, 10%c.; Bull Dog, l4c.; 
Milo, 12c. 


Couplings.—Hose, Perfect Clinching, 
$2.25 per doz. net. Hose menders, 
$8.40 per gross. 


NAILS.—Rumors have again sprung 
up of impending advance in wire nails. 
It is believed the story is based on the 
assumption that some of the jobbing 
houses are to shortly discontinue giv- 
ing special prices. 
We quéte from Boston jobbers’ 
stocks: 
Nails.—Wire, from store, $3.70 per 
keg, base; from mill, in car lots, $ 
per keg base; in less than car lots, 
Cement coated, in count kegs, 
from mill in_car lots, $2.40 per keg 
base, f.o.b. Pittsburgh; in less than 
car lots, $2.65; from store, $4.60 per 
keg base. Cut nails, from store, $4.25 
per keg base. Hardened steel floor, 
direct shipments, $8.10 per keg base; 
Western cut nails, direct shipments, 
in car lots, $3.50 per keg base, f.o.b. 
Pittsburgh; in less than car Ipts, 
$3.65. Tremont cut nails, direct ship- 
ments, $3.95 per keg, f.0.b. Ware- 
ham, Mass.; hardened steel for 
nails, direct shipments, $7.60 f.o.b. 
Wareham. 
SAW SETS.—Saw sets are in demand. 
The average order placed with jobbers 
calls for a small amount of stock, but 
the average retailer is ordering fre- 
quently. 


= quote from Boston jobbers’ 


stocks: 
paw Setts.—Monarch, No. 2, $10.36 


per doz. net; Disston Triumph, No. 
28, $13.10; Taintor, No. 7, $11; Mor- 
rills pattern, special, $15. 50: Stearns, 
ae : ’ : No. 7: 10. Bullock line, 


$12.50; No. , $27. Leach, 
. 7.60: No. 11, cS Stanley "Rule 
& Level, No. 42, each net; 
Sargents genuine Aiken, No. 1, $1.03 
each. 
SHEARS.—Certain retail dealers, who 
figured they have sufficient supplies of 
shears on hand, have found it necessary 
to reorder. Current buying is conserva- 


tive, however. 
We quote from Boston jobbers’ 


stocks: 
Shears. pe No. . « $3 each 
pet: hedge, 100L 1; No. 100, 
7-in., $1.30, 9- an, $1.65: No. 101, 9-in., 
$1.75; border, No. 104, 9-in., $3; No 
105, 9-in., $3.50. Ladies or rose, $6 
per doz. ‘net. 


SHELLAC.—Prices on large sizes of 
white and orange shellac are still going 
down. Contrasted with a week ago 
they are about 15c. a gallon lower for 
white and 10c. for orange. Revised 
prices follow: 


We quote from Boston jobbers’ 


stocks: 
Shellac.—Arange, %- "one. containers, 
$2.06 per gal.; ioe. $ 


per gal.; 1-gal., 30. 20 5- -gal., 
gal. Compound, orange, 14 -gal., 


per gal.; l-gal., $1.44; 5-gal., 


132 
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Here's the Net of It! 


This advertisement is not addressed to the distributor, jobber or 
dealer who thinks that all electric fans are about the same in quality, 
and that the only important issue is discount. 


But, to the jobber who wants a thoroughly satisfactory electric fan 
to sell to his dealers and upon which he will obtain constant repeat 
orders without complaints, and to the dealer who wants a thoroughly 
efficient foolproof product which will sell without resistance to his cus- 
tomers, which will stay sold and give perfect service thruout an indef- 
inite period of years, this ad is dedicated. 


It is for you discriminating people that we have constantly striven 
for over a quarter of a century to bring Peerless fans to their present 
perfection. It is the confidence reposed in us by you particular jobbers 
and dealers that is our incentive to constantly build better and better. 


THE PEERLESS ELECTRIC COMPANY 
WARREN, OHIO 


FANS MOTORS GENERATORS 
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Business Improving in Pittsburgh District— 
Few Price Changes Noted—Collections Fair 


(Pittsburgh office of HARDWARE AGE) at the movement in these lines. Job- 
ENERAL conditions in hardware lines are fair. Collections | bers quote: 


have improved slightly and are better than they were in 

May, which made a bad showing in this direction. The past 
week has been one of heavy rains and sunshine which set up con- 
ditions that stimulated the movement of seasonal goods such as lawn 
mowers, garden hose, lawn sprinklers and hose reels. The warmer 
weather has also developed better business in such lines as ice cream 
freezers and related wares. One of the outstanding matters of in- 
terest in the trade concerns prospective prices of automobile tires. 
Reports are current that a downward revision of prices will be made 
by manufacturers July 1. The report, while given wide circulation, 
has not been confirmed, but in any event it appears that jobbers 
and retailers have succeeded rather well in reducing stocks and are 
in a position to meet the changed condition without suffering any 
great loss, following the expiration of guarantees by producers 
against price declines. Considering the season, business is fair 
and better than it was one year ago at this time. 

The price situation on a whole is stable. Following the advance in 
the price of tin, the quotation on solder has been increased by local 
jobbers to 38.75c. There also have been increases in prices to re- 
tailers on turpentine and linseed oil, the former going to $1.01 per 
gallon and the latter to 13c. per pound. The warehouse price of 
standard galvanized sheets has declined to $5.20 base per 100 lb. 
There is an active movement in paints, but the glass trade is dis- 
appointed at the comparatively slow movement of their product, 
which ordinarily should reflect a good turnover at this period of the 
year. 


AUTOMOBILE ACCESSORIES.—The 
market for automobile accessories is | in steel bars so far has not reflected 
dull in both the jobbing and retail trade. | itself in the selling price by middlemen. 
At this season of the year these lines | Third quarter contracts still are being 
generally move at a faster gait than at | closed by the mills in view of the fact | 
present. that buyers have little or no stock on 








Tools.—Manure forks, first quality, 
long handled, $15.25 per doz.; bowed 
garden rake, 14-tooth, $9 per doz.; 
spading forks, $10.80 to $21 per doz.: 
haying forks, 3-tine, first quality, 
$12.75 per doz.; German hoes, No. 
3-0, $7.20 per doz. 

Hose.—In 250-ft. reels, %-in., 10c. 
per ft.; 5-in., 10%4c.; %-in., 1lle.; in 
50-ft. lengths, %c. per ft. higher; 
Gem spray nozzles, $6 a doz. 

g Sprneee ane. —4 qt., $6 per doz.: 

$6.60 qt. + Teese 10 qt., $8.10; 
2 an $10; te qt., $12.6 

Hose Reels. —Victor, $1: 75 each; No. 
2, $2.60: Reeleasy, $1.35. 

Pilows.—Geneva No 2, $5 each: 
Leader, No. 2, $3; No. 5, $3. 


-KEGS (WOODEN).—Demand for oak 
_kegs is good. Jobbers quote: 


Red White White Oak 
Oak Oak me Sh 
4 


5 gallon ..... $1.20 $1.35 

10 gallon ..... 1.65 1.75 2.75 
15 gallon ..... 1.90 2.15 3.15 
20 gallon ..... 2.15 2.30 3.60 


LAWN SUPPLIES.—Weather condi- 
'tions have given an added impetus to 
_ the market for lawn supplies, including 
mowers, garden hose, sprinklers, hose 
reels and other lines. Jobbers quote: 


Mowers. — Plain bearing, 8-in. 
wheels, 12-in., $5 each; 14-in., $5.25, 
ball bearing, 9-in., wheels, 14-in., 
$7.75: 16-in., $8 supreme ball bearing, 
10-in., wheels, 14-in., $10.75; 16-in., 
$11.25: 18-in., $12. 

Mower Oil Cans.—Tinned, straight 
or bent spouts, $1 per doz.; conper 
plated straight or bent spouts, $1.50 
per doz. 

Rollers.—No. 2 size, $8.50 each: No. 
4, $10: No. 5, $12.50; No. 7, $15. 

Hedge Shears. —Western, 8-in., $1.25 
per pair; 9-in., $1.40; 10-in., ‘$1. 60: 
Disston, 8-in.. $1.75: 9-in.. $1.90: 10- 
in., $2: — shears, Western, 85c.; 
Disston, $1.1 

Sprinklers. a $6 per  doz.; 
Rain King, $2. ae each: Pluvius, $1.15: 
two purpose, $1.3 


hand and specifications are expected to SCREEN DOORS AND WINDOWS.— 


Prices from jobbers’ stocks, f.o.b. | 
Pittsburgh follow: | follow closely. _Good demand continues to exist for 
er Cr. = ae me role, Ute out of jobbers’ stocks as | screen doors and windows. Jobbers 
ao ec : 4 y OLLOWS: . 
ca 7 in kee: a bs Ro Ry tg | _ Machine bolts, small rolled threads, quote: 
47c.: A. C. plugs, No. 1075, for Ford 00 and 10 per cent off list; all sizes Doors.—Standard makes, 2 ft. 8 in. 
cars, lots of less than 10, 49c.; lots cut threads, 50 per cent off list; car- x 6 ft. 8 in. plain walnut satin, $18 
of 10 to 49, 44c.: lots of 50 to 99, 42c.: riage bolts, small rolled threads, 50 | per doz.; varnished natural colors, 
lots of 100 to 200 29c.: lots of 300 or per cent off list; all sizes cut threads, $24.25. 
ome Silt ’ ” = per ee es _— Bests, bt and nV indows.—Hardwood oiled frame. 

; __ ee: per cent o ist; tire boits, an No. 1233, 12-mes ack wire, cloth, 

TE ae Pn ge <r omakes; | 10 per cent off list; nuts, hot pressed, | $3.40 per doz.; No. 1533, $3.85: No. 

list; lots of 10 to 19, 35 per cent off a pet sob c/16 11k Be “4 git: | ee $4.20; a. ~~ 35; ®t 3437, 

; 6 / | r , -in., ; in., ; metal frame n., 24- 
at lots of 20 or more, 40 per cent off in. $10; %-in., $10; bs. $8; = in.. $6.40. 

: . > in., ‘.0U; Trivets, sma wagon an 
panna ieidaetie aien eet my tinners, 69 per cent off list. WIRE PRODUCTS.—Demand for wire 

Jacks.—Millers Falls No. 145, $3.75 CAMPING SUPPLIES.—Warm weath-_ products is only moderate, but the mar- 
a Anthony line, $2.20 each. | er has stimulated demand for camping | ket has shown increased stability. 
chains.—Single, pairs, 30 per,_cent supplies and business in these lines is we quote from Pittsburgh jobbers’ 

oO St: iots o Oo airs, H er StOCKS: 
cent off list; lots of 50 ouire and seer reported to be good. Jobbers quote: Fence Wire: 
40 per cent off list. ge tg rg arg (per 100 Ib.) Annealed eepaine od 

I onion ir each; No. 2, $8.50; Justrite oO. | No. 6 to 9 gage...... $3.00 45 

pebaios HARDWARE. — Only fair) = $7¢7: No. 252, $5.67; Kampbook, No. | No. 10 ..... separ 3.05 350 
emand exists for awning hardware. | 3, ar No. 4, $7.15; No. ii $6.00; No. | Oe ME ee ek ee 2.10 3.55 

, i »| 10, 79; oy oO. OZ Uno dane ich Ces OOM 3.15 3.65 
a prices are unchanged as fol-| Canned heat, $1 doz. a Ge... cnn coeien<cs ee 3.80 
nia Vacuum Jugs, Jars and Bottles— | No. 14 ...........0.25 3.85 4.00 

Eye ends, % in., $5 per 100; % in., Little Brown jugs, $2.25 each; Alad- hy Uh secwendecnenbaaa 3.55 4.25 
$8; clamps, ™% in., $6.50 per 100; % in., | din jugs, $2.75 each; Universal jar No. | ah, 2 cveskeeseureedue 3.75 4.45 
$8: hinges, $3.50 per 100. ne $4.40 gg bottles, — or Barbed wire (per 80-rod apo): - 

eac quarts eac all stee Ss a |.) eee —° 
BOLTS, NUTS AND RIVETS.— Makers pints, $4. bg each; quarts, $5.40 each; >-point TE ROLE EE KEE 3.20 
of bolts, nuts and rivets report that 2-qt., $6.7 | 4-point cattle SER Hye Naor. 3.20 
prices are holding well and that while | GARDEN "IMPLEMENTS.—Improve- $ eho ats inn cs ae 
orders are coming rather slowly, in- | ment has developed in the market for Field Woven wire fence (per 100 
dications are that June business will ex- | garden tools as a result of rains and eet anne $39.00 
ceed that of May. The advance of $2 | warm weather and the trade is pleased ee ee ae eile 54.75 
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4. Automatic Circuit Breaker. 
5 


- Automatic Starting and Stopping of 
Electric Motor. 





Quickly, quietly, the 
motor on the new EIl- 
liott-Fisher sends the 
carriage gliding back 
and forth over the flat 
writing-surface. All 
the operator does is 


strike the keys. 


Some Elliott-Fisher Automatic Features 


1. Automatic Carriage Return Right and 6. Automatic Column Tabulation. 10. Automatic Decimal Spacing. 
Left. 7. Automatic Accumulation of Column 11. Automatic Proof of Balance Written 
2. Automatic Carriage Return Forward Totals. — Star Signal. 
and Back. 8. oo, a, seca wad 12. Automatic Audit Sheet. 
: eutrail for Cross Balances simulta- : : 
3. Automatic Line Spacing. nadien sulin ikeatanedie dadmeneindinn 13. meg Combination of Related 


of Column Totals up to 29. 


9. Automatic Elimination of Computa- 
tion in any column position desired. 15. Automatic Alignment of Forms. 


“ ; ; , 
"ie hh ah he ie oe oe oe oe oe eee 


ie i i i i ee 





14. Automatic Carbon Feed. 








Automatic! Electric! 


This new Elliott-Fisher Accounting Machine now does 
by power what was formerly done by hand 


NEW Elliott-Fisher accounting machine has 
been perfected. It retains all the features 
that have made the Elliott-Fisher the leader in 
the commercial world today. And in addition, it 
is automatic and electric. 

Now power does what hands once did. The 
little motor on the Elliott-Fisher Automatic 
Electric sends the carriage gliding quickly and 
quietly over the flat writing-surface. All the 
operator’s time is spent in actual writing—the 
hands never leave the keyboard, except to insert 
forms. 

The new Elliott-Fisher Automatic Electric is 
simple in construction. There are no compli- 





liott- 


cated attachments. It is also extremely durable 
—a quality for which Elliott-Fisher machines 
have always been noted. 


There is just one way to find out how this 
machine can be used in your accounting de- 
partment. That way is to see the machine itself 
—see what it does—see it in operation. A note 
from you and we shall be glad to furnish more in- 
formation about Elliott-Fisher machines—about 
the new Elliott-Fisher Automatic Electric—and, 
if you wish, arrange for a demonstration. Just 
write—Elliott-Fisher does the rest— just right. 
Elliott-Fisher Company, 342 Madison Avenue, 
New York, N. Y. 


ihsIner 
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Hardware Trade Active in Northwest— 
Collections Reported Fair—Prices Unchanged 


(Minneapolis office of HARDWARE AGE) 


OR the past week the skies have been pouring out wealth in 
the form of rain for the entire Northwest country tributary to 


the Twin Cities. 


While coming rather late for some sections 


of the country, the rains have gone far toward assuring a crop in 


Minnesota and North Dakota. 


are almost too late for small grains. 


In parts of South Dakota, the rains 


The hay crop for the first cut- 


ting will be rather light in some parts. 
All this is the way of saying the Northwest is practically assured 
of a fair crop—and that means commercial activity for the rest of 


the year. 


There is a change of attitude on the part of the public 


and of the dealers toward a more optimistic view of business. 
While trade has not greatly increased, it is believed that the assur- 
ance of a fair crop will make improvements in the next few weeks. 

Collections are showing up much better in the larger cities and in 
the districts of the country; especially where dairying is being fol- 


lowed there is a steady improvement. 


Stocks have been held down 


by the dealers and buying has been for actual needs to a great ex- 


tent. 


Prices are steady, with but little indication of change. 


AXES.—Sales are normal, with stocks 
ample for present call. Prices have not 


changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Single bit base 
weight axes at $16 per doz. and 
double bit base weight axes at $21.50 


per doz. net. 








BOLTS.—Demand for bolts is steady, 


with stocks well assorted. 
unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Carriage bolts at 
47% per cent; machine bolts at 50-5 


per cent: stove bolts at 75 per cent 
and lag screws at 55 per cent from 
lists. 

BRADS.—Call for brads is fair, the 





amount of building being done being 


fairly good. Stocks are well filled. 
Prices have not changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Wire brads in 25- 
lb. boxes at 75 per cent from list. 
BUILDERS’ HARDWARE.—Construc- | 


tion work is going forward at a fair 
rate, though probably not surpassing 
that of last year. Small home building 
in the outskirts of the larger cities, and 
a very good volume of construction 
work in the country, on farms and in 
the smaller cities and towns, keep the 
demand for finishing hardware at a 
good level. 

FIELD FENCE.—Sales are showing a 
good volume in this line. Stocks, while 
light in some stores, are being kept up 
to the demand. Prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 26 in. 10 ga. top 
and bottom 12% ga. intermediate 


type of fence at $30.04 per 100 rods 
with other sizes and weights in pro- 
portion. 


FILES.—Demand for files for all, pur- 
poses is even, and shows a good mar- 
ket. Stocks are well filled and prices 
unchanged. 


We quote 
f.o.b. Twin Cities: 


from jobbers’ stocks, 
Best grade files 


Prices are | 


at 50 per cent, and second grade files 
at 60 per cent from lists. 


GLASS AND PUTTY.—Call at present 
is light, with stocks being kept down to 
a low point. Prices show no changes. 


We quote from_ jobbers’ stocks, 
f.o.b. Twin Cities: Minn. prices, sin- 
gle strength glass, 83 per cent; double 


strength, 85 per cent, and strictly 
pure putty in 50-lb. drums at $4.85 
cwt., net. 


HAMMERS AND HATCHETS.—De- 





HOSE. 
ished 








mand for small tools is steady,and fair- 
ly good. Construction work is creating 


sales in this line. Prices have not 
changed. 
We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Maydole, No. 11% 
nail hammers, $12.60; Plumb No. HF- 
81, $12: Riverside, No. 611%, $12; 
Plumb Broad, No. 2 hatchet, $16.40; 
No. 2 shingling, $12.50; No. 2 claw, 
$13.75 per doz., net. 


Call for lawn hose has dimin- 
during the past two _ weeks. 
Stocks are still ample, though rather 
ragged in assortments in some stores. 
Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Competition, 
in., 3 ply, $8.25; Leader, %& in., 5 ply, 
$9.50; % in., 5 ply, $10.75; Good Luck, 
5g in., 6 ply, $10.75: Bull Dog, % in., 
7 ply, $14; Riverside, molded, % in., 
black, $14; % in., black, $12.50; red, 
gaat $14.50; 5 in., $14 per 100 ft., 
net. 


LAWN MOWERS.—Mowers are selling 
well at present, with stocks in good 
condition. Demand is at about the 
high point for the season. Prices are 
firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Philadelphia, 
styles A and C mowers at 35-5 per 
cent; Style E, 40-5 per cent; style K, 

35 per cent, and Riverside ball bear- 
ing, $8.75 each, net. 
NAILS.—Nails are moving out well 
with the present volume of construc- 
tion work under way. Stock in deal- 


ers’ hands are rather light, being held 








down to a low point, but with assort- 
ments kept up. Prices show no change. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard wire 
nails at $3.25 keg, base, and cement 
coated wire nails at 2.40 keg, base. 


PAINTS AND WHITE LEAD.—Paint- 
ing has been delayed to some extent in 
sections of the Northwest by the heavy 
wind and dust storms. Other condi- 
tions have been favorable for painting, 
however, and sales of paint materials 
are developing nicely. Stocks are well 
filled and prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: First grade house 
paint at $2.80 per gallon, in 1 gallon 
cans, and white lead in 100 lb. con- 
tainers at $13.84 cwt., net. 


ROPE.—Rope is selling well, especial- 
ly for haying purposes. Stocks are in 
good condition, with prices steady. 


We quote from_ jobbers’ stocks, 
f.o.b. Twin Cities: Best grade manila 
rope at 26%c. Ib., base, and best 


grade sisal rope at 18c. lb., base. 


SAN DPAPER.—Call for sandpaper re- 
flects the amount of building and paint- 
ing being done. Stocks are well as- 
sorted, with prices firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade No. 1 
sandpaper at $6.65 per ream; second 
grade No. 1, $6 per ream, and garnet, 
No. 1, $16.50 per ream. 


SASH CORD AND WEIGHTS.—Sales 
are showing up fairly well, with stocks 
in good condition. Prices have not 
changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade sash 
cord at 73c. lb., and second eee at 
37%c. Ib.; cast iron sash weights at 
$2.10 cwt., net. 


SCREEN DOORS AND WINDOWS.— 
Sales are beginning to show some im- 
provement, although the insect season 
is later than usual in this section of 
the country. Stocks are well filled, 
with no changes in prices. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Common screen 
doors, 2-8 x 6-8, $1.63 each; fancy, 
2-8 x 6-8, $2.44 each; Sherwood ad- 


justable window screens, 24 in., $6.40 
and Wabash extension, 24 in., $5.20 
per dozen, net. 

SCREWS.— Demand is even, with 


stocks well filled; prices are firm as last 
quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Flat head bright 
wood screws at 80-10 per cent; flat 
head, japanned, 72%-10 per cent; 
round head blued, 77%-10 per cent; 
flat head brass, 77%-10 per cent; 
a. head brass, 75-10 per cent from 
iStSs. 


WIRE CLOTH.—Demand is just fairly 
started in this section of the country 
for wire cloth this year. Stocks are 
well filled, with prices unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Black painted 
wire cloth, 12 x 12 mesh, $1.90 per 
base; alumina, 12 x 12 

per 100 sq. ft., ase; 
galvanized, 14 x 14 mesh, $2.70 per 
100 sq. ft. base, and 16 x 16 mesh, 
$3.10 per 100 sq. ft., base. 
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Everysopy But 
the Hardware Man 














Business is good this year and it was 
last year for everybody but the hardware 
man. 

Chain stores are increasing their sales 
by leaps and bounds, mail order houses 
are pulling in orders but sales for most 
hardware stores are lagging behind last 
year. 

Yes, for the last four years the sales for 
most hardware stores have stood still or 


fallen behind the year before. 


AND WHY 


Why is business good for other mer- 
chants and not for the hardware man? 


Is the hardware man losing his grip? 


Not. exactly, but he is not keeping up 
with the times in a merchandising way. 

The cigar store has “‘fired’’ the wooden 
Indian that formerly stood in front of the 
cigar store. The druggist has pushed the 
prescription case and the long rows of 
glass jars to the rear. 


But 
most hardware stores are trying to do 
business in the same old way. They are 
using “horse and buggy’ methods in an 
automobile age. Is it any wonder they 
don't get business? 


WHAT IS GOING TO HAPPEN? 


Just the natural course of events. 


The hardware man who is waking up 
to these conditions, and there are hun- 





NEW YORK OFFICE 
101 PARK AVE. 


dreds of them, are going to change their 
merchandising methods. These men will 
recover their loss. 

These men will produce larger sales 
with smaller inventories, they will operate 
a merchandising machine instead of a 
warehouse and they will show larger 
profits than ever before. 

The others will hang on until old age 
or their creditors make them quit. 


ARE YOU SATISFIED? 


If you are satisfied the rest of this mes- 
sage will not interest you. If you are not 
satisfied, let us make a suggestion that 
will not cost you a dollar nor obligate 
you to buy a thing. 


DO THIS 


Call in the Duluth representative near 
you and have a heart-to-heart talk with 
him. He is a human being the same as 
you are and one who has spent many 
hours working on the problems of hard- 
ware merchants who have stores like 
yours and who meet the same problems 
you have to meet. 

He can tell you what other merchants 
did when their business was in the posi- 
tion your business is today. Then you 
can verify his statements by writing these 
merchants. Today is the time for you to 
take this first step. Investigate, that’s all. 
Write your name in the margin and mail 
the lower part of this page to the address 
below. 


DULUTH SHOW CASE CoO. 


GENERAL OFFICES 
DULUTH, MINN. 


CHICAGO OFFICE 
180 N. WABASH AVE. 


MERCHANDISING COUNSEL — STORE PLANNING — INSTALLATION — SAMPLING 
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S and Answers 
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Question: I am planning to add a stock of tires. 

How can I tell what sizes to stock? 
C. J. C., Baltimore, Md. 

Answer: First obtain a registration list of the 
automotive vehicles in your territory. This will 
give you the name and model of the car and the 
name of the owner. Any tire company will supply 
you with data showing the sizes of tires for these 
cars. Do not stock tires for cars not in your terri- 
tory unless you are going to make a special appeal 
,to tourist trade, and that means keeping open nights, 
and tire service facilities. Probably half of the 
cars in your territory are Fords, and Ford owners 
are likely to be willing to change their own tires. 
Include in your order tire repair materials. 


Question: What means would you suggest for 

advertising our accessory department? 
R. N., Washington, D. C. 

Answer: Assuming that you mean automobile 
accessories, would suggest that you obtain a regis- 
tration list of automobile owners, select such cars 
as your accessories and tires (if you sell them) are 
made for, and use direct mail. 
county or the main road between the chief cities in 
your section can be obtained at a small price and 
imprinted with your advertisement. Unless your 
stock is complete, be careful not to say in your 
advertising that you have a full line. Tell them 
what you have and be sure that you have bought 
reliable lines of goods so that you can say so in 
your advertising. 


Question: What is the meaning of the term, 
“beats” as applied to radio receivers? J. B. K., Mil- 
waukee, Wis. 

Answer: Beats are periodic variations in the am- 
plitude of two vibrations of different frequencies, 
due to the interaction of the two. When two musi- 
cal tones of nearly equal frequency, or pitch, are 
sounded, the result is a sound, the frequency of 
which is the difference between the two original 
frequencies. In radio reception, the utilization of 
this principle is the basis of the superhetrodyne 
receiver. Here the incoming impulses, having a 


very high frequency, are converted into low fre- 
quencies by means of an audion which is oscillating 
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at nearly the same frequency as the antenna im- 
pulses. The “beats” or differences between these 
is impressed on the grid of the 
first radio frequency amplifying tube. By this 
means a very high degree of amplification is ob- 
tained in that radio frequency amplification is 
greatest when the impulses to be amplified are just 
outside the range of audibility. 


Question: Have you any information showing the 
relative quantities of paint required for brush and 
spray painting, for the same area of space? W. M., 
St. Paul, Minn. 

Answer: Tests made by Henry A. Gardner, of the 
International Association of Master House Paint- 
ers and Decorators of the United States and Canada, 
would indicate the following results: 


EXTERIOR WORK 
Previously Painted Brick Walls and Stone Cornice 





Area of Surface Paint Used Time 1 Man 
Square Feet Gallons Hours 
CO re 8,364 10.8 20. 
iy 1) 8,188 9.87 41. 
Results Calculated to 10,000 Sq. Ft. 
I i es al gia ad 10,000 12.90 23.9 
I i aie aa oe os wl 10,000 12.05 50. 
Comparative Cost for 10,000 Square Feet of Work 
Spraying 12. ey ey Sree Ge Wn dc bes rbacceeseds $51.60 
23.9 hours Labor at re hs eae ae ate ace 21.51 
$73.11 
Brushing 12 See Fe OE BGs bcc ic twewscectse $48.20 
50. hours Labor at ere ae 45.0 
$93.20 
INTERIOR WORK 
Combined Ceilings and Walls of Plaster 
Area of Surface Paint Used Time 1 Man 
Square Feet Gallons Hours 
OP 66 ccvddeeede 2,600 6.39 5.33 (544) 
DEE cax #04:660600 1,000 1.75 5.33 (5%) 
Results Calculated to 10,000 Sq. Ft. 
OFS CCC TT Ce 10,000 24.5 20.5 
ES a ee wale 10,000 17.5 53.3 
Comparative Cost for 10,000 Square Feet of Work 
Spraying 24.5 gallons Paint at $4.00.................. $98.00 
20.5 hours Labor at Pit¢sessvekees 6akune 18.45 
$116.45 
Brushing 17. 5 mmifome Petnt at S400... ccsciccccsece $70.00 
53.3 hours Labor at RR Sr ee 47.97 
$117.97 


Question: We have been informed that a glare- 
proof automobile mirror has recently been devel- 
oped. Is this correct. R. T., Chicago, III. 

Answer: Yes. A device of this kind is now avail- 
able, which relies on a new process of silvering for 
its peculiar qualities. 
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c The popular 50 watt incandescent lamp used to be 
- made in three different types—straight-sided vacuum, » 
Ec milltype and gas-filled, each one in three finishes— 
- nine distinct lamps in all. « 
c They were sold at prices ranging from 27 cents to 40 a 
c cents each—and no dealer ever had all nine lamps = 
in stock. + 
a 
c i : Now there is just ONE New Hygrade 50 watt lamp, os 
— i NEW Hy gk ide Lan nps frosted on the inside, at one price, which takes the a 
| c ceeeemnenieataiiemmmeninaiinnitnciniiiiin place of every one of these nine older lamps. = 
: "a 
c Alert dealers are using this There’s a saving here in cost of manufacture, in stock ft 
mI cardboard display stand to inventory, in time, in selling and an increase in turn- he 
g display this new line on their over. P., 
ounters and in their window. + 
“4 Siieediaean rend to Hyerade The complete line of NEW Hygrade Lamps, frosted \ 
g Pe ah on the inside, consists of 6 lamps, 15 watts, 25 watts, mel 
“ 40 watts, 50 watts, 60 watts and 100 watts. These six 
re lamps are taking the place of 45 types and sizes of 
¢ the old style lamps. 
Z s 
£ cont lamp patents S 
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New Remington Express 


Rifle No. 30 


The outstanding features of the new 
model 30 Remington Express Rifle, 
just placed on the mar- 
ket by the Remington 
Arms Co., Inc., 25 Broad- 
way, New York City, in- 
clude its marvelous ac- 
curacy, rugged construc- 
tion, velvet-like ,action, 
superior finish and fine 
balance. 
This new rifle weighs 
about 7% pounds and its 
length over all is 42% 


inches. The barrel is 
made from ordnance 
steel, 22 inch, round 
bored and rifled and 


chambered for extreme 
accuracy. The butt and 
forestock are of Ameri- 


with a pistol grip. 
forestock and grip is 
checkered and fitted with 
loops for sling straps. 

The butt plate is of 
forged steel, semi-shot- 
gun type, with milled 
corrugations and has an 
extension to protect the 
toe of the buttstock 
from damage during 
rough usage. 

The front sight is of 
the gold bead of blade 
type and the rear angle 





| 











can walnut, in one piece, | 
The | 








of the front sight base is matted to. 


eliminate glare. The sights are care- 
fully adjusted for a point blank range 
of 100 yards, and the rifle is carefully 
targeted for both alignment and group- 
ing. 

It has a. magazine of the staggered, 
box type; charged singly or from 
standard clip. Magazine capacity is 
five cartridges in addition to which one 
cartridge may be loaded into the cham- 
ber, placing six shots at the disposal 
of the shooter. 

All material used in the construc- 
tion of this new rifle is of the best 
quality for the purposes served. 





Morrill New Model Seal Press 


Charles Morrill, Inc., 100 Lafayette 
Street, New York City, has discontinued 
the manufacture of Nos. 1 and “pock- 
et” seal presses and has brought out 
in their place a new model to be known 
as the No. 1 pocket seal press com- 
bining the best features of the Nos. 





1 and pocket seal presses and possess- 
ing a number of advantages that 
neither had. 

It weighs one pound, is 7% in. long, 
has a % in. throw, will go into the 
pocket, is made of semi and tool steel 
and is interchangeable throughout. 
The dies are quickly and easily re- 
moved without taking the press apart. 
This allows the dies to be engraved 
very easily and permits the use of any 
number of them in a press, as in those 
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cases where the wording or symbols | 


are changed periodically. 

The lower die is held in place by a 
set screw, the upper die screws into 
the head and is adjustable so as to 
take any wire or cord lead seal up to 
% in. thick and 9/16 in. in diameter. 
Die less than 9/16 in. can be furnished 
upon special order. 

It is simple and has only two moving 
parts and cannot get out of order. 

This press is made in four finishes, 
cast, japanned, polished and nickeled. 
The cast is a good practical finish that 
improves with age. The japanned is 
the most popular finish. The polished 
presents a handsome finish when new, 
but will oxidize with use unless kept 
well oiled and polished. The nickeled 
presents a very handsome finish and 
keeps it under use with a minimum of 
care. 








New Perfection Level and 


Plumb Attachment 


Designed as a practical tool for me- 
chanics and workmen who use a level or 
plumb, the Modern Utilities Co., manu- 
facturer of levels, 140-142 South Second 
Street, Harrisburg, Pa., has recently 
placed on the market the Perfection 
Level and Plumb Attachment. 

Special features of this new level and 
plumb attachment are that for perma- 
nent use it may be mounted over a 


: 


SUG TARA ALA 


PLUM! 


+ 4 


we 


Price 60 





for temporary use it may be mounted 
with flush side against the board. It 
can also be used in connection with a 
carpenter’s square for plumbing and 
leveling purposes, with the aid of the 
two spring clips, which are supplied 
with each level as well as with a 2-ft. 
carpenter’s rule. 

The company furnishes a neat dis- 
play stand, containing twelve of these 
levels for displaying on the dealer’s 
counter, in an easel form. Perfection 
levels are sold only through legitimate 
dealer channels. 
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Moore White Enameled 
Household Thumbtacks 


The Moore Push-Pin Company, 113 
Berkley Street, Wayne Junction, Phil- 
adelphia, has placed on the market a 
new packing of its white enameled 
household thumbtacks. 

These tacks, 7/16 in. in diameter, 
made of best quality steel which will 


Ol @) es 
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not rust, are packed 36 to a blue and 
white box attractively printed. 

The carton containing 24 boxes, as 
shown by the illustration, is made of 
cardboard with white lettering against 
a dark blue background. This carton, 
the size of which is 7 x 3% x 2% in.,, 
was designed to meet the demands of 
the housewives for a small white tack 
to be used around the kitchen. 

Moore white enameled thumbtacks 
are used to fasten oilcloth to the 
kitchen walls or tables, shelf paper or 
oilcloth to pantry shelves, covers for 


‘card tables and netting over windows. 





—— 
a : 


2\%-in. diameter hole of 2in. notch and | 








Stanley Ready Edge Blade 
Display 


The Stanley Works, New Britain, 
Conn., has recently developed a very 
attractive display package designed 
with a view of assisting retailers in 
the sale of Stanley ready edge blades. 

The new carton, which is intended 
for both counter and window display, 
is 6% in. long and 7 in. wide. It 





contains six individual boxes, four of 
2-in. size and one each of 1% in. 
and 2% in. 

Stanley ready edge blades are at- 
tached by screws to specially con- 
structed blade holders. A plain iron 
cap of special design fits over this and 
is held in place by a cap screw. Thus 
assembled it can be applied for use in 
the regular Stanley-Bailey bed rock 
and aluminum planes. 
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‘Meet the increasing 
demand for 


“ACCO 99 


Cow Ties and 
Tie Out Chains 


This season’s sales drive home more emphatically than 
ever the value to the hardware dealer of the “ACCO” 
line. 


Cow Ties and Tie Out Chains are especially good. In 
the “ACCO” line you can offer your customers a good 
variety in chains, in choice of open and closed ring, 
and in a wide variety of sizes, weights, and prices. 
Every link “ACCO” quality, made by the World’s 
Liuiatiil - —— -: Largest Manufacturers of Welded and Weldless Chains 
for All Purposes. 


If you have these chains on hand, display them. 
They’re saleable now. If your stock needs filling out, 
get in touch with your jobber or his salesman. Don’t 
miss your share of this safe, sure, profitable business, 
which is annually becoming more important to the 
hardware retailer. 


ACCO CHAIN 
SPECIALTIES 


Made by the makers of the famous 
WEED TIRE CHAINS 
































Tenso Pattern Tie 
Out or Picket | 
Chain 









_ AMERICA 
CHAIN COMPANY. énc 
m busi 


Siness 
for your safety 
—_—___—— el 

















AMERICAN CHAIN COMPANY, Incorporated 


Bridgeport, Connecticut 


In Canada: DOMINION CHAIN COMPANY, Limited, Niagara Falls, Ontario 
District Sales Offices: Boston, Chicago, New York, Philadelphia,. Pittsburgh, 
San Francisco 











140 . HARDWARE AGE July 1, 1926 


ee 


_/Now!, 
4/oxite 


| Scythe Stones 


Se. 58 
Le eee 
2p ae " 














Dr have anticipated a big de- 
mand for Aloxite Scythe Stones 
—the hardware jobbers have plenty 
in stock and so have we. 

Your customers know and so 
do you—that the Aloxite Scythe 
Stone cuts faster, cleaner, has 
less tendency to fill or glaze and 
lasts far longer than the old time 
natural stone. And of course it 
gives the scythe or grass hook a 
much better edge, quicker. 

These are all very good reasons 
why the Aloxite Scythe [Stone 
is in such demand—a demand 
that you should be prepared to 
meet. 


Order Now from your Jobber or Direct 


» 


ALOXITE SCYTHE STONES ARE PACKED 
IN SPECIAL ONE DOZEN DISPLAY BOXES 
OR IN THREE DOZEN BULK PACKAGES 


5, Fe tes 5, ." 
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ALOXITE 


Scvthe Stones 
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THE CARBORUNDUM COMPANY, NIAGARA FALLS, N. Y. 


SALES OFFICES AND WAREHOUSES IN 


New York : Chicago : Boston : Philadelphia : Cleveland : Detroit 
Cincinnati : Pittsburgh : Milwaukee : Grand Rapids 
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: The Official Boy Scout : 
2 e cial Boy Scou : 
2 Sh ing S : 
—~< , 
> arpening Stone is s 
* ge 
: CARBORUNDUM : 
} iC 
>) Every Boy Scout in your town will want one of the Carborundum Boy Scout Sharpening Stones. iG 
8 He will want it because he needs it. ie 
5) It will put a keen, smooth edge on his Scout knife. Ke 
i ‘ , , , - 
©) It will give his hand axe a real edge so that he can make the chips fly.» \s 
“i ‘ ° ; , ° ‘ - 
6 He can use it to sharpen up his mess kit knives—for any job of sharpening that comes to the Scout. iC 
2) The Scouts’ Stone cuts quick and clean—just like every other Carborundum Stone. ¢ 
>) It is put up in a real leather belt case, bearing the official Scout Emblem. ‘9 
= = 
6 Another chance to pair up your sales! : iC 
5) When you sell a Scout a knife, or a hand axe or any edge tool for his outfit, sell him the iC 
6) officially adopted Carborundum Boy Scout Stone to keep it sharp. \e 
) @ 
>) The i 
x RETAILS FOR 65 CENTS IN U.S. A. EACH COMPLETE IN CASE. Carborundum ve 
= ORDER A DOZEN PUT UP ON THE ATTRACTIVE DISPLAY. Company Nm 
= 7 - 

= FROM YOUR JOBBER—OR USE THE COUPON Niagara Falls, N. Y.|| §é 
>) Please send____ Dozen No. 151 KS 
a ' , ‘ : P Boy Scout Stones and Display i 
=s THE CARBORUNDUM COMPANY, NIAGARA FALLS, N. Y. % 
6) : z cm ii (@ 
2 CANADIAN CARBORUNDUM COMPANY, LTp., NIAGARA FALLS, ONT. NAME - e 
> b 
x = 
x BRANCH WAREHOUSES STREET —t 
= New York, Chicago, Boston, Philadelphia, Cleveland, Detroit, ve 
& Cincinnati, Pittsburgh, Milwaukee, Grand Rapids STATE_____ = 
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mad os 
eS i re Xo 
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| ; No. 803B Butcher Knife 


Foster Bros. Cutlery 


HI hardware dealer of today is a shrewd, careful buyer, putting in stock only those lines 
that he knows will sell readily, bring satisfaction to customers and return to him a sub- 
stantial profit. 
The more careful the buyer, the more certain he is that Foster Bros. Cutlery is the proper cut- 
lery to put in stock. The reports of his customers, the opinion of his jobber, and his own per- 
sonal investigation all lead to the knowledge that Foster Bros. Cutlery is the ideal line to sell. 


The keen blades, the carefully made handles, the workmanlike, practical designs, are all the 
product of over half a century’s experience in making quality cutlery. 


Write Us for Full Information 
THE BRAND IS FOSTER BROS. 





JOHN CHATILLON & SONS 
85-99 Cliff Street Established 1835 New York City, N.Y. 





a ee FosttR Bros 
< ‘2 ' SLICER- ™ 
a | | No. 541E Cook Knife 




















We have received so many 
requests for this display that 
we are re-issuing it. One of 
the best Blade selling dis- 
plays we ever brought out, it 
will remind the vacationer 
that he needs Gillette Blades. 
Your shaving window will 
be complete. 

As we said before, it will al- 
most tap your customer on 
the shoulder. 


It will take a minute to fill out this 
coupon—a minute well spent. 





Gillette Safety Razor Co. Advertising Dept. Boston, U. S. A. 
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CUTLERY 








MERCHANDISING IDEAS 


NEW ITEMS 








Velvet Pad Selling Help 
for Your Cutlery Dept. 


Pocket knives, razors, scissors and 
all other individual pieces of cutlery 
are nice to look at and easily displayed. 
A small felt or velvet pad about 10 
inches square placed conveniently on 
top of your cutlery showcase will 
prove a real selling aid. It should be 
a jet black or dark green so that the 
shining cutlery items will give a decided 
contrast when you lay an individual 
piece on top for the customer’s inspec- 
tion. You never saw a jeweler offer a 
prospect a pin, watch, brooch or ring 
on the bare glass top of his counter. 
Cutlery items are the jewelry items in 
the hardware store and should have 
this touch of style and dignity. Your 
local dry goods man will supply the 


velvet or felt. Velvet is better, and | 
looking. Many manufacturers | 


richer 
supply such demonstration pads. They 
are handy and look well. . 


New Five Piece Carver Set 
by Ontario Knife Co. 


One of the most recent additions to 
its Never Stain line of stainless steel 
cutlery known as a five piece Never 
Stain Carver Set has recently been 
placed on the market by the Ontario 
Knife Co., Franklinville, N. Y. 

This set contains two Never Stain 
knives, two nickel plated forks and a 
hand cut sharpening steel. All pieces 
are equipped with specially selected 
natural finish genuine stag handles, 
sterling silver mounted, and the set 
packed in an attractive cloth lined dis- 
play box. The 9 inch and 7 inch blades 
are scientifically tempered and hand 











ground on natural grindstones under 
water to a true, keen, lasting edge. 
They are highly polished by hand to 
give them the finest finish possible. 

The large size fork is equipped with a 
guard, while the small fork is made 
without a guard to go with the 7 inch 
knife. Both forks are nickel plated 
and highly polished. The steel is made 
from high carbon steel and hand drawn 
with longitudinal scoring to give the 
finest type of sharpening steel. It is 
tempered extremely hard, so that it will 
give many years of satisfactory use. 
The display box used is covered on the 
outside with the green wave paper and 
lined on the inside with a high grade 
of cloth. Wood block mountings are 
concealed under the cloth to position 
the knives within the box. 





Bon Ami Removes Stains: 
Handy for Cutlery Dept. 


Cutlery makes its best appeal to buy- 
ers when shiny, bright and new in ap- 
pearance. Often a grease smudge on 
a piece of perfectly good stainless steel 
cutlery will spoil a sale. The grease 
has a way of settling, so that it looks 
like a permanent stain. Fred Hinch- 
man, talking to the Manhattan and 
Bronx Association recently, said: “Keep 
some Bon Ami handy in the cutlery 
department. Whenever you see spots 
or smudges on the stainless steel 
pieces, clean them off with solvent. It 
will not scratch but will leave the cut- 
lery piece looking new, shiny and 
bright.” You can obtain Bon Ami in 
cake or powder form at your nearest 
grocer. A damp cloth is all that is 
needed to apply this cleaner. A piece 
of chamois is handy to shine up all 
kinds of cutlery items. 


At the left—The 
new five piece 
carver set made by 
Ontario Knife Co. 
It is made of stain- 
less steel. 


At the right— * 

Combination stain- 

less steel fruit 

knife set made by 

The Burns Mfg. 
Co. 








English Firm Makes Blades 


for American Safety Razors 


Darwin & Milner, Ltd., Fitzwilliam 
Works, Sheffield, England, has an- 
nounced its intention of entering the 
American market this fall with a full 
line of safety razor blades to fit Gil- 
lette, Gem, Eveready, and other stand- 
ard American safety razor holders. 





Razor Company Will Move to 
Own Plant in Conn. 


‘| BE Magazine Repeating Razor Co., 
285 Madison Avenue, New York 
City, manufacturer of the Schick Re- 
peating Razor, has purchased a large 
plant and tract of land at Sound Beach, 
Conn. The property was formerly 
owned by the Dalton Lathe Mfg. Co. 
The plant was constructed in 1920 on 
seven acres of land bordering on the 
main line of the New York, New Haven 
& Hartford Railroad. In addition to 
the main factory building, there are 
administration, engineering and garage 
buildings. The Magazine Repeating 
Razor Co. has been manufacturing in 
a leased plant in Newark, N. J., and 
will move to the Sound Beach, Conn., 
property shortly. 





Combination Fruit Knife Set 
of Stainless Steel 


The Burns Manufacturing Co., Syra- 
cuse, N. Y., has recently placed on the 
market the Burns* Combination Fruit 
Knife Set with patented serrated edges. 
The set, which is packed in a display 
box, contains a slicing knife and a 
grape fruit knife made of stainless 
steel. 

The slicing knife is especially adapted 
for use in slicing oranges, lemons and 
all kinds of fruit and vegetables, while 
the grape fruit knife, as its name im- 
plies, is for grape fruit, although 
usable on other fruits and vegetables 
as well. The heel of the blade is for 


use in peeling and the point is for 
culling. 














144 HARDWARE AGE 





July 1, 1926 


No, Sir! the Customer Isn’t Always Right, 
Says Leo Pickens, Who Sells Plenty of Cutlery 


other dealer in a certain eastern town, has 

a way of telling the complaining customer 
that he’s “just a little wrong” that gets even more 
good-will for the store and nationally advertised mer- 
chandise than by merely adjusting the affair on the 
basis that the customer is always right. 

Here’s Leo’s own story: “I do my best for my 
customers, but I get tired of pretending to myself 
that the other fellow is always right. I’ve always 
felt there must be some way to impress on the man 
who comes back to me with a knife or a razor or a 
pair of scissors that he thinks ought to be replaced— 
that maybe it was his fault they proved unsatisfac- 
tory. Now, I think, I ’ve found a way. 

“A few days ago a man brought back a knife that 
he’d had a month. The blade was broken. ‘I really 
don’t think it should have broken that soon,’ he told 
me, ‘but I'll leave it to you whether the manufac- 
turer ought to make good. He advertises a guar- 
antee.’ 

“Well, there was only one thing to do, and I did 
it. I told the manufacturer, and, as usual, he told 
me to go ahead and replace it. But, and here’s the 
point—instead of putting another knife in the cus- 
tomer’s envelope and just passing it out to him when 
he returned, I wrote on the envelope: ‘Give this cus- 
tomer a new knife from stock.’ 


EO PICKENS, who sells more cutlery than any 


“Then, when the man came back, I took out the 
envelope, let him see what was written on it, and 
went to the showcase to get him a shiny, new knife. 

“Here’s the result: The man realized that the man- 
ufacturer was not merely putting a new blade in the 
old knife, but was actually giving him another one. 
The customer was immensely impressed at the 
thought that the manufacturer would go to such 
great lengths. Then I took the opportunity to tell 
just how careful the customer should be not to strain 
the blade unduly. ‘Probably,’ I said, ‘you twisted the 
old blade too much. Go gently with this new one and 
it will last for years.’ 

“That impressed on the customer the thought that 
perhaps he had been just a little bit wrong in asking 
for a new knife. It also impressed him with the fact 
that here was a store that was willing to make good 
even though it hadn’t been at fault. Altogether, that 
man left the store with the feeling that he’d been 
treated pretty well. Instead of just having been 
handed a knife in a matter of fact way, he’d been 
shown how far our store and the manufacturer of 
this nationally branded knife would go to make a 
satisfied customer.” 

I’ve been passing the idea on to my dealers who 
have been trying in vain to find some way to capi- 
talize on customers who complain.—Meredith’s Mer- 
chandising Advertising. 








Bello Sharpening Machine 
for Gillette Razor Blades 


The Bello sharpening machine be- 
ing distributed by George Walter 
Davis, 258 Broadway, New York City, 
is for sharpening Gillette razor blades. | 


handles are 
forgings. 


sessing the 
toughness. 


cutting edge. 





Remington Completes Line of Sheath Knives Adding These 


Six New Models 


EMINGTON ARMS CO., INC., 25 Broadway, New York City, announces 
six new modeis added to its line of Sheatn Knives. 

the line according to the company’s recent announcement. 
for sportsmen’s use for hunters and trappers. 


This addition completes 
They are designed 
All of these knives and the 


- other six which make up the line of twelve patterns, were tried out by practical 


trappers and hunters before being oftered to the trade. 
The blades of all Remington sneath knives and tang extending through the 


solid one-piece 
The blade steel is 
high carbon manganese pos- 

strength and 
Each blade pos- 
sesses a strong, durable, keen 
These blades 
range from 3% to 8 inches. 

The handles are of three , 


Each machine is furnished with a tube 
of Bello paste, which should be applied 
to the rollers once a year. The machine 
with tube comes in a neat box. 

To operate, slacken the lock nut, draw 
out handle to full extent, tighten lock 
nut and insert blade in blade holder. 
The latter part slides out easily for the 
insertion of the blade, which is held 
secure by clips. The slide is revlaced 
with the blade and the handle swung 
back and forth ten or fifteen times to 
sharpen for shaving. The machine is 
held in the palm of the left hand and 
the handle swung with the right hand. 
It is claimed that razor blades will 
have a long, useful shaving life with 
this machine. 


Reading matter continued on page 146 


kinds, solid hard rubber, Novo- 
Stag, and laminated sole 
leather, colored hard fiber and 
brass discs. All are specially 
shaped to give a firm easy 
grasp. The knives known as 
RH28 and RH29 have handles 
made of solid hard rubber, the 
same material that butt plates 
on most gun stocks are mad? 
of. On the knives RH290 and 
RH320 the handles are of 
Novo-Stag. RH30 is a Bowie 
knife with an American stag 
handle. RH38 has a lamin- 
ated sole leather handle with 
an eight-inch blade. 
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THE BETTER STAINLESS CARVERS 
SHARP as wett as STAINLESS 





No. X 103—9” and 7” Five Piece Carver Set. 9” 
and 7” blades of “Never-Stain” Steel, ground to 
a keen edge on natural grindstones. Two nickel- 
plated Forks, one with guard. Hand cut steel. 
Selected, genuine stag handles. Sterling silver 
ferrules. ‘Cloth-lined display box. 


THE ONTARIO KNIFE CoO. 
Franklinville, N. Y. 
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“Anchor” Brand Kitchen Sivas 
STAINPROOF 


Place this display box on your counter or show 
case and watch these assorted kitchen knives sell. 


No better knives made for kitchen use and they’re 
absolutely stainproof. 
Your jobber will supply you. 


iD LAMSON & 
es: (a) _ GOODNOW MFG. Co. 
Gee) = Shelburne Falls, Mass. U. S. A. 


New York Office—36 Warren St. 


Boston, 7 Water St. Chicago, 1732 Republic Bldg. 
St. Louis, Victoria Bldg. San Francisco, Wells Fargo Bldg. 

















Hyco Brand Cutlery 
meets every practical 
kitchen need. 


Made by cutlery ex- 
perts. Backed by fifty 
years experience. 

Stainless or carbon 
steel. Black, white-glazed 
or friction-burnt maple 
handles. 

Ask your jobbing con- 
nections about this qual- 
ity line. 


HYDE MANUFACTURING 
COMPANY 


Southbridge, Mass., U. S. A. 








“GENCO” 
Grapefruit Knife 


That “something different’ 
which means a sale 


QMmMmm™Zz—=pAan 





Beautifully finished blade. 
Handle of smoothest rubberoid. 


SHARP LASTING 
Order from your wholesaler. 


GENEVA CUTLERY CorpP., Geneva, N. Y. 
“Honest Workmanship on Fine Steel” 


























146 HARDWARE AGE July 1, 1926 


French Cooking Knife Used by Chief Oshkosh Considered 
a Sacred Relic by The Menominee Indian Tribe 


bg sags geal Meee oy HIEF OSHKOSH of the Menominees, the Indian whose name was 

CC) taken for the city of Oshkosh, Wisconsin, prized highly his French 

model cooking knife, reproduced on this page through the courtesy 

of the Stillman Hardware Co., of that city who sent the photograph to 

Lamson & Goodnow Mfg. Co., Shelburne Falls, Mass., when it was 

learned. that the knife was made by this company about 1845. The 
picture shows clearly the manufacturer’s stamp. 


Chief Oshkosh Day is May 25, the anniversary of the naming of the 
Wisconsin city. The knife and a few other relics are now in the Osh- 
kosh museum in that city. The knife was used by the famous chief 
up until his death in 1858, then it was held as a sacred relic by mem- 
bers of his tribe, until it recently became part of the museum exhibit. 

Each year on May 25 a half day holiday is declared in Oshkosh. 
Parades and pageants are held and the entire city decked out in gala 
fashion. The Chief’s picture and his beloved French cooking knife are 
reproduced because of the human interest behind this particular cut- 


lery item, which today is a popular seller in all modern hardware stores. 





SHKOSH (“his hoof” or “his nail”), head chief of the Me- 
nominees in first half of Nineteenth Century, born 1795, died 

1858. Oshkosh became a warrior when seventeen years of age, 
being one of the hundred of his tribesmen under Tomah, who joined 
Col. Robert Dickson of the British army and participated in the 
capture in 1812 of Fort Mackinaw from the Americans. Also was 
with the party who made an unsuccessful attack on Fort Sandusky 
in 1813. 

Oshkosh is described as having been of medium size, possessing 
good sense, ability and bravery. 

His name is also written Oiscoss, Oskoshe, Oshashe. 

At the right is the French model cooking knife used by this 
famous Indian chieftain up till the time of his death in 1858. The 
knife was made in 1845. 








‘ 


County Fair Carnival Time Will Soon Be Here Offering Merchants 
Cutlery Display Opportunity 


lie. A aati 


ARDWARE merchants will find 

that the annual county fair 
carnivals will offer a real selling 
opportunity for the cutlery depart- 
ment. This booth, used by John 
Chatillon & Sons, New York City, 
at the recent Philadelphia conven- 
tion exhibit, offer dealers a real 
display idea for showing cutlery at 
county fair grounds. The panel 
boards used in this display would 
be equally as valuable and attrac- 
tive in your window and for use 
in the cutlery department show 
cases or wall displays. Note the 
wide assortment of kitchen and 
other knives. 





Reading matter continued on page 148 
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Display Stand Known as Reliable for 


f re e With Easel over Fifty Years 


for Window or Counter 


With Orders 
We fh 
sep: -in Ve hip 


for Vaughan 
irene Toons Ve Chie’ “Ene Tools 








Kitchen 
Vaughan’s new Si- 
lent Salesman is 
the most attractive 
merchandise dis- 
play stand ever pro- 
duced for Kitchen 
Tools. With Easel 
Back, attractive in 
design and color 
com nations ; 18 


inches high, 15 
inches wide, it car- 


i ix kitchen , ‘ ° 
Tools and sells The bobbed hair fad is at its peak 














them. k : 
is: Shigten —take advantage of it. 
stand is a new . ; ' ‘ 
way, to sell Kitch. Priest’s Tiger and Shaver are ideal 
in’ cont tteby for keeping the cropped hair short. 
increasing _ your The daintiness and light weight of 

gent frea with orders for Vaushen-Made Kitchen Tools, the these clippers always attract women 

We make perfect Kitchen Tools for you, and help you sell customers. 

them. That’s why Vaughan Kitchen Tools will make friends 

and profits for you. Remember Priest quality and 

Write for Free Samples service are back of every clipper 
Vaughan Novelty Manufacturing Co. 
3211-3225 Carroll Avenue Chicago, Illinois eet * Bony gee MFG. CO. 














RADIUM BLADES 


CHRAD E CAF ETY in the New Display 
Push Button tnife Carton for the Dealer 
Attractively printed in 


C gop black and red. Takes 

jin \ dh igket $72 little space on counter. 

Holds 10 packages of 10 

blades, or 20 packages of 

5 blades each; handy to, 

reach; easy to keep 

stocked, and helps cus- 

tomer to buy. Send for 
the new carton. 





OTTO ROTH, Inc. Radium 
The Radium Cutlers . ry 


—* ety 11-15 E. Runyon St. Newark, N. J. Type Frames 








= RAZOR BLADES 


*) 
. a f | 
Sure to sell on sight. ¢ ]' y Di 4 
Absolutely safe in pocket and in use 7 ‘ ei , 


) convenience you cant beat i. 
Easily operated with one hand. 

The safety slide locks the button. 

Y ov can't afford to be without it. 
eR tie KNIVES — Xi 

r YSTER 

eave FVERLASTINGLY SHARP manic PRUNING S UBBER 

HANGERS’ Send for .Catalogue A ’ 

Paper Hangers’ Knife 














Schrade Cutlery Co. 


of Superior Pocket Knives 

Factories: Walden, N. Y. someer™ ™. ¥- 
Main Office: Walden, N. 

ORDER THROUGH YOUR JOBBER ba DIRECT 





Robert Murphy's Sons Co. 
Ayer, Mass. 
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Stove Bolt Price List 


Compiled for Hardware Age by M. M. Godschalk 


EX PLANATION—List prices are in accordance with latest revision of 1923. Knowing your cost on these sizes 
and knowing the margin you wish to make on bolts, you can readily determine a price for any desired quantity. 
For example: On 5/16 inch bolts, % inch in length, let us assume you buy at a 60 per cent discount, and that you 
wish to sell at 33% off list. You would find the % inch column and run along it until you were under the 33% off 
list discount, which in this case would be 120—-your selling price. Should you on the same number have a quantity 
order, you could quote 40 or 50 off list by the same method. In this case the quotations swould be 108 and 90 


respectively. List prices are per 100. 









































































































































































































































































































































































































































































































































STOVE BOLTS, Round or Flat Head STOVE BOLTS, Round or Flat Head 
(5/16 inch diameter) (34 inch diameter) 
| | | DISCOUNTS | | | | DISCOUNTS 
Length | List | -° |. ‘ ig | | paw were | Length | List 
| 5 10 | 20 | 25 | 33% | 40 | 50 | 60 | | 5 | 10 | 20 | 25 | 33%] 40 | 50 | 60 
a Kw | hdl _ |_158 | I £0 1382 | I 17 in 105 | “ 88 | - sind | x | _ 200. intcadl i Recall | 212 199 177 159 133 106 
% 180 | 171 | 168| 144| 135| 120] 108| 90| 72 % 275 | 262/| 248| 220] 207| 184] 165| 138] 110 
~ 1 | 185| 176] 167] 148| 139] 124] 111| 93] 74 -— 285 | 271 | 257/| 228/ 214| 190] 171] 143] 114 
1% | 190] 181 169 | 152| 143 | 127 14 | “95 | 76 kK 295 | 281] 266| 236/| 221| 197| 177| 148] 118 
im | 195] 186| 176] 156| 147| 130] 117| 98] 78 arty 305 | 290| 275| 244] 229] 204] 183] 153] 122 
1% | 200] 190] 180| 160] 150] 133| 120} 100; 80 (1% 315 | 300| 284| 252] 237| 210] 189] 158| 126 
1% | 205| 195 185° 165 | 155 | 137° 123° 103 | 82 1% | 325] 309] 293} 279| 245] 217| 195] 163 | 130 
1% 225 | 214| 203] 180! 169| 150] 135| 113| 90 134 345 | 328] 311 | 276] 259| 230] 207] 173] 138 
2 245] 233] 221] 196| 185| 164] 147] 123/ 98| | 2 385 | 366| 347| 208| 289| 257] 231| 193| 154 
2% | 260] 247| 234| 208] 195| 173| 156] 130] 104 9M 405 | 385| 365] 324] 304] 270] 243] 203| 162 
2% | 275] 262 248 | 220 | 207| 184| 165| 138] 110 2M 425 | 404] 383] 340] 319| 284| 255| 213| 170 
2% | 290| 276] 261| 232] 218! 193| 174] 145| 116 24 | 445| 423| 401] 356| 334| 207] 267| 223] 178 
~ 3 | 305] 290] 275| 244] 229] 204| 183| 153| 122 3 465 | 442| 419| 372] 349| 310] 279| 233 | 186 
31%, | 340| 323] 306| 272| 255| 227|] 204| 170] 136 3% 515 | 489| 464] 412| 387| 344] 309] 258] 206 
a 370 | 352 | 333 306 | 278 | 247 | 222, 185 | 148 4 565 | 537| 509 | 452| 424| 377] 339] 283] 226 
4% 400 | 380| 360] 320) 300} 267 240} 200} 160 4% 615 | 584] 554 | 492] 462| 410] 369] 308| 246 
5 440 | 418 | 396 | 352 | 330| 204 | 264| 220] 176 5 665 | 632| 599| 532] 499| 444] 399| 333] 266 
* 5% 480 | 456 | 432] 384] 360| 320] 288| 240| 192 5% 715 | 679| 644| 572| 537| 477] 429| 358] 286 
6 | 520] 494 | 468 | 416 | 390° 347 | 312| 260] 208 6 765 | 727| 689] 612| 574| 510| 459] 383] 306 
STOVE BOLTS, Large Head, Round or Flat STOVE BOLTS, Large Head, Round or Flat 
(5/32 inch diameter) (44 inch diameter) 
| | DISCOUNTS _ DISCOUNTS 
war. ie tT Te i | | Length | List 
| 5 | 10 | 20 | 25 | 33%] 40 | 50 | 60 | | 5 10 20 25 | 33% | 40 50 60 
% | 60] 5s7| 54| 48| 45] 40] 36; 30] 24 | | % 60] ‘57| 54| 48| 45] 40] 36| 30] 24 
% | 60| 57| s5t| 481 451 401 36| 30 ® si | om 60| 571 54] 48] 45] 40! 36] 30|~ 24 
% | 60| 57| 54] 48| 45| 40| 36| 30| 2| | & 60| 57| 54| 48/ 45] 40] 36] 30] 2 
% | 60 87 ey Z | 48 45] 40° 36 | 30) sua Ey | | % 60| 57] 54| 48] 45| 40| 36] 30] 24 
% 63 60 57 | 51 48 42 38} 32 25 | | % 63 60 57 51 48 42 38 32 25 
1 63| 60| 57| 51| 48| 42{ 38) 32] 2] | 1 63| 60| 57] 51| 48] 42] 38] 32] 25 
1% | 67| 64| 61] 55| 51| 45| 40| 34| 27] | 1% 67| 64] 61| 55| 51] 45| 40| 34] 27 
1% 70| 67| 63] 56| 53] 47| 42] 35] 28 1% 70| 67| 63| 56] 53| 47] 42] 35| 28 
13% 741 71| 67| 60| 56| 49| 44] 37/|~ 30  . 74| 71| 671 60| 56| 49| 44] 37/|~ 30 
1% 77| 74| 69| 62| 57| 53| 46] 39| 31 ae 77| 74| 69| 62| 57| 53| 46] 39| 31 
1% sa{ so! 76| 67| 63| 56| 50] 42] 34 
| Copyrighted 1926 by Hardware Age 
2 91| 86] s2| 73| 67| 61| 55| 46| 36 



































This is the eleventh installment of a complete series of bolt prices to be published weekly. 


Reading matter continued on page 151 
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Bath Room Fixtures 


Appeal to Women Because 
They Are Beautiful 
and Durable 


Appearance always appeals to a 
woman. When durability is com- 
bined with beauty as in RINGS Fix- 
tures, the combination is irresistible. 


This line embraces over 300 differ- 
ent items. Everyone is made of the 
only practical metal for bathroom 
fixtures—solid brass, and finished in 
either pure white or brilliant nickel. 


Put in a display of RwWeco Fixtures 
—if you want to catch the eye and 
the interest of the woman buyer. 
Send for Catalog. 


AMERICAN RING COMPANY 


Waterbury Connecticut 


Branch Offices: 
Boston—!70 Summer St. New York—2 Hudson St. 
San Francisco—!1!16 New Montgomery St. 
Chicago—29 E. Madison St. 
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No. 2510 


A GOOD BIT BRACE 


Its chuck must be able to grip and center accurately 
small twist drills or to take in a large size bit brace shank 
and hold it securely while the bit forges through hard 
wood. 


If ratchet equipped the shift should be convenient and 
efficient, the dogs and ratchet teeth powerful and clean cut 
so as not to slip or strip under the hardest kind of work. 


The sweep should be heavy enough not to bend or give 
under the hardest strain. The handle should run freely 
between collars that can be adjusted from time to time. A 
good big head must be provided if heavy work is to be 
accomplished with any comfort. 


The thrust must be taken care of by a protected bear- 
ing that reduces the friction to a minimum. 


Goodell-Pratt Braces have all these requisites in pleasing 
design and exceptional finish. 


Goodell-Pratt Company 


eLoolomiths 


GREENFIELD, MASS., U. S. A. 


GOODELL-PRATT | 
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Pleasing window display of tools in the store of the Baltimore Hardware Co., Baltimore, Md. This firm’s tool de- 
partment has proved one of the most successful in the store and the Baltimore Hardware Co. makes a specialty of 
frequent window displays 


The Tool Department 


Little Things About Some Tools 


By Don Thatcher 


is occasional reference to small things about 

the purpose and use of tools that they may 
think everyone should know, but when they stop to 
realize that about 60 per cent of the men back of 
hardware counters are new since the war, they will 
be patient, if only because their own experience has 
convinced them that while men learn about tools by 
handling and reading about them, no one can learn 
all about the tool business through any correspondence 


course. 


Si of the old timers may wonder why there 


Absorbing Information 


The tool, and for that matter, most of the hardware 
business is learned by absorbing information during 
our daily work. 

Surprising though it may be, during one week I 
have talked with fourteen men working in hardware 
stores who did not know that the ordinary marking 
gage with slide is used for marking wood to be mor- 
tised. Others did not know that try squares are in- 
tended for measuring and marking right angles, nor 
that mitre squares, in addition to doing all that a 
try square is intended for, can also be used for 
marking mitres because the upper end of the stick 
is cut with a 45 degree angle. 

Others could not tell the use of a compass saw, 
and seemed interested to know that after boring a 
hole with brace and bit, to permit of getting a start, 


compass saws can be used for cutting circles, curves 
and irregular shapes. Also for starting the work in 
flooring, siding and other places before there is room 
to use a hand saw. 

The foregoing are but a few of the many funda- 
mental parts of the selling division of the tool busi- 
ness one will find missing as they converse with 
men in hardware stores. It seems that neither man- 
ufacturer, jobber nor retailer are paying much at- 
tention to teaching the newcomers. Where there are 
local hardware associations, such as exist in many 
of our larger cities, it might be worth while consid- 
ering giving a 100-hr. course on tools, breaking this 
course up into fifty sessions of two hours each, dur- 
ing one evening of fifty weeks. 


Meeting Place 

At a meeting place free of the interest or influence 
of any one store, preferably the lecture room of the 
Y. M. C. A. or a similar place, the clerks and em- 
ployees eligible for this course could meet the rep- 
resentatives of manufacturers of each division of 
the tool industry. Manufacturers will be glad to 
cooperate in this work in the broadest way; they 
would send men who are instructors rather than 
salesmen, so the advertising of that particular man- 
ufacturer’s brand would be held to the minimum. In 
fact, should any manufacturer’s representative so 
far forget himself as to talk about Jones’ saws or 
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Smith’s hatchets, instead of saws and hatchets as 
articles of commerce regardless of name or brand, 
that representative should be interrupted by who- 
ever has charge of the meeting, dismissed, and his 
breach of spirit reported to his employer. 

The conduct of a course of this kind could be 
handled so that every employee would covet the 
privilege of attending these talks about tools. They 
can easily understand that their earning power may 
be increased through knowledge obtained at these 
meetings. 

I inject this thought about earning power, as I 
regard it as one of the vital questions of the hard- 
ware business, whose employees are constantly meet- 
ing men of the trades, whose foundational education 
is below theirs—yet these men are receiving more 
money for their labor or efforts than are the ma- 
jority of men, of better education, who are back of 
hardware counters. : 

This constant slap in the face, forceful reminder 
of comparative earnings, blow at pride, or whatever 
one chooses to call it, has an influence upon the 
turnover of employees, which as far as figures are 
available show has been much greater during the 
past five years than ever before. 

Because of the very nature of our business, we 
require men who will remain in it; they have to be in 
some time to be of real service. That is merely an- 
other way of saying we have to find the way to make 
it worth their while to remain in it—SATISFIED. 

I inject this thought in a tool article because tools 
can be made the most profitable part of the business 
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of many hardware stores—and the merchants who 
are fortunate enough to have employees who know 
tools, want to know more about them and are in- 
terested in selling them, ought to be glad to pay 


_ these men adequately. Tool brains plus willingness 


and ability to make the resale are worth many more 
times any amount of putty brains. 

But, back to the subject. Talking about gages 
brought forth inquiries about one of our very small but 
important tools, bit gages. I am ashamed to tell you 


how many men out of twenty know anything at all 


about bit gages, for which, on account of the in- 
crease in fine work which demands accuracy as well 
as the avoidance of waste, there is an ever increas- 
ing sale for. | 

Bit gages sell for a very small amount, yet you 


might as well have the margin on the many sales that 


can be made. They are small tools or attachments that 
can be fitted to any bit up to one inch in size, to 
regulate the depth of the bore. When bit gage is 
properly set, the bit will automatically stop boring 
when the desired depth is reached and the gage 
will not injure the surface of the wood. A good tool 
to have where accurate boring is desired. 

When it comes to knowing the kinds of files re- 
quired or best for each kind of work, notwithstanding 
that files are one of our commonest used tools, the lack 
of knowledge about their use seems so great that 
while the subject cannot be fully covered in one 
article in another I’ll say a few things about the use 
of standard patterns. 





Stanley Rule Display 


The assortment, packed complete, 


weighs 8% pounds and includes the 


in. in diameter and the truck itself is 
made in one piece, of half-inch wrought 
iron pipe. 


following numbers: boxwood, caliper, 
Assortment No. 145 | zig-zag and zig-zag hook rules. 


An excellent metal display, contain- 
ing an assortment of Stanley boxwood 
and zig-zag rules, has recently been 
brought out by the Stanley Works, New 
Britain, Conn. 

Rules for all purposes are included 
in the assortment which is designed 
for both counter and window display. 


ee 





STANLEY 





Ash-Barrel Truck for 


Home Use 


The Baker Manufacturing Company, | . 
manufacturer of all-steel ash-barrel fete came Rig wp oem bigs ane See 
trucks and indoor chemical closets, 105- | .ounter display sign, showing on sate 
107 Commercial Street, Lynn, Mass., | cidefold the firm’s line of push-pins 
is now marketing the Bako one-piece | , 
all-steel ash-barrel truck, designed es- | 


Moore Push-Pin Display 
Stand 


| The latest dealer help from the 
| Moore Push-Pin Company, Wayne 














It will be noted from the accompany- | 


ing illustration that the mirror-back 
doubles the merchandising effect of 

















on the other side the push-less hangers 
and in the center, the uses of Moore 
push-pins and push-less hangers. 








the display, as well as adding mate- 
rially to its general attractiveness. 


_ These signs measure 13% x 17% 
in, at their widest points, and are at- 


Rubber domes are placed on each | pecially to carry ash barrels up or |tractively lithographed in twelve col- 
corner to prevent the display assort- | down steps and over rough or icy | ors to reproduce the illustration in all 


ment from marring the counter or | ground. 
show case. 





their naturalness. The striking colors 





The wheels of this truck are 15% | also serve as attention-getters. 


Reading matter continued on page 154 
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Now You Can Sell More 
Gite Giant Screw Plates 











This handsome all metal display rack 
with its four popular screw plates is 
not only a good sales proposition, but 
it’s a better buy. 


Screw plates, especially G@Gant 
Plates, are good, staple, non-deterio- 
rating merchandise. Every hardware 
man knows it — every hardware 
man sells them, but mighty few let 
their customers know about it be- 
cause screw plates are big, clumsy 
things to display. 





















But our new all steel rack takes 
care of that. It’s solid, un- 
breakable, yet fairly light, and 
only occupies a couple of feet 
of floor space. 


Stes etter n% os : 





Write today for our special 
price. You will be surprised. 
We urge you to act now 
because we have many 

+. 


orders on hand and when / 
, 4 


our supply of racks is , 
disposed of, our 


= =-4 special price will . 
Seen be withdrawn. , @TD 
: * CORP., 


= 
, oe Greenfield 
Use this a Mass. 


° 
coupon. o Let me have 








- your best price 
»? on the new No, 157 
¢ 
eo Little Giant 






GREENFIELD § TAP AND DIE 
CORPORATION 


GREENFIELD, MASSACHUSETTS 


F = 
Pg Screw Plate assortment. 
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Write a Postal Story and Receive One Dollar 
Here Are Eight Good Examples and Ideas 


The Treasurer of HarpwarE AGE Has One Dollar Checks for the Authors of All 
Published Postal Stories— Send as Many as Y ou Like to the Postal Story Editor 
of HarpwareE Ace—He Will See That You 


Receive One Dollar for Each 








Pipestone, Minn, 
May 15, 1926 


We made a special drive since the first 
of the year to get our share of the ridge roll 
business, and done it in this way. First, I 
instructed my clerks to suggest ridge roll to 
every one buying shingle nails. -n that way sold 
about three out of five.Our ridge roll sales are 
more then double of former years. 
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Our sales on bath room fixtures have been 
doubled since we made an open display on a 
cabinet board -ORANGE BACK GROUND - Pad- 
locks we display in the same manner, about 
50 patterns. 

These boards are placed on cabinets holding 
the stock and in a part of our store that 
is visited by most of our customers and 
where they cannot fail to see and handle 
them. 
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We find we have increased our fishing 
business considerably by havine 2 card in 
the window stating thet we are offering a 
"Free Bait" for every five pound fish caught. 
The fish to be displayed in our window with 
owner’s name ani bait he used. 


Aberdeen Hardware Co. 


, 


OV Rd Chee Cre 
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In the month of February, 1926, we 
took out all our counters, put a new nail 
counter into the rear of ow store, com- 
pleted the eighty feet of new shelving 
and sampled every door with new hardware. 
Our sales heve greatly increased since on 
shelf and builders’ hardware. We and our 
customers are very much pleased with the 
change. Business is good. 


Yours very truly, 


F. He Retzlaff & Sons a 





















Any Short Story Ever Told Could be Boi 


Reading matter 





led Down and Completely Written on a Post Card 


continued on page 156 
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Carpenters Buy It Just for the 
Nail Holding Feature 


DROP Ao om 
FORGED . 










The Claw 


HAMMER Holds 
With the RED — 
Band Nails 








Show the WOODPECKER 
hammer to a carpenter and no 
matter how many other hammers 
he has, he'll see where this one 
will save its cost over and over 
on a single construction job. 


It holds any size wire nails up 
to 30d and permits him to work 
in safety in dangerous places. He can hold on to the 
ladder or scaffold with one hand and reach out and set 
and drive nails from 12’to 14 inches beyond the reach 
of his hand. It does away with unnecessary scaffolding. 


Besides being a DROP FORGED Hammer of the finest 


quality, it has a non-slip claw and a beautiful hickory 
handle designed for strength, grip and balance. Every 
hammer is guaranteed against any imperfections. Very 


liberal profit to dealers. 


RETAIL PRICES 
16 oz. Size, $2.50. 20 oz. Size, $2.60. 


Send us a “Trial Order” for ™% doz. or more hammers and we 
will send POSTPAID a Beautiful All Metal Display Easel for 
use on your show case or counter. It starts sales as soon as 
shown. 


Remember this special display easel is 
Free to Dealers with First Order 


Take advantage of this offer now. 


¢, WOOL COMPay, 


OUDPLCBS 


YRIA, OHIO. Y 


only. 
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MARION Sheath Knife, No. 3361 


Forged from cutlery steel. 41% inch finish blade. 
File cut back. Fibre and leather handle. Genuine 
cowhide sheath. Six popular patterns of best com- 
petitive quality. Unusually attractive prices and 
discounts. Write for them—and sample knives. 





MARION Camp Axe, No. 112 


Good, serviceable quality. Hickory green handle. 
Durable belt sheath. Special attention given to 
finishing. Several patterns selling from 50 cents 
up. Popular with tourists, campers, boy scouts, and 
for general utility. 


MARION 
Warranted 
Pitching Shoes 


Designed for ex- 
perts. Priced for 
amateurs. Special at- 
tention given to finish- 
ing. Standard dimen- 
sions. Colored and 
marked in pairs. At- 
tractively packed with 
official rules, 1 pair to 
a box. 


Ask Your Jobber or Write Us for 
Catalog *‘H”’ 








Other Live Items—MARION Brand Forged 
Tongs and Chain Goods; Sheep, Grass and 
Hedge Shears; Grass Hooks; Plate Glass Push 
Plates; CRE-CO-ITE Axes, Hammers and 
Hatchets, etc. 





MARION TOOL WORKS, INC. 


Subsidiary of Chicago Railway Equipment Co. 


3. An 


Marion. Indiana. U. 
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. 
: VERY demonstration of the 
New All-Steel Everedy Cap- 
per should mean a sale. And you 
know easy selling brings quick 
turnover with more profit. 


A powerfully built capper with 
wearing parts of high carbon steel. 
Stands the wear of quantity 
bottling. 


Our national advertising creates demand. 
We tell housewives the country over how 
they can now cap their bottles of Grape 
Juice, Hires’ Rootbeer, Ginger Ale, Cat- 
sup, etc., quickly and economically with 
the Everedy Capper. 


EVEREDY  All-Steel CAPPERS 


Retails at 
No. 100—Special. Plain base, plain handle, $1.25 
No. 100S—Special. Plain base, spring 
2 i ie se bate uiwnibn a edad 1.50 
No. 101—Padded base, plain handle...... 1.50 
No. 101S—Padded base, spring handle lift, 1.75 







Our Dealer Service Is Complete 


Send for Free Cut Sheet and other aids to quick selling 


THE EVEREDY COMPANY 
FREDERICK, MD. 


EVEREDY Strainer Set 






Manufacturers of the 
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Adventures in Hardware 
Business 








of builders’ hardware to take care of it. It was a 
venture. But it paid out—big. We began to get 
telephone orders for stuff to send right into Calla- 
han’s territory and kept a light wagon constantly 
busy. 

The time seemed about right now to look up old 
Grimes. 

I asked Jimmy to sound him out, or at least to 
bring about a meeting, openly or by chance. Next 
time he dropped in where the old man was clerking, 
he began talking with him and phoned me to stroll 
through the park at a certain hour after closing 
time. I went. There sat the old man on a bench 
with Jimmy, a little more stooped, a little grayer 
but still defiant, I thought. He started when he 
saw me approach, a flush came to his always florid 
cheeks. He rose, stiffened and was about to move 
away, but I restrained him gently. 

“Just a minute,” I said, “I want to talk with you 
a moment.” 

“You’ve dragged my name in the mud!” he said. 

“I’ve raised it from the mud of—failure,” I re- 
torted, “it had to be done in a certain way and it 
was done. I am sorry if I have hurt you. I didn’t 
want to. But it was the only way to make amends.” 

I thought he softened a little. 

“There’s the business, Mr. Grimes,” I went on. 
“Only a part of it is mine. The rest is—yours. It’s 
earning enough to make you rich for your old age. 
And you have earned every penny. Come on back 
to the store. You are a partner in this business. 
Only, you will need to boss three or four men. Our 
building business has grown to such proportions. 
And besides,” I went on, “your old customers in the 
building trades are waiting for your advice. They 
stayed with me because I promised that you’d be 
back on the job sooner or later. They want you— 
you just come.” 

The old man leaned over, his eyes on the ground. 
I thought his form shook slightly, then he looked 
up and the trace of a tear appeared on his cheek 
and rolled down to the shabby lapel. He put forth 
one hand and waved it emotionally. 

“I guess I’ve been an old fogy, Bub,” he said. “But 
I was raised in the hardware business by my old 
Pap and he believed in a man stickin’ to his last. 
So I didn’t learn easily and I misunderstood. I had 
prejudices, too. But I’ve seen that you were right 
though pride kept me from saying so. You’re giv- 
ing them what they want, how they want it and they 
buy it. I didn’t. 

“T’ll go back to the job, as you ask. Just be pa- 
tient with an old-fashioned hardware man.” 

Jimmy Lee had an opportunity to examine old 
Grimes’ face as he walked back with us to the old 
store and entered the doorway. Though it was past 
closing hour there were still customers there buy- 
ing and the pneumatic tubes, shooting change to 
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the cashier and back whirred on their way. The old 
eyes travelled over the scene with emotions that 
were no doubt mixed. 

“And I used a till here for twenty-eight years!” 
he said softly. 

New faces peered at him curiously, a generation 
of hardware salesmen to whom his name was history 
but whose personality they never had known. 

Up to his desk on the balcony we led him and he 
sat down at the old desk he had worn smooth over 
the years. 

Some years have passed since that day; there are 
now five retail hardware outlets in the chain known 

s “GRIMES, Inc.” The old man takes it easy but 
nothing can prevent him giving stiff lectures on effi- 
ciency to groups of our clerks brought together at 
the monthly business dinners. 

He is the first to exhort for “bigger, better busi- 
ness methods, to sell two dollars’ worth of hard- 
ware where the buyer wants one,” pointing with a 
trembling hand to the chart in red, green and yel- 
low on the wall, showing the graphic sales policies 
of “GRIMES, INCORPORATED.” 

(The End) 





Entering the Store as Adults 


HE other day one of our 
‘re offered a new argu- 
ment when advocating a more lib- 
eral immigration policy in this 
country. “It is estimated,” he 
said, “that every million immi- 
grants that have come to the 
United States have saved this 
country $2,000,000 for maintenance during infancy.” 
In other words, his argument, whether it would 
“hold water” or not, is to the effect that it is better 
for us to allow other countries to foot the costs of 
infancy and adolescence rather than to foot them 
ourselves, raising our own children. 

Whether we agree with this jurist or not, the fact 
which he points out regarding immigration certainly 
finds its exact parallel and analogy in every retail 
store where modern merchandising is_ practised. 
When advertised goods enter a retail store they are, 
so to speak, adults. They are ready to go to work 
immediately. Advertising has nurtured them, made 
them strong, popular and valued. The retail store 
which has immigration laws, so to speak, which al- 
low only for admission of adult products, finds it- 
self under no necessity to pamper and educate and 
coddle the latter. 

Indeed, with them sojourn on the shelves is strict- 
ly limited as to time and hence as to cost. Like the 
man in the old popular song, they are “in again, out 
again.” And the advantages over the antiquated 
methods of retail stores and immigration laws which 
encourage the entry of infant and unknown prod- 
ucts, or even the propagation and raising the store’s 
own infants (private brands), are certainly apparent. 
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Modern Methods—For Your Profit 


r 





IT |N the present age of modern equip- 
wey ment, there is no place for the old 
fashioned mill, to which our forefathers 
journeyed so often. There is, however, a 
ready market for a flour mill that can be 
successfully used in the modern home. 
The Arcade Flour Mill will answer all 
requirements. 





No. 1 Arcade 
Home Flour Mill 


Flour can be produced in 
any desired degree of fine- 
ness in the Arcade Flour 
Mill, due to its high speed M\é 
adjustable grinding burrs. 
Construction is simple, no 
complicated parts to get out 
of order. Mill can _ be 
clamped in any convenient 
place. A year round seller 
that will produce profits for 
you. , 
One of the many other 
things for which this mill 
is adapted is the grinding 
of coarse feed for poultry. 
For cracking corn it is un- 
excelled. 





We also manufacture two other styles of Flour Mills, 
which have the same wide utility as the No. 1, but are 
larger in size. The No. 2 is built to be operated by either 
belt or hand power. The No. 3 is a power driven mill, 
with automatic sifting device. Both mills are highly 
efficient in every way. 


Write your jobber for prices 


ARCADE MANUFACTURING CO. 


Freeport, Illinois 


ARCADE 


HARDWAR 
OY. 








and 
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Retail Store News 


The information contained in the following items, while com- 
piled from sources which we believe to be reliable, has not 
been verified in ali instances by ourselves. 


W. E. Peynter & Co., are reported as closing out their hard- 
ware stock and discontinuing business at Horse Cave, Ky. 

Martin & Vaughan, in the hardware and vehicle business at 
Columbia, Tenn., have acquired at trustee’s sale the hardware 
store of Faris & Kinder in that city. 

John DeWild has succeeded to the hardware business of 
Roy Kuntz at Eureka, III. 

Mervin B. Hanson has recently established a new hardware, 
grocery and notion store at Bagley, Minn. 

John Alexander will open a new hardware and furniture store 
at Johnston City, 

Jacob Kutchinsky and H. Pelmer, in the hardware business at 
705 Gates Avenue, Brooklyn, N., Y., under the firm name of 
Kutchinsky & Pelmer are reported as having filed a petition 
in bankruptcy. 

Hunt & Wallen have recently established a retail hardware 
and furniture store in the new Hotel Inverness Building, Inver- 
ness, Fla. 

The Hampton Hardware Co. has recently been organized and 
incorporated by William C. Hampton and associates at Norris- 
town, Pa. The company has taken over the former business of 
Smith & Yocum at 106 West Main Street in that city. It is 
planned to continue the operation of a general hardware store. 

J. E. Martin, in the retail hardware business at New Bethle- 
hem, Pa., has plans under way for the erection of a three 
story addition to his local store, 33 by 60 ft. in size. 


Sinman Hardware Co., of which S. VD. Moore is president and 
general manager, 26 West King Street, Lancaster, Pa., will re- 
model the interior and exterior of its building and plans to in- 
stall two marble fronts, convert the basement into a sales room 
and also take ona line of complete electrical stoves, appliances 
and supplies. 

The Stanton Hardware Co., an old concern at 1133 Hamilton 
Street, Trenton, N. J., has incorporated its business with a 

capital of $50,000. James I’. Stanton is president of the organ- 
ized company. 

James Gribben & Son, dealers in hardware and automobile 
supplies on South Broad Street, Thomasville. Ga., have con- 
struction work under way on a new building to cost $8,000. It 


is also planned to convert its present building into a gasoline 
filling station. 

The Norris Hardware Co. has recently been organized and 
incorporated at Athens, Ga., with a capital of $20,000, by E. L. 
Norris and associates. 

The Boulevard Hardware Store will open about August 1 at 
749 Linden Boulevard, Brooklyn, . - 

J. E. Strickler and Son have established the firm of J. E. 
Strickler & Son at St. Petersburg, Fla., and plan to erect a 
new building. 

Isadore Lipson in the hardware business at 289 Washington 
Avenue, New Haven, Conn., recently suffered a very severe 
fire loss. The damage will be repaired immediately. 

MacCarthy & Harber, an old hardware concern at 345 North 

Calvert Street, Baltimore, Md., has recently been incorporated, 

Charles Leenknecht & Son, hardware dealers, 826 15th Ave- 
nue, East Moline, IIl., will shortly begin the erection of a 23 by 
60 fr ont addition to his local store. 

Harry Goldfish has taken a general line of sporting goods at 
his Minneapolis, Minn., store which is located at 815 Hennepin 
Avenue. 

Andrew Larson has succeeded to the hardware business 
formerly conducted by Fred Purdy at Caro, Mich 

The Butler Hardware Co. has recently been established at 
Grandview, Ind. 

The Central Hardware Co. is a new concern with head- 
quarters at 202 6th Avenue, Nashville, Tenn. 

C. B. Meacham has succeeded to the hardware business of 
Frank W. McCracken in Patterson, Cal. 

G. Hillerud, in the hardware business at Sauk Center, Minn., 
is planning considerable and extensive improvement to his 
local store this summer. 

Standard Hardware Co., Pine Bluff, Ark., is reported as hav- 
ing filed a petition in bankruptcy recently. 

W. O. Smith has succeeded to the hardware business of P. C. 
Lamm, located at Maple and Kemp Avenues, Watertown, 
Ss. D. 

J. D. Vance and Associates have plans under way for the 
erection of a new hardware store at Beateuville, Miss. Mr. 
Vance is reported in the market for interior fixtures and mod- 
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rapid seller everywhere. 


AMERICAN Rule Manufacturing Co. 


while you hold the other. 


Send for Literature and Prices 


snc FOLDING RULE 


One Rule That Is Seldom Broken 


That RULE is the 4A\MERICAN Folding Rule. Let your customer hold one end, 
Now give two complete turns and watch the smile of satis- 


faction when the customer sees how this wonderful flexible rule twists, but doesn’t 
break. And besides its great flexibility it folds up compactly and is accurate. A 


AMERICAN Steel Tapes, Scales and Combination Squares and Levels are aiso ac- 
curate and sell readily because they are satisfactory tools, moderately priced. 






Comb. Squares & Levels 








486 Johnson Ave. 
Brooklyn, N.Y. 
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Tears 
(Continued from page 106) 


in cold blood, of the Czar of Russia and his family in 
the cellar of their house only a few years ago. We 
have only to pause for a moment and think of the 
horrors of our World War. We have only to look 
compassionately on the blind and maimed we see all 
over Europe. ees 


Leaving the prison of the Conciergerie, I went out 
on the street, walked around the great building of 
“Le Palais de Justice,” ascended the handsome steps, 
and entered the large room which was once the 
Tribunal where the revolutionary judges sat during 
the Reign of Terror. La Conciergerie is still used 
as a prison. Prisoners are still confined here while 
waiting trial. The Law Courts are in session above. 
Here I saw women in tears talking to their lawyers. 
Below I saw weeping women and children visiting 
prisoners. i: she ae 


I was curious to know how the Conciergerie got its 
name. “Concierge” means, in French, a keeper. Our 
nearest word would be “janitor,” but the duties of the 
Concierge are more important. It seems that where 
this building now stands there was a garden that 
belonged to the Concierge of the King. He was also 
in command of the King’s Guards. So, when the 
building was erected on the site of this garden, it 
was called “La Conciergerie.” When it became a 


prison, the name stuck. Now it is the most famous 
prison in the world. The Conciergerie is open to the 
public only on Thursdays—the one day prisoners are 
permitted to have visitors. There is no entrance fee, 
but you are supposed to give your guide a tip of 1 
franc—about 3% cents today. 

* * * 


Nearby is the lovely little church built by Louis IX 
—La Sainte Chapelle. So there I went, and in the 
soft light of the ancient colored glass windows, I 
meditated upon mankind and all its crimes and follies. 
There is a most interesting legend about this church 
and the crown of thorns which I would delight in 
telling you, but it is late and I must hurry downtown 
to keep a business appointment. 

* * * 


However, I must pause to tell you of a wonderfully 
interesting and well-written book that has caused me 
the loss of much good sleep while here in Paris. I 
attempted to buy this book in Paris. Jt was not 
even known at several of the leading book shops. If 
you wish to read a most accurate, beautifully written 
and exciting account of the French Revolution, of the 
Reign of Terror, get this book. The French Revolu- 
tion, in a large measure, was the result of the influ- 
ence of women on society. 

(Continued on page 160) 
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Bores Any Arc of a Circle 


Here illustrated is the wonderful Forstner Auger Bit and a 
sample of the work it does. 


Unlike other bits it is guided entirely by its circular rim, in- 
stead of its center. That is why the 


FORSTNER 
Can Be Guided in Any Direction 


regardless of the grain of the wood or tke knots in the wood 
and will bore any arc of a circle and leave a true polished 
surface. 

This bit takes the place of a chisel, gouge, scroll-saw or lathe 


tool combined. 


LABOR 
SAVING 


AUGER BIT 


It is unequalled for such work as core boxes, fine and delicate 
patterns, veneers, screen work, scalloping, fancy scroll twist 
columns, newels, ribbon moulding and mortising. 


This bit has many new uses, is a good seller and returns a 
worth-while profit. Send for Catalog and Discounts. 


The PROGRESSIVE MFG. CO. 


TORRINGTON, CONN. 
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The Best Line to Sell! 


F's: quicker sales and larger profits—sell = 
the AUTOMATIC. Here i is an incubator, = 
built in a wide range of sizes, which meets 
eer requirement of the progressive poultry 
armer. 


AUTOMATICS have many labor-saving and 
convenient features, which make them popu- 
lar. They are auto- 
matic in operation. 
They are regulated 
by the famous pat- 
ented Revolving 
Chute, which auto- 
maticallyassures 
positive heat control 
at all times. Can- 
not overheat nor un- 
derheat. The pat- 
ented Cooling Rack 
eliminates extra 
steps and unneces- 
sary work. Cabinets are exceptionally well 
made—of genuine redwood and are perfectly 
insulated. 





Automatic Super-Heater 
Oil-Burning Brooder 











Here is the latest and greatest improvement 
in oil-burning brooders—the AUTOMATIC 
Super-Heater. For safety, easy operation 
and perfect reflection and distribution of 
heat, this brooder is without an equal. The 
Super-Heater represents the best brooder 
value on the market and it is sure to gain 
instant recognition from your poultryman 
customers. 


Write for Dealer Offer 


Cash in on the growing demand for AUTO- 
MATIC INCUBATORS and BROODERS by 
becoming the Automatic dealer in your terri- 
tory. Automatics are nationally advertised 
in the Country Gentleman, poultry papers, 
etc. Write TODAY for our exclusive dealer 
offer and complete sales plan. 


THE AUTOMATIC INCUBATOR CO. 
Dept. 217 Delaware, Ohio 


0 








July 1, 1926 
The title of this book is: 
“WOMAN IN FRANCE,” 
by Julia Kavanagh. 
Published by H. S. Nichols, 
425 East 24th Street, 
New York City. 


% * *% 


To my critics who object to my wandering so far 
away from hardware in these weekly letters, I must 
add that the hardware in evidence at La Conciergerie 
is of the most substantial nature. The old hinges 
and locks are still on the doors of the cells. They 
are very interesting. They are all very heavy, being 
made of pure iron, and have stood the test of time. 
Then, poor Louis XVI was a locksmith himself. Mak- 
ing locks was his best amusement. He had a little 
secret shop of his own. Every day a celebrated lock- 
smith came and they hammered and filed away as 


true comrades. 
+” * * 


Louis XVI was a good man—a model husband and 
father. It seems hardly just that he and his beautiful 
wife should have suffered for the sins of Louis XIV 
and Louis XV. These last two were not model hus- 
bands, and the follies and extravagances of their lady 
friends brought on the revolution. 

* *% * 


When Louis XV was dying of smallpox, Madame du 
Barry was his constant attendant. She had no fear 
of the danger. Strange that she should break down 
at the last moment before the guillotine! Not a noble- 
man or a noblewoman flinched at the guillotine but 
Madame du Barry came from the lowest class—the 
same class that demanded her life. 

* * * 


But do read “WOMEN IN FRANCE.” There are 
lessons to be learned from this book that may be 
exceedingly valuable in this, our own, age. No one 
can read of the state of society in France and the 
events that led up to the revolution without seeing 
many things that should warn us of the danger of 
tendencies in 1926—extravagance, crime, dishonesty, 
immorality, irreligion, restlessness, strikes, revolu- 
tions. 

* * * 


Only two trains a day running from Paris to Lon- 


don. Coal strike still on. London next week. Hope 
it will be warmer. Cold weather with no coal most 
unpleasant! 


ee 


Discharges 


A successful hardware merchant, long in the busi- 
ness, said the other day, “I never discharged a man 
in my life. They have all discharged themselves.” 
In effect that is what usually happens. Occasionally 
business conditions compel a merchant to reduce his 
force at a time when every salesman is doing satis- 
factory work, but even then, the men who are let go 
are those who are in some way inferior to the others. 
The man who loses his job has only his own weakness 
to blame somewhere along the line. 
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Responsibility 


OO much responsibility makes gray hair and 

tired business men, but a little responsibility 
given to ambitious clerks makes more business and 
better salesmen. 

After seven years as a retail hardware salesman, 
my contention is that every employee in a retail 
store. should have some department or some part 
of the business for which he should be held respon- 
sible. This contention became a little greater to- 
day after I had a talk with a young man from an- 
other city who has had but three years of hardware 
experience. Secretly I felt ashamed of both myself 
and of my employer when I discovered that this 
fellow knew considerably more about the hardware 
business than I. The fact that he knew more about 
hardware than I was not due to his having any 
greater intelligence, but merely because his em- 
ployer had given him some responsibility. After he 
had served about a year, his employer had made 
him responsible for one department of the store. 
With his employer’s supervision he had done the 
buying and the pricing of the stock for that de- 
partment, and was held responsible for its success. 
Realizing his responsibilities, he studied the busi- 
ness, and learned more in his three short years in 
the business than I have in seven. Why haven’t I 
also studied and learned? I have studied as best 
I could, but I have not learned as he has, because 
of the fact that, not only I, but all other sales- 
men in my store are never given any responsibility, 
never have a chance to learn costs, are never 
thought of as anything more than mere clerks, who 
need not know of the inside workings of a business 
establishment. 

If I were an employer, I would give every man 
in my employ some responsibility, the amount de- 
pending upon his ability, but as his ability increased 
I would give him more. Those who were so small 
as to allow a little responsibility to swell their 
heads should not have any, nor should I take the 
responsibility of carrying them on my payroll. By 
making each employee responsible for some part 
of the business, I would increase my business and 
lighten my own duties, or at least give myself more 
time for bigger things.—Anonymous. 


A lot of people now-a-days keep hunting for hap- 
piness in cabarets instead of in their own hearts. 


* # % 


McFie says: “Selling goods is like courting a girl 
—you have to call often.” 


If some men were as clever as they are lucky they 
would be men of outstanding genius. 


ie 
a wv 


Speaking of industry, do you remember what 
Thoreau said about it? “It is not enough to be indus- 
trious—so are the ants. WHAT are you industrious 
about ?” 








Send for Catalog 
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BARTLETT 


TRACE 


COMBZEND 


PRODUCTS 


Our products have 
a world-wide 
reputation 





No. 10-12-14. 
Compound Lever 
Snips 





We are y penny” in 
Compound Lever Snips, 

small or large. Illus- Get a Bartlett 
trated here is our No. No. 30 Bench Shear 
10-12-14 of drop forged (Searight Patent) 

crucible steel for split- in to 0 cee 
ting large sheets or for of great capacity 
bench work. They out- —made with the 


i | atented compound 

wear any ordinary snip. ae insulin, eden 
solid crucible steel, 
7/32” thick. They run 
full length of jaw. Cuts 
12-gauge steel easily and 
always cuts to the point. 
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No. 30 Bench Shear 
Right and Left Hand Cut 


Pruning Tools 
and Tree Trimmers 


Due to our business in the telephone 
and telegraph field also with the largest 
electrical service stations in the country, 
we have made a close study of tree trim- 
mers and pruning tools. They are not 
cheap tools, but their drop forged blades, 
compound lever attachment and absolute- : 
ly quality construction throughout make I" 
them the superior to any article of this 


type. 








Rope Pull Trimmers 
for 
Telephone 
and 
Telegraph 
Lineman 


We make many 
types and sizes— 
Jointed Tree Trim- 
mers as shown to 
the left 













: ee 





necessary 
where formerly : 
several lengths 
were required. We 

also make Hand ‘% 
Pruning Saws, 26” 
Lopping Shears and i 
Insulated Tree Trim- 
mers for work around 
High Voltage Lines. 
Our line is long 
established and 
thoroughly depend- 
able. Let us quote 
you prices. 


“BARTLETT MFGlCOE 


No. 1 Jointed Tree 
Trimmer 


BARTLETT MFG. CO. } 
430 E. Lafayette Ave., Detroit, Mich. é 
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Hats Off 


T is usually considered gentlemanly to remove 
one’s hat in the presence of ladies. Most of 
the members of our big family of men behind the 
counter are gentlemen and most of them probably 
live up to this law of etiquette. However, there are 
some who, although gentlemen at heart, seem to 
feel that there is no need to remove their hats in a 
hardware store, and therefore they are exceptions. 
Hardware men seem to be the worst offenders in 
the habit of wearing their hats at work. Perhaps 
this habit has been handed down from the days 
when a hardware store was a “man’s store.” Pos- 
sibly in those days it was all right, but now, with 
an ever-increasing business from the women, I be- 
lieve that the practice of wearing a hat while serv- 
ing customers should be stopped. When we go into 
a clothing store, or in fact, into practically any 
kind of a store, excepting a hardware store, we do 
not find the salesmen with hats on. There is the 
exception, of course, in the case of those working 
in such stores as sell foods, but they do not wear 
street hats, but simple little white caps which add 
to their neat appearance. 

In a certain hardware store where I make fre- 
quent visits, there is one clerk who always wears 
his hat. I have seen dozens of women customers 
come into this store, walk right by this fellow, and 


buy from some other salesman who had manners 
enough to remove his hat in the presence of ladies. 
Sometimes when this fellow is standing in front 
of the counter, it would be impossible for a stranger 
to distinguish him from a customer. He surely has 
more the appearance of a customer than of a clerk, 
and perhaps that is the reason for customers pass- 
ing him by, but in my opinion it is caused by his 
habit of wearing his hat at work. This habit cer- 
tainly cuts down his sales, whereas, if he did not 
wear a hat, I believe they would show an increase. 

I would like to ask of every man who is serving 
the public over the hardware counter to remove 
his hat while at work. If for some unfathomable 
reason, lady customers have been passing him by, 
I believe that he will have solved the puzzle when 
he comes to remove his hat and appear the gentle- 
man that he is, and I also believe that he will see an 
increase in his sales.—W. D. M. 





Jack Spratt could cook no fat, 

His wife could cook no lean, 

Because to sell the pair a stove 

No hardware clerk was keen. 
—Hardware Mother Goose. 





MAPOENED ROLLER 


I. It is a door check and hinge combined. 


2. It closes the door gently and quietly. 


The “SHELBY” Checking Floor Hinge 





MARDENED ROLLER PISTON 


Some Striking Advantages of This Double Acting Hinge: 


. Closing speed of the door is regulated by 





3. It steps door at center, thereby prolonging 


life of hinge. 


{ll mechanism is constantly working in a 
non-freezing liquid in case beneath floor. 


. Perfect alignment can be obtained by 


merely loosening the screw on one side of 


Manufactured by 


The Shelby Spring Hinge Co., Shelby, Ohio 


Coast Representatives 
Pond Hdwe. Specialty Co., Los Angeles, Calif, 


. It has positive hold-open feature; can also 


. Equipped with specially designed pivot and 


BALL VALVE 


the door and tightening the one on the 
opposite side. 


needle valve extending through floor plate. 


be furnished non-hold-open or hold-open 
on one side only. 


socket. 


D. L. Herman, Seattle, Wash. 
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Two New Race Cycles 
by Toledo Metal Wheel 


The Toledo Metal Wheel Co., Toledo, 
Ohio, has announced two new Race 
Cycles, one for boys and the other for 
girls, which feature the addition of 
cross bars similar to those in use on 





bicycles. The illustration shown here- 
with is a reproduction of the girl’s 


model. The cross bar on the boy’s 
model is higher and runs _ straight 
across. 


Both of these new models may be 
had with or without New Departure 
Coaster Brakes, ball bearing wheels, 
balloon tires, bicycle type chain and 
sprockets, bicycle saddle, tool bag and 
tools, bell, rubber grips, adjustable ex- 
tension handle bars and ball bearing 
rubber pedals. 
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There's a Time and Place 


It has been said that there is a time 
and place for everything and I be- 
lieve it is true. My contention is that 
it is no place for a traveling salesman 
to be in a retail store soliciting business 
at a time when the store is having its 
rush hour or is about to close. The 
experienced traveling man realizes this .. 
and does not appear at such times, but 
some of the younger fellows, possibly 
more ambitious, do not seem to realize 
the harm it does them and, therefore, 
continue to call at the most inoppor- 
tune times. They will, no doubt, learn 
from experience, but perhaps these few 
words from a fellow who “looks ’em 
over” as they come in, will not go 
amiss. 

A few days ago a salesman, whom 
I know fairly well, came into our store 
just a half hour before closing time. 
He asked to see the buyer and I had to 
inform him that the buyer was busy, 
and, as we closed in half an hour, he 
had better call again in the morning. 
He then told me that he guessed he 
would make another call before closing 
time. When I told him that the busiest 
time of the day was a poor time to 
see buyers, he came back with the re- 
mark that when the buyers were busy 
was the best time to sell them goods. 
Poor boy! He may learn in time, but 
in the meantime he is going to lose a 
lot of business that he could get with 
no trouble at all. 


New Heavy Portable 


Electric Drill 


The Black & Decker Mfg. Company, 
Towson, Md., manufacturer of portable 
electric tools and grinders, has just 
brought out a new 65/16-inch heavy 
portable electric drill. It has the ex- 
clusive “Pistol Grip and _ Trigger 





: 


Switch” and is an exceptionally light 
weight tool. For heavy duty use in 
extensive production work it will meet 
every demand. 

It weighs but 10% pounds and has 
a no-load speed of 1400 r.p.m. Comes 
complete with three-jaw hand tighten- 
ing chuck for which no chuck key is 
required. Takes straight shank drill 
bits up to 5/16-inch which is maximum 
capacity for steel. Also equipped 
with 15 feet of duplex electric cable 
and separable attachment plug. 














Continually Gaining 


EPENDABLE performance for a 

growing legion of housewives is re- 
sulting in an ever widening approval of 
Everite Oil Cook Stoves. 


Those housewives using them know how 


well they serve and those dealers handling 
them know how profitable they are to sell. 


The Globe Machine & Stamping Co. 
Cleveland, Ohio 


3 


1207 W. 76th St. 


VERIT 


CcCoocK STOVES 
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Style A Style B 
Straight Cut Straight & End Cut 


with Nut Splitter 


CAROLUS CUTTERS 


d 
Handy. time-saving tools for every shop. For splitting rusty and jamme 
nuts 4 for cutting bolts—either straight or end cut, with nut splitter. 
Three styles, all sizes. Tool steel jaws; tough cutting edges. 


If your jobber cannot supply you write us direct for literature and prices. 
CAROLUS MANUFACTURING CO. Sterling, Illinois 

Sales Representatives—Surpless, Dunn & Co. 
New York Chicago 














Osborne High Grade Punches 


Arch Punches 


Revolving Punches 


for the Hardware Trade. Alse: 
notion Workers’, Trimmers’ and Upholsterers’ and Plumbers’ 
Teoils. 


Belt Punches 
Spring Punches 


varied and attractive line 


The above poe Pa lease your customers, as well as our 
famous Round and t-—A4 
Remember we Sng &- ninety-nine years of successful manu- 
facturing experience, employ only skilled workmen and wse the 
finest quality of materials. 
We stand back of every tool we make. Try us. 
Write for Catalog 
Cc. Ss. OSBORNE & CoO. ts * N. J. 
ESTABLISHED 1826 














To Stock It Is To Sell It! 


Leaders in the manufacturing field have used Rubyfluid for solder- 
ing and tinning for eighteen years. Its efficiency and economy 
in ~~ tight joints has won it a fame which now encircles 

Your customers will find Rubyfluid the ideal flux. 
Beuttes everywhere report great resale items. 





Can be used for soldering and tinning all metals without destroy- 
ing, damaging or tarnishing either the metal or the coating. A 
complete substitute for all other mixtures used as a flux. Age, 
temperature and exposure will not affect its qualities. 


RUBY CHEMICAL COMPANY 
68 McDowell St. Columbus, Ohio 











(Patented ne 21, 1925) 
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‘Asee: ie KEYSTONE | 


KEYSTONE AUTO “SOC-KIT” 
Seven different size sockets, socket screw driver and 
8 in. hex. s e—all in neat pressed case of 
heavy gauge nickel plated steel. Ready seller to auto 


mechanics and car owner rs. 
“Keystone quality.” Write for Discounts. 


The Keystone Manufacturing Co. 


Buffalo, N. Y. 


eae Representatives—Surpless, Dunn & Co. 
Chicago 


New 
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New Stearns Handy Clamps 


E. C. Stearns & Co., Syracuse, N. Y., is now mar- 
keting nickel plated Handy Clamps in seven sizes :— 

No. 1 with a *%4 inch opening by % inch depth and 
packed four dozen to a box weighing 1 pound per 
dozen. 

No. 15 with a %4 inch opening by 1 5/16 inch depth. 

No. 4 has a 1-%4 inch opening by 3/4 inch depth. 
It comes packed 4 dozen in a box weighing 2 pounds 
per dozen. 

No. 25 has a 2 inch opening by 1 inch depth and 
comes packed two dozen to a box weighing 3 pounds 
per dozen. 

No. 35 has a 1-% inch opening by 3 inch depth 
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Stearns display stand for clamps 


and comes packed 2 dozen to a box weighing 3 
pounds per dozen. 

No. 45 has a 2 inch opening with one inch depth, 
packed 2 dozen in a box weighing 4-34 pounds per 
dozen. 

A display stand is also furnished by the com- 
pany. 

This assortment consists of one dozen each of 
Nos. 1, 15, 4, 25, 35, and 45 and is packed one dis- 
play stand and six dozen assorted clamps in a car- 
ton. Weight of the assortment complete is 18 


pounds. 
The display stand alone weighs 5 pounds. 





No Effort at All 


A great many people can never enjoy the movies be- 
cause they cannot divert their minds from the knowl- 
edge that it is not real life, that the characters are 
only acting, and that many of the effects obtained are 
artificial. Similarly, the customer upon whom the 
wiles of salesmen are focussed who, whether he wills 
it or not, is always perfectly conscious that he is the 
bull’s eye for the arrows of salesmanship carefully 
aimed at him, must always and necessarily have most 
of his mental faculties concentrated upon methods of 
salesmanship rather than upon arguments of sales- 
manship. 

The real salesperson sells with as little apparent 
effort as Frieda Hempel or Mary Garden sings. To 
enjoy and benefit from a marionette show, one must 
be able to keep his eyes off the strings. 
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“The Call of the Open Road”’ 


By Hope Conner 





HEN it’s summer in the City, 
Where I’m busy making “dough’— 
I want to shove all work aside; 
Close up my desk and go. 
I find myself a-dreaming, 
As I drive to my abode— 
Of the joy I’d find in heeding 
“The call of the open road.” 


All my neighbors call me “Gypsy”, 
And perhaps I am at heart; 
I must admit some sorrow, though, 
When “best of friends must part.” 
But parting would be needless, 
—Just crank up “Liz” and “load’— 
If my friends could be a-feeling 
“The call of the open road.” 


But they can’t, so no use sighing, 
They refuse to be beguiled; 

So, goodbye, old top, I’m leaving; 
I’m steering for the wild. 

I’1] be far from work and worry, 
In a spot where fire-flies glowed— 

Every year for those who heeded 
“The call of the open road.” 





Acting or Business 


é¢ yeu know, I have dis- 

1° covered what is the real 
difference between a real singer 
and a would-be singer?” asked a 
radio friend of ours the other 
night. “IT believe the would- 
be singer makes her listeners exert 
themselves as she sings,” he con- 
tinued. “But, with the real artist, singing comes so 
naturally that the listener is not at all conscious of 
any real effort upon her part and is therefore left free 
for all enjoyment of her great ability without effort 
on his part either.” 

There is a whole lot in that. Not only the singer 
but the actor or the successful business man should 
leave his or her listeners unconscious of the fact that 
he or she is singing or acting or “doing business.” 











_ PAINE STOVE BOLTS 


As Good as the Best 


One hundred bolts and nuts 
in a strong, substantial box. 


In bulk if you wish. 
Prompt deliveries. 
Sold to jobbers only. 


Samples and discounts on request. 
o charge. 


THE PAINE COMPANY 


2949 Carroll Avenue, Chicago, Ill. 
33 Warren Street, New York, N. Y. 












































ROOF GUTTER SUPPORTS 


This illustration shows, unassembled, one of the many styles of 
eaves trough hangers made by us which may be adjusted every 







del - 
out the United States. 


Se / 


Write for catalog N 

27, which also lus. 
trates and describes 
conductor hooks and ©) ed 
fasteners. 
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Free sample gladly 
furniahed. 


L. D. BERGER COMPANY 


51 N. 2d St., Philadelphia, Pa. 

















Blunt and Pointed 
Wrought Steel 


“og” 
HOOKS 


Since 1848 


M. S. BROOKS & SONS 


Chester, Conn. 
Manufacturers of Bright Iron and 


Brass Wire Goods 














WESTRAY Here is a profit- 


able item for hard- 
CHIP R ACKS ware dealers. The 
utility and hand- 
some appearance 
of the Westray 
Chip Rack create 
sales on sight. 


Write for full in- 
formation. 


Western Tray 
& Case Co. 


427 Plum St. 


Cincinnati, Ohio 
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Have You Heard “ 
4 This One < 






































C4 
stretch out. 


The grave has one thing on a Pull- 
man berth—you at least have room to 








“It took nearly ten years to learn 
that I couldn’t write stories.” 
“T suppose you gave it up then?” 


“No, no. By that time I had a repu- 
tation established and didn’t have to.” 





“Why can’t you learn to drive your 
flivver?”’ 
“T get too badly rattled.” 





Henry—Did you build a garage for 
your flivver?”’ 

Ford—Yes, I had to. Caught a 
couple of ants trying to drag it through 
a crack under the sidewalk.” 





“There are times when I wish I 
were a man,” she said wistfully. 

“When?” inquired her husband. 

“When I pass a milliner’s shop and 
think how happy I could make my 
wife by giving her a new spring hat.” 


_ 





“What is the antonym for misery?” 
asked the citizenship prof. 

“Joy,” chorused the class. 

“And of sadness?” 

“Gladness.”’ 

“And what is the opposite of woe?” 

“Giddap!” shouted the freshmen. 





Nee—Why did they kill the Dead 
Sea ?” 

Deep—Because it 
level. 


wasn’t on the 





First Musician—What key you play- 
ing in? 

Second Ditto—Skeleton Key. 

First Musician—Skeleton key? 

Second Ditto—Sure. Fits anything. 








“Miss Denze, allow me to present 


Professor Bright.” 
“Oh, professor, please do something 
absent-minded.” 





Britisher 1—What is that American 
game we hear so much of? 

British 2—Oh, the Pursuit of Happi- 
ness; fancy chasing some bally unseen 
and unknown thing. 





“I know a girl who changes clothes 
five times a day.” 

“And I know one who changes five 
times an hour.” 

“Aw, get off.” 

“Uh, huh, but she’s only three months 
old.” 





Storekeeper: “We don’t handle gold- 
fish.”’ 
Nice Old Lady: “Well I hope you 


don’t; it’s not good for them.” 





First Simple Nimrod: “Hey, don’t 
shoot! Your gun isn’t loaded.’’ 

His Partner: “Can’t help that; the 
bird won’t wait.” 





keep your 


Monsieur: After this, 
hands off my girl, see? 

Masseur: But I just can’t resist the 

desire to give her my massage of love! 
—Williams Purple Cow. 





The crowd cheered wildly as the team 
trotted on the field. Eleven determined 
men going forth to fight for the old 
school, to give all they had for it. 
With them came Charlie. All the boys 
knew Charlie. On the campus his 
genial personality had won him many, 
many friends. He turned and faced 
the fans. He smiled. There was con- 
fidence as well as determination in his 
smile. He assumed the pose the fel- 
lows had so often seen. With an assur- 
ing tone in his voice he barked out, 
“Peanuts, popcorn, candy!” 





wuz 


see youse 


First Tramp—lI 
arrested. 
Second Tramp—Yeah, for fragrancy. 


—Harvard Lampoon. 





He: “I want to buy a present for 
my wife.” 
Clerk: “Can I interest you in some- 


thing in silk stockings?” 
He: “Well, let’s see about the 


present first.” 
—Williams Purple Cow. 





Undertakers are doing a dead busi- 
ness with things looking black. 

Bottling companies, to the contrary, 
report a corking business. 

Bootleggers report unfair competi- 
tion by varnish makers. Naturally 
they are kicking. 

Tailors report pessimism inasmuch 
as business is pressing with the mar- 
ket all sewed up. 

Police are looking for the leather 
dealers who are now in hiding as a 
result of the disclosure of their skin 
game. 

Shoe dealers are on their uppers, 
hence preachers give up trying to save 
their soles. 

New Haven reports the purchase of 
another locomotive, making a 100 per 
cent increase in the total of new en- 
gines. 

Granite dealers are preserving stony 
silence regarding the strike situation. 
Laborers are still blasting for more. 

The flower business has a rosy out- 
look.—Boston Beanpot. 
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An Outstanding Value 
In a Light Step Ladder 


Successful merchandising means 
offering the customer that which 
shows greater value than other 
similar goods. 

If you can demonstrate that a 
certain type of step ladder com- 
bines unusual strength with light 
weight and absolute .safety, your 
ee > chances are ten to one of selling 

aw- ettin that ladder over one of heavy pro- 
portions and unsound construction. 


Mere weight does not insure safe- 













ty. We guarantee every 


Revolutionized!”’ reed 
Super-Strong 


Step Ladder 


to be as light as is practical 
and the strongest and safest 
step ladder possible to manu- 
facture. This is because each 
step is trussed at the point of 
strain by a Patented Steel 
Step Support. This construc- 
tion reinforces each step and 
holds it securely. No nails, 
slots or grooves. Write for 
Catalog which describes this 
outstanding value in_ step 


| } 
i] 









ladders. 
A Marvel of Speed, ‘ 
Accuracy and Efficiency The Superior Ladder Company 
Ask us about this Wonderful New Tool 516 East Madison St. (Lincoln Highway) 
UNITED SALES CORPORATION GOSHEN, INDIANA 
41 DRUMM ST., SAN FRANCISCO Agents wanted on commission who handle allied line. 

**Holds like a Also Sole Manufacturers of the Famous 
Fish Hook’”’ Grady Wedge 














INDIANA 


X-tra 


“Old Quality 
Fashioned” ‘ 


Quality 








\ 








Ask many of the lead- 
ing manufacturers of 
farm implements in 
America what steel they 
buy and they will say, 
‘Indiana Rolling Mill 
Steel.’’ 


Tell Your Customers stone, eaiiaeds dia. ie: 


That this is the best Hand Axe our shovels. 


. . ; d The high carbon content 
made. It is, without question, an of Indiana Shovels makes 


will be a quick turnover for you. them outwear the ordi- 
Crucible Tool Steel edge and nary shovel. There is 
head. Write us about this. Let us the same difference be- 
it sells. tween shovels as be- 

tell ae why ‘8 tween cheap and good 
Ask for Catalogue. tires. Ask your Jobber 

° for Indiana Shovels and 

The L. & I. J. White Co., Inc. build a reputation witb 


your trade for quality. 


The Indiana Rolling Mill Co. 


New Castle, Indiana 


125 Columbia St. Buffalo, N. Y. 
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Cheney 
Hammers 


They know exactly what 
to expect from Cheney 
Hammers, second-growth 
hickory handles that can 
really be grasped comfort- 
ably; heads that are tem- 
pered right and a “hang” 
that’s just their idea of 
perfect hammer balance. 


It has been over 90 years 
since tool users first en- 
thused over Cheney Ham- 
mers. They’ve been call- 
ing for them ever since. 
Can you supply them from 
your stock? 
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S originators of the Tubular 
and Clinch rivets and with a 
record of more than fifty years of 
successful accomplishment _ be- 
hind us, we know that this product 
cannot be made better or priced 
fairer than we make them and 
price them. 


Coast Representative 


J. T. McDEVITT 


Postal Telegraph Building 
SAN FRANCISCO, CALIFORNIA 
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TUBULAR RIVET & STUD 
COMPANY 


BOSTON 





UL 
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“Pistol Grip” 
Saw Set 
with 
Oscillating Plunger 
This is the only Saw 


Set on the market 
having an oscillating 
plunger which _ en- 
ables the user to set 
the plunger to the 
pitch of the tooth, so 
that when setting a 
saw the _ plunger 
comes in contact with 
the tooth at the 
proper angle and does not interfere with any other, 
either ahead or back of one being set. It is, therefore, 
the only Saw Set which makes it possible to set the 
teeth on both sides alike, thereby clearing the saw equally 
on both sides and preventing it from cutting or running 
to one side, as the carpenter usually calls it. 





Patented 
April 8, 1924 





Packed one in a box with Direction Sheet. 


Sieaind. Steel Bar Carpenter’s 
Clamp » 





Bs. = = : ; = — 3 Sa 
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Style No. 1 
The Original Notched Bar 


Appeals to carpenters instantly because the notches 
are cut on the lower edge of the bar, affording greater 
holding power to the sliding jaw than if they were on 
the upper edge. Bar is of special quality steel, very 
rigid; the ““T” shape insures greater strength than flat 
stock. 


Sioaand. “Lock Fast”? Oil Gate 


A popular seller to all handlers of 

barrel and tank liquids, from mo- 

lasses to gasoline. Drip, drizzle and unauthorized draw- 

ing positively prevented. Locks Not Supplied. Any 
padlock up to % in. may be used. 





Write for Descriptive Price List. 






Furnished in 

both wood and 

Iron pipe 
thread. 


Patented 
Dec. 14, 1915 


Manufactured by 


_E. C. STEARNS & COMPANY 
Syracuse, N. Y., U. S. A. 


Sales Representatives: 


W. R. VOORHEES & CO., 417 Market St., San Francisco, Cal. | 
THOMAS A. TROY, 150-152 Chambers St., New York, N. Y. 
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Royal No. 4 


Royal and Cheney Grinders 
SELL 


On Appearance and Performance 


Let a customer turn the handle of one — 
of these attractively finished grinders. | 
He will be “sold” on two counts — the 
fine appearance and the smooth easy 
operation that show careful workman- 
ship and good materials. 

Good grinders are always in demand — me- 
chanics, farmers and home owners all use 
edge tools that require sharpening. You can 
sell them Royal and Cheney Grinders because — 
they give full value for their cost. 


S. CHENEY & SON 
MANLIUS, N. Y. 


Cheney No. 4 
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DEXTEK 


TUBULAR LATCHES 


for FRENCH & SCREEN ome 


for CUPBOARD 


to ‘ MH, Simpl 
l, riwe’™ DooRS 


ay 


























Save 




















once for details and descriptive 
literature. 


4/5 of Ordinary 
genera- 
require no mortising. The ordinary 
skilled mechanic requires to install 
words oe addition Dexter latches are positive 
in action—absolutely trouble-proof 
No wonder that they have become 
fast moving merchandise write us at 
ists 


Installation Costs 
- 
t a © re & — handy man (cheap labor) can install 
one ordinary mortised latch. 
—practically indestructible and un- 
the fastest selling latches made. 
Starrett To 


Dexter Latches set into the door but 
four of them perfectly in the time a 
And that’s only half the story. In 
« ; 
American nner 
‘ 
Machin- 
If you are not already handling this 











NATIONAL BRASS CO. 


GRAND RAPIDS, MICH. 
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— nine out of every 
ten hardware men who at- 
tended the national retail hard- 
ware convention carry ‘‘Cleve- 
land”’ Grindstones. 


Fathers of several and grand- 
fathers of a few carried “Cleve- 
land” Grindstones. 


Rather a substantial tribute to the 
steadfastness, stability and real 
stickability to both the hardware 


men and “Cleveland” Grind- 


stones. 


STERLING 


Substantial light running, 
mounted with a ‘‘Cleveland” 
Grindstone, genuine Berea 
or Lake Huron grit, which 
we alone manufacture. 19 
to 22 inches in diameter, 
1%” to 24%” thick. Frame 
can be set up in a_ jiffy— 
merely by manipulating one 
bolt. Shipped knocked down 
and crated. 





HARVEST KING 


Frame of heavy angle steel 
1%” x 1%” x %”, strongly 
braced and is equipped with 
our standard high grade 
selected ‘‘Cleveland’’ Grind- 
stone. Shipped folded com- 
plete, stone crated separately 
to save freight. 





The Cleveland Stone Co. 
Cleveland, Ohio 


283 Front Street, New York 
Lombard & Co., Inc., Boston, Mass. 
New England Agency 





—a Cleveland Stone Company prod- 
uct will do the work—do it well. 











Opportunity’s Rapping 
at Your Door 
—with a TYROD HAMMER 


IBERAL reorders from dealers the 
country over prove that Tyrods 
are the easiest, quickest selling ham- 
mer made today. 
A Tyrod is literally in a class by itself. 
That steel backbone running through 
its hickory handle is a feature which 
puts punch in a selling talk. 


Mechanics call it the greatest advance 
in hammer construction ever put over. 
It gives the hammer resistance. Re- 
gardless of the use it’s put to, you can’t 
break a Tyrod. You can’t make its 
head fly off. We guarantee this. 


Here’s a sales opportunity that’s alto- 
gether unique. Shrewd dealers are 
getting the profits and prestige which 
Tyrods create. 


Line up with them. 


Ask us for descriptive literature and 
price list. 


TYROD 


the hammer with a backbone 





A Complete TYROD Hammer Exhibit 
We loan our dealers a beautiful, sturdy dis- 
FREE play cabinet which silently proves TYROD’S 
superiority and builds up sales. 


American Hammer Corporation 
715 East 138th St., New York 


Western Sales Office 
615 W. Washington St., Los Angeles, Cal. 
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“ALLEN 
Cold-Drawn 


HOLLOW SCREWS 








Pull Trade with 30% More Strength 








They have the “pull” with 
your set screw users—by hav- 
ing that extra strength. 


They have the pull of a Repu- 
tation—which helps yours in 


mill supply selling. 
Theyhave the pull of industry- 


wide advertising, which saves 
you a lot of “push.” 


If you're fixed about right for 
an Allen Dealership, you will 
take over sales from the start. 
Simple to make the start— 
write for Catalogue. 


The Allen Mfg. Co. 


139 Sheldon St., Hartford, Conn. 
Branch Offices: 


W. C. Stauble R. E. Gregory 
2704 Rochester Ave. 1029 Wesley Ave. 
Detroit, Mich. Evanston, [Il. 


W. J. McRae 
320 Market Street 


San Francisco, Cal. 


E. P. Crawford 
3348 No. Park Ave. 
Philadelphia, Pa. 
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he set illustrated p 


is Catalog No. 1924 


Ohe sturdy, practical quality 
of GRIFFIN Hinges is em- 
bodied in this splendid line 


of garage hardware sets. 


RIFFIN 


~ Manufacturing Coe 
ERIE. PENNSYLVANIA 





“ Branch Offices__ 


45 WARREN ST NEW YORK 
74 W. LAKE ST CHICAGO 
28 BINFOAD ST BOSTON 
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A Maabea 
General Utility Padlock 


To retail at $1 and which means a substan- 
tial profit for you. Fully satisfies a need 
for a reliable padlock for general service. 


Specifications: 


Heavy cast brass case with high parts 
polished. Matted background. 


Self locking. Spring Shackle. 
6 key changes. 


Sizes—No. 04621—1'% inches 
No. 04623—2 inches 


The Eagle Quality Line 


Night) Latches Front Door Sets 
Cabinet}Locks Store Door Sets 
Trunk Locks Padlocks 


Wood Screws 


Eagle Lock Co. 


General Sales Office 
asemvessvorm 26 Warren St. New York ****¥* "or" 


Branches—521 Commerce St., Philadelphia, Pa. 
177-179 N. Franklin St., Chicago, Ill. 
114 Bedford St., Boston, Mass. 
Works at Terryville, Connecticut 
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No. 8 UNION Cold 
Pack Canning Rack 
Fits ordinary 
oiler. Looped 
handles hook over 
sides of boiler for 
safe and easy un- 
loading. 
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COLD 
PACK 


UNION Coming 1 Racks 


Union Cold Pack Canning Racks and 
Sure Grip Jar Lifters are rapid sellers 
during the canning season. Be ready to 
supply them. 


The One-Piece Rack fits any kettle or 
No. 8 wash boiler, locks rigidly upright 
when in use and may be quickly folded 
and put away when not needed. The Sure 
Grip Jar Lifter also insures safety in lift- 
ing jars from the boiler. 


Union Racks are rust-proof, very durable 
and sell at reasonable prices. Send for 
Literature and Trade-prices now. 





7 CF 


VAC? 








AD AFA? 








Ask Your Jobber or Write for Prices 


Union Steel Products Co. 
Department 27 


' Albion, Michigan, U. S. A. 
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A line of high-power, hand- 
operated, cutting tools, known 
in every civilized country for 
quality, durability and effi- 


8 
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OIL THE 
JOINTS 
TOP STRA 








ciency. 


Sold good hardware 
and tool stores and carried in 
stock by leading hardware 
jobbers everywhere. 


by all 
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H. K. PORTER, INC. 


Everett, Mass. 
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ELEC. WIRE CUTTER 
WITH SEARCH HOOK 





CHAIN CUTTER 











10,000 Expert Locksmiths 
Prefer 


~ THE SEGAL KEY-CUTTER 


The Segal No. 800 Rectifying Key-Cutter 
is used by locksmiths everywhere because 
of its speed, accuracy and simplicity. 


Many hardware dealers use the Segal 
because it is a profit maker that occu- 
pies little space and turns out a perfect 
key of any kind in less than a minute. 
Any boy can run it and produce perfect 
keys. 


Equipped with a Segal you can offer your 
customers a real convenience — perfect 
keys in the shortest possible time. You 


re 
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_ oy on eis 
Cuts all makes of flat as well 
as cylinder or paracentric keys 


Operates by 
hand or power 


PHILADELPHIA 
DETROIT 


will attract new customers because peo- 
ple who buy keys will buy hardware. 


Your jobber handles the Segal. 
Booklet on request 


BOSTON 
CHICAGO 


CLEVELAND 
LOS ANGELES 
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for 


PAINTERS, DECORATORS 
MACHINISTS, MILLWRIGHTS 
CARPENTERS, FARMERS 
ROOFERS, STEAM FITTERS 
WINDOW CLEANERS 
HOUSEWIVES, Etc. 


Send for catalogue and 
latest Pricelist 


W. W. BABCOCK CO. 
BATH, N. Y., U.S. A. 
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Fruit Single 
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The Customer with a Hobby 


He usually has one little plot, carefully cultivated, grow- 
ing every sort of a vegetable that’s sold by the package. 
Perhaps a set of tools—good tools—a few garden imple- 
ments and a deep-seated faith in his hobby—/us home. 


He isn't so hard to please—just a little economizing, doing 
MINTED SC REE his own repairs during the week-end, and depending on his 
+ tag home-town dealer for supplies—and advice. 


If you pass his home some time this summer look over his 
rescreening job. “Perfect” was a good selection. You will 
be glad you recommended it. 


Your Jobber stocks “Perfect.” 
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LUDLOW-SAYLOR WIRE CO. 
St. Louis, Mo. 
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Sell This Leader 


In addition to their nation-wide popularity 
as garbage pails—the largest selling heavy 
pails of their type ever produced—Guaran- 
teed Witt Corrugated Pails are sold in ex- 
tensive quantities to small contractors as 
cement buckets, to local roofers as tar 
buckets, to confectioners and ice cream 
companies as cracked ice containers, and 
for many other purposes to all classes of 
buyers who go to their local retailer for 
equipment of this kind. 


Due to their construction, these pails serve 
these purposes better than any similar 
equipment on the market. No matter how 
hard the service, they stand the gaff. 


And remember this: Witt Pails are easy to 
sell because the manufacturer’s guarantee 
tag is wired to the handle, guaranteeing 
them to outlast 3 to 5 of the ordinary kind 
—and enabling you not only to win a 
pleased customer, but also to make several 
times the usual profit per sale. 


See your jobber at once or write: 


The Witt Cornice Company 


2111 Winchell Ave. 
CINCINNATI, OHIO 


Manufacturers of 


Whit 


CORRUGATED 
‘CANS and PAILS* 
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KESTER 
Self FluxingS OLDER 


te Safeand Sure 
mops Onl 4 Heat 


semen Acid Core SOLDER 


eneral soldering and heavier electrical work. 

Self Fluxing —**Requires Only Heat.”’ Standard size 

oe 3 dons 1/8 inch in diameter, runs about 30 feet 

pound. Packed on 1, 5 and 10 pound spools, 
Boecial gauges also av ble. 


Keser Metal Mender 
The Household Solder 
Here is the small package of Acid Core Solder. So 
ple anybody can use it. Ten cans about 1/4 
each ny per carton. Ten cartons (100 
ot. 


« WESTER WIRE SOLDER 


Tet tts ee Se ace reescn eee SiS 





Kester Rosin Core Solder 


For very delicate electrical and radio work. Contains 
quality metals and rosin flux. Standard size 
32 inch in diameter, runs about 50 feet 
nd. Packed on 1, 5 and 10 pound spools and 18 
ks in 5 pound boxes. Special gauges 





eutey Radio Solder 
(Rosin Core) 
Safe, Sure and —. — approved by radio engineers. 
ess to the most delicate parts. Absolutely non- 
corrosive flux makes low-loss joints. Ten poeen a 
1/4 pound each per carton. Ten cartons (100 cans) 
to the case lot. 


GENUINE SOLDER 


CHICAGO SOLDER COMPANY 
4205 wanes Avenue, Dea U.S.A. 








Origi ena and world’s largest 
nandaanean of Self Fluxing Solder 


Your Jobber Can Supply You 
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| Roll ’em and 
Roll Up Profits 


“ACME” Casters roll—smoothly in any direc- 
tion. 

They are ball-bearing casters—the one great 
advance in design since the inception of casters. 
No other caster can compare with “ACMES.” 
The ball-bearing feature places “ACMES” in 
a class by themselves. 





= 
. 
> 
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Ball-Bearing Casters 


Show your customers how easily “ACMES” 
operate. Roll ’em on your hand or the coun- 
ter and the sale is made. 

Demonstrate the many advantages. This cas- 
ter cannot mar or scratch the floor surface, nor 
disturb rugs and floor covering. 

Progressive hardware dealers everywhere han- 
dle “ACMES.” Why bother with out-of-date, 
old-fashioned wheel casters when it is so easy 
to sell “ACMES”—the modern, ball-bearing 
casters. 


From Your Jobber. Send for Catalog 











| THE SCHATZ 
MANUFACTURING CO. 


Poughkeepsie New York 


AGENTS: J. C. McCarty & Co., 29 Murray St., 
New York City 
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“Roll along on Acmes 
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The Big Repeat Sellers 


The thing to consider in selling Marine Glues is: ‘Will 
they make boats permanently LEAK-PROOF and send 
boat owners back for more of the same kind?” 


Jeffery’s Waterproof Marine Glues have answered that 
question to the complete satisfaction of boat owners 
for many years. Not only does each individual cus: 
tomer return for more of the same kind, but he is so 
pleased every time he goes out in his boat to find it 
‘Bone dry,” that he gladly recommends it to all his 
fellow friends who own boats. 


We help our Dealers sell our Products. 
Your Jobber will supply you uith— 


JEFFERY’S 


Nationally Advertised 
Waterproof Marine Glues 
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BRIDGEPORT, CONN. * 


THE BRIDGEPORT SCREW CO. 


Bridgeport, Conn. 
Representatives: 


George E. Quigley, Detroit 
Milton Pray Co., San Francisco, Los Angeles, Seatatle 
G. M. Baird & Co., Memphis, Tenn. 
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Always in Demand! 


Sales of Deming Windmill Force Pump Standards have maintained a 
steady increase over a period of nearly a half century. The pumps 
illustrated on this page are the original three way valve force pumps. 
They were first introduced to meet the requirements of the principal 
windmill manufacturers and many of the first models sold are still 
in use. 


A feature of these pumps is the distributing valve which is operated by 
the hand-wheel above the discharge spout. The union elbow coupling for 
underground connection can be turned to suit the direction of the pipe, 
so that water can be discharged underground without danger of freezing. 
With Figure 415 (illustrated at left) the plunger can be withdrawn from 
2-inch tubular wells by removing the stuffing box. 



















Figure 415% (illustrated at right) has a differential plunger instead of 
the stuffing box gland. 


These standards may be fitted for 1, 1% or 2 inch suction pipe and %, 
1 or 1% inch underground discharge pipe. 





Further information about these pumps and the complete line of Deming 
Hand and Power Pumps for all uses will be furnished upon request. 
Ask the Deming Distributor in your territory or write direct to us con- 
cerning your opportunities in selling Deming Pumps and Water Systems. 


THE DEMING COMPANY, Est. 1880, SALEM, OHIO 


Distributors in All Territories for Immediate Service 
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Practical and Inexpensive, Donley Screen 
Door Guards prevent the sagging, bulging and 
breaking of the screen. Installed in five min- 
utes. Made of channel steel—finished in black 
enamel. Five sizes—26”, 28”, 30”, 32” & 
36”, center to center of screw holes. Retail at 
75c to $1.00 per set of three guards. 


Alsteel Hose Reels 


All steel construction, with nothing to break or wear. Finished in 
a bright green enamel. The specially corrugated steel drum allows 
the air to circulate freely around the hose. Capacity—100 ft. 5/8” 
hose. Attractively priced in two styles and sizes. | 


Let us put you in touch with the nearest Donley Jobber 


THE DONLEY MANUFACTURING CO. 
10585 Quincy Ave., Cleveland, O. 








This Yellow Tag Means 
Better Wire Cloth—— 


Better wire, more satisfied customers, bigger 
business—these are the reasons why you should 
sell the wire cloth with the yellow tag, and 
buffalo on it. 


The careful weave and thorough galvanizing of 
“Buffalo” wire are the results of over fifty years’ 























experience in the wire products field. Cloth 
Its varied uses assure rapid sales and many a eee eee ee 
avenues of profit. BUFFALO, U.S.A. 





Catalog No. 8-A.B. mailed gratis. 


Buffalo Wire Works Co., Inc. 


“Buffalo” wire cloth is (Formerly Scheeler’s Sons) Established 1869 
a 518 Terrace Buffalo, N. Y. 


300 mesh. 


DHEOWTBE 
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a new 


and now / Selling 


= feature 














‘fm lothes 
™~/ Closet 
Fixture 


It Sells on Sight 


Every home—old and new— 
in your community is a pros- 
pect for from one to six K-V 
Clothes Closet Fixtures. After 
the home owner knows what 
you have you will find it a 
rapidly moving piece of 
hardware—and at ae nice 
profit to you 









The K-V Clothes Closet Fix- 
ture is being nationally ad- 
vertised. We are attempt- 
ing to send half sold pros- 
pects into the retail stores 
of America. Be prepared to 
sell these ready buyers. 

This fixture is easily in- 
stalled in old or new clothes 
closets of various types Its 
use doubles the garment ca- 
pacity, keeps clothes in bet- 
ter order, makes selection 


IS IH = Re . 
ea D Pe 


easy, and is more sanitary. 12 to 60 inches 
It is easily and quickly in- - ' - am —— 
. . nw ere is a modern closet, eq 

stalled,: and- will last always. a ta Le aaaen tek Gee 
It makes an excellent sales ture. It accommodates double the 
leader, and -will bring people number «comets - a . 
; , space of old closets. ousands o 
into your store. these fixtures are installed in pri- 


The K-V Clothes Closet Fix- vate homes, apartments and hotels. 
ture is made in sizes from 
12 to 60 inches, is hand- 
somely nickeled and inexpen- 
sive. 


KNAPE & VOGT 
MANUFACTURING CO. 
Grand Rapids, Michigan 












Knape & Vogt Manufacturing Co. 
Grand Rapids, Mich. 


Please send me, without obligation, your illustrated catalog of 
the K-V Clothes Closet Fixture with instructions how to mount 


and demonstrate. 
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Here's the List you need- 
Its Verified 














Hardware Age Verified List 


OF WHOLESALERS AND RETAILERS 


Gives names and addresses of Hardware Retailers, with 
ratings based principally upon annual sales; and also 
shows names, addresses, capitalization, territory covered, 
number of traveling men, names of buyers and lines 


handled by Hardware Wholesalers. 
CONTENTS 


Wholesale Hardware Houses and also Manufacturers’ 
Agents in United States, Canada and Foreign Countries. 
Retail Hardware Stores in United States, Canada and 
Foreign Countries; also General Stores, Lumber Yards, 
etc., handling hardware. 
Chain Hardware Stores in United States and Canada. 
Sc, 10c amd 25c Stores carrying hardware in United 
States and Canada. 
Department Stores carrying hardware and housefurnish- 
ings in the United States. 
Automobile Accessories Jobbers. 
Dealers in Mill, Steam, Mine and Machinery Supplies. 
Export Merchants handling hardware and kindred lines. 
Sporting Goods Wholesalers and Retailers. 
Mail Order Houses handling hardware and housefur- 
nishings. 
Woodenware and Willow-ware Wholesalers. 
Paint, Oil and Varnish Jobbers. 
Radio and Electrical Goods Jobbers. 
Plumbers and Tinners Supplies Jobbers. 
Membership Lists of Hardware Associations. 
Hardware Age Verified List of Wholesalers and Retailers 
is indispensable in economic direct-by-mail promotion work 
and also a helpful guide for salesmen’s calls. Every sales 


manager should have one on his desk, and every salesman 
could profitably carry a copy in his grip. Since the previous 
issue was published there have been more than 10,000 
additions and corrections, and these all appear in the 


Seventh Edition. 


Hardware Wholesalers find Verified IAst of great value in 
“‘checking’’ their retail prospect records. 


$12.00 postpaid 


- HARDWARE AGE 


(Verified List Department) 
239 W. 39th St. New Yori, N. Y. 
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Build with CEL-O-GLASS | 
—the new easy way 
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Sa 
These ad- SS/ 
vertisements 
are appearing 
in the Saturday 
Evening Post and 
other National 
Magazines. 


MILLIONS are reading these 
CEL-O-GLASS Advertisements! 


Millions are buying CEL-O-GLASS for the home, farm, factory and many 
other uses. There is not a single product on the market today that has 
such a universal sales appeal and such a wide range of uses. Nationa! 
advertising and dealer helps make CEL-O-GLASS the one article you can- 


not afford to overlook. 
CEL-O-GLASS is an unbreakable, flexible, durable material that takes the 


place of glass. Easy to use—easy to sell. Shipped in standard rolls 3 
feet wide by 100 feet long. 
Ask your jobber about CEL-O-GLASS or write us for sample, discounts and 


complete information. 


ACETOL PRODUCTS, INC. 


Name Changed from 


CELLO PRODUCTS INCORPORATED 
21 Spruce Street, New York, N. Y. 


CEL-0:GLASS 
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“WELCOME!” SAYS 
WARREN FIXTURES 


Stores equipped with Warren Fixtures 
are especially inviting to customers. 
And in planning new quarters, or re- 
arranging the old, this factor should be 
carefully considered. 


The attractive display of your mer-: 
chandise makes it easier for customers 
to shop—and buy. Quick, too! The 
fact that Warren Fixtures cost nothing 
to maintain, are easy to keep fresh look- 
ing, reflect up-to-the-minute merchan- 
dise, and suggest added sales, are other 
distinct advantages. 


WARREN FIXTURES 


Whatever fixtures you have in mind, you will 
have a very different idea of fixtures if you 
will visit any good hardware store and look 
over its installation of Warren Fixtures. Or 
better still, let our Service Department submit 
suggestions that apply specifically to your 
store and its problems. 


This is a good time to get our cata- 
log—and suggestions. No obliga- 
tion. 


J. D. WARREN MFG. COMPANY 
Chicago 


159 No. State Street 
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Weed Screws 

Drive Screws 

Ceach Screws 

Machine Screws 

Set Screws 

Cap Screws 

Saw Screws 

Thumb Screws 

Hand Rail Screws 
Special Autematic Screw 


Steve Bolts 

Tire Belts 
Agricultural Belts 
Sink Belts 

Hanger Belts 
Machine Serew Nuts 
Steve and Tire Bolt Net» 
Semi-Finished Nuts 
Castellated Nate 
S.A.E. Nats 

Jeck Chain 
Plumber's Chain 
Register Chain 
Safety Chain 
Fernace Chain 
Ladder Chain 

Sash Chain 
Eecutcheon Pins 
Speedometers 
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Machine Preducts 











_ UNIFORM QUALITY and ADEQUATE STOCK 








MM ———— i 


The CORBIN SCREW CORPORATION 


The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 


Warchouses—New York, Chicago, Philadelphia 
Western Factory—Dayten, Ohio 

















Even the best of us can 
profit by observing what 
the other fellow is doing. 
This is particularly true in 
the hardware business. We 
have often been told of the 
successful outcome of some 
merchandising idea_ that 
was prompted by a Hard- 
ware Age story. 


IT’S NEVER TOO LATE 
TO LEARN! 


After you read your copy 
of Hardware Age, go 
through it again and see 
how many of the merchan- 
dising ideas, stories and 
editorial hints you can try 
in your store. Remember, 
something new is always 
interesting. You'll find 
plenty that is new in Hard- 
ware Age. 


HARDWARE AGE 


239 West 39th Street 
New York, N. Y. 
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What Pleased Customers Mean 


One of America’s leading merchants says: “There is quite a 
difference between a satisfied customer and a pleased customer.” 





We agree. When a customer is merely satisfied he usually 

rests contented but nobody knows it. When a customer is 

pleased he spreads the good news to Ats neighbors and friends. oe 
Dealers get the benefit. For Homes 


One reason why Boller Mop Wringers and Ezy Squeeze Mop 
Squeezers are continually increasing in sales is, because they 
do more than give satisfaction to users, they please to the ex- 
tent that every user becomes a booster. 





Made in thirty-four different styles, each built to save labor 
and give enduring service. You can secure both lines from 


the same jobber. If not, write to us. 


PETER PjOLLER MACHINE WoRKS 








126-128 N. Curtis St. Chicago, Iil. qs | 
L RAVING 
SALES REPRESENTATIVES: iv fo bla £) 
SAN FRANCISCO LOS ANGELES DALLAS \ Ine HK 
Tharer & Bower Thayer & Bower F. L. Glover & Co. cir wl —~SP* 
845 Monadnock Bldg. 923 E. 3rd St. 1322% Commerce St. NT ry MAN 
| WPAN 7, 
Eastern and New England States DENVER a HY VA VAY WANS 44 
C. E. Peabody & Co. — ee 
71-73 W. Broadway J. H. Morrison YY PPT 
New York 306 Sugar Bide. No. 9 Challenge 

















HOOKS 


5 of 11,111 Different Kinds, Styles 
aaivaimenlanewes and Sizes for Every Purpose 


1! in. High—Projection | in. 
1 Dozen in a box, with screws, 
weight % Ib. 
Carried in stock in polished brass 
and nickel plated finishes 





NO. 365—CAST BRASS 


2% in. High—Projection 2% in. 
| Dozen in a box, with screws, 
- weight 2% Ibs. 


Carried in stock in polished brass 
and nickel plated finishes 





NO. 349—CAST IRON 
6 in. High—Projection 3% in. 
1 Dozen in a box, with screws, 


NO. 364—CAST BRASS | 
: weight 4 Ibs. 
2% in. High—Projection 3 in. Carried in stock in brass plated 
1 Dozen in a box, with screws, and old copper finishes 


weight 2% lbs. 
Carried in stock in polished brass ALL GOOD SELLERS 


and nickel plated finishes 
Orders cheerfully accepted 


NO. 0364—CAST IRON NO. 374—CAST IRON 
(New) THE (New) 


2% in. High—Projection 3 in. 6 in. High—Projection 3% in. 

3 Dozen in a box, with screws, 1 Dozen in a -box, with screws, 
weight per Dozen 1% Ibs. * ® weight 3% Ibs. 

Carried in stock in brass plated Carried in stock in brass plated 
“ East Rochester, N. , a and old copper finishes 


and old copper finishes 
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Placed above floor, hence saves the cost of digging cellar. 


for one-third less.) 


Can ship promptly as we now manufacture fifty furnaces per day. 


the market. 
Write today for exclusive agency plan, your district may be open. 








WASHINGTON 
HOME FURNACE 


The improved air duct increases the heating capacity about thirty 
per cent in our Washington Home Furnace 


Produces circulating moist beat for 3 to 6 rooms. Only stove or furnace ever built without name 
plate or advertisement on the outside. (Name is molded on inside of front feed door.) 
Beautiful grained mahogany finish, harmonizes with finest mahogany furniture. (Also in plain finish 


Made in the same plant in which we manufacture 100,000 Washington stoves and ranges annually. 


NATIONALLY RECOGNIZED AND ADVERTISED 
Correct location of water pan. Most beautiful and most expensively constructed furnace now on 


GRAY & DUDLEY COMPANY, Nashville Tennessee 
We melt more than 100,000 pounds of southern pig iron per day 
















The Saw Jest 
This test proves conclusively 
that the locking bolts cannot th 

sawed. Revolving 
hardened steel in- 
serts will turn any 












jimmy- 


KEI He ™ LOCK 


Every sale of a KEIL Lock means 
the permanent good will gained 














a of an additional customer, because Can also be furnished 
— KEIL built-in security is a con with Linen instead of 
a stant reminder that your customer Steel line. 
appreciates. 


Made in rim and mortise, front and 


Francis Keil & Son, Inc 
e F Ss 
401-425 East 163rd St., WEW YORK, 127 Fulton Street, 
New York City CHICAGO ‘ST. LOUIS 


1876—-1926 616-20 S$. Dearborn St. 817 Locust St. 
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Sree. Pocket Tape 





—fits their pockets 
—helps fill yours 


| Qewad a good supply of this 

handy article and display it! 
Its compact size and handsome ap- 
pearance make it an ideal vest 
pocket companion for the business 
or professional man who has need 
for accurate measurements. 


In nickel plated cases, 
spring winding. Length 
from3to12ft. Also metric 
or both, inch and metric. 


While inexpensive, they yield you a 
liberal profit and introduce new cus- 
tomers to the K & E Quality line! 

The Tip Top Tape is just one of the 
articles handsomely displayed in our 
Display Tray No 52. Send for informa- 
tion today! 


tre door alter. Unteaigot KEUFFEL & ESSER CO. 


General Office and Factories, HOBOKEN, #1. © 


SAN FRANCISCO MONTREAL | 
30-34 Second St. 6 Notre Dame & @.) 


Drawing Materials, Mathematical and Surveying Instruments, Measuring Tapes 
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HOUSTON’S 


Will Not Chip, Break, Warp or Crack 
Quickly Dries Rock Hard—Stronger Than Wood 


shade. 
Easy Sales, Quick Profits 
Sells at sight. Im handy cartons. Retails at 1 Ib., 30c.; 2 Ibs., 6Oc. 


SO — 


nn 


for samples. Ask your jobber or order direct 

GOLD MEDAL PRODUCTS COMPANY 
Makers of Houston’s Famous Wax Products 
1210 Sheridan meee North become. Illinois 


| 
| 
| 
| 
| 


Gold Medal Rock Hard Water Putty 


Just the vay! for every home! Needed by every painter and carpenter. 
Has hundreds of uses—filling cracks; repairing friezes, ornaments, furni- 
ture and woodwork. Permanently sticks to wood, cement, plaster, stone 
and compositions of all kinds. Easy to mix. Can be made to match any 


5 lbs., $1.40; giving dealer 40% quick pemm, A great repeater. Write 
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The DOOR KNOCKER 


“‘Modernized”’ 
' , H ERE is a 


Door Knocker 
and Letter 
Chute co m- 
bined that is 
quickly adjust- 
able to any 
thickness of 
door and when 
attached makes 
it unnecessary 
to go outside to 
get the mail. 
Owing to its 
rare beauty and 
practica- 
bility the 














Reichard Magic Weeders 


—bring greater profits as well as 
greater customer satisfaction. Their 
distinctively superior features— 
especially the Spring Tooth—will at- 
tract interest that can be most easily 
turned into a complete sale. 


Reichard Magic Weeders are easy Letter Chute KNOCKER 


to use—just half the labor with 





better results. is having a ready sale wherever shown. It is sub- 
Wri tii , 6 4 stantially made of heavy cast brass and will outlast 
7s. . See 0% ote any door. Made in a variety of beautiful designs and 
models with big profits. furnished in all standard finishes. Liberal profit. 
F. H. REICHARD MFG. CO. Write for Folder and Trade-prices. 


BANGOR, PA. ; 
| THE COWAN MEG. CO, Pittsburgh, Pa. 
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Send for Samples 
Test Them Yourself 


Trying to describe the Quality of Baur 
Tacks is like trying to describe the 
Niagara Falls—You must SEF for 
yourself. 





That is why we prefer to Send Free 
Samples, let you examine and drive 
them and determine for yourself wheth- 
er the sharpness,. smoothness and uni- 
formity of Baur Tacks warrant a E are headquarters for these quaint 
“Trial Order.” stoves so much in demand for re- 
modeled town houses and apartments 


Dealers who sell BAUR TACKS like 
and for country homes. 


them so well that they usually stock 


our other products. Howes Antique Franklin Stove is re- 
produced from one known to be more 
Our complete line also includes Staples of every descrip- than a century old 


tion, Double Pointed Tacks, Basket, Clout and Trunk Nails. 


BAUR TACK CO. 


Indianapolis Indiana 


THE S. M. HOWES CO. 


44 Union Street Boston, Mass. 
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The Gem Nail Clippers 


National advertising has created a national demand 
for them. They sell wherever they are displayed. 
Your customers will buy “‘Gems’’ when they know you 
sell them. Gem 50c. Gem Jr. 35c. 

The “‘Gem” has no reputation to make; it has already 
been established for years. 


THE H. C. COOK CO. 


ARE 
YOU 


SELLING THESE? 


Write for Prices 


Order Thru Jobbers 






Cook’s “Burro”? Hacksaw Frames 


The “Burro” Hack Saw Frame is the original Dollar 


Frame and worth every cent of its price. Its Quality 
and practical design make a combination that can’t 


be beaten. 
You can sell the “Burro” with profit to customers who 
want something better than “averag-”’ for a reasonable 


price. 
ANSONIA, CONN. 
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Nothing Better 


The Coes wrench dealer and 
the COES wrench user con- 
tinue to stick to the GENU- 
INE COES KNIFE HAN- 
DLE WRENCH, because 
they cannot find a better 
tool. 


And the range of Sizes, 6” 
to 21”, takes care of every 


requirement. 


Keep stocked through your 
Jobber. 





COES WRENCH Co. 


“In Business Since 1841” 





Worcester Mass. 

SELLING AGENTS 
3. ©. McGee & COE oc soiere 29 Murray Street, New York 
JOHN H. GRAHAM & CO...113 Chambers Street, New York 
FENWICK FRERES........ 8 Rue de Rocroy, Paris, France 


DROP FORGED WELDLESS 


EYE BOLTS 


ROLLED THREAD 
GALVANIZED OR PLAIN 


pee ce oe 


YY,” Diam. with Eye 7%” Inside 
Ye”’ e6é 66 aa 7 ”, a6 


34" ee 6 ee 


13%” se 


| iA” ee 
Quick Shipment 


Oliver Iron and Steel Corp. 


1001 Muriel St. 
PITTSBURGH, PA. 


ESTABLISHED 1863 


| LA 66 66 66 





























Spargo Wire Co., 


Bronze ana Copper 


FLY SCREEN CLOTH 


Spargo is real fly screen cloth that looks the 


part. 
And besides its attractive appearance, du- 
rability is woven into every square foot of it. 


Write for prices. 
Rome, N. Y. 
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OFAIN . 


ae ules 
MOST FAMILIAR TO USERS EVERYWHERE: 
HIGHEST IN THEIR ESTIMATION. 


SELL READILY; 
YIELD THE DEALER PROFIT AND SATISFACTION. 
























SEND FOR CATALOG THE JUFKA voy a SAGINAW, MICHIGAN 


NEW YORK WINDSOR, CAN. 











Two Morrill Products &; ‘ 
That Sell Well 


EVERYWHERE 


Are YOU 
Selling Them? 


The Morrill Nail Puller pulls _ 

> twice as fast and lasts longer under 
Which Hod Would You hard service. It is popular with the 
user because it cannot harm. the 


Rather Carry? hands. 








a 
We have in our office a Morrill Nail a 

If you had to haul mortar for a living, you Puller that was used for 10,340 
certainly wouldn’t want to ca a hod that hours. It is still serviceable. 
dripped water all over your shoulder. Morrill Sawsets are known and used by thousands of 

You would choose a Never Drip Steel Hod carpenters and home owners. These tools are easy to 
with its one-piece ends. You would go use, fast and accurate. As is the case with all Morrill 
whistling on your way while the other fellow Products they have the quality that means long service. 


‘ b 
There are lots of hod carriers in your town Ask Your Jobber 


who are bearing the discomforts of carr ng 


leaky hods simply because they have not THE MORRILL LINE 


shown the sensible and better ki Nail Pullers 


Bench Stops 
This open field of profit is yours for the Sawsets 


askin Write us at once for detai Liquid Soap Dispensers 
” — Lead Seal Presses 


The Cleveland Wire Spring Co. | pt os | 
Speer ome CHAS. MORRILL, Inc. 


102 Lafayette St. New York City 


























Growing demand for 


W. ROSE Tools 


is the result of our use of choice ma- 
terial and skill. 


Wm. Rose & Bros., "72 


Selling Agents 
Wiebusch & Hilger, Ltd. 
New York 





No. 1111—6 inches Wide Heel Cut Back 
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STEADY SELLERS 


Every user of a solder- 
ing iron can use these 
products with profit. 
You will profit by mak- 
ing your customers ac- 
quainted with the qual- 
ity of Speco Products. 


If you will drop us a 
line we will be glad to 
tell you more about 
these steady sellers. 


Special Chemicals Co. 
Waukegan Illinois 
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“Improved” Guaranteed 


Jersey 
Shoe Lasts and Stands 


They are lock bearing and absolutely the best of 
their kind. 
If you are stocking lasts and stands similar to the 


JERSEY it will be to your interest to get in touch 
with us before placing your next order. 


We will show you that you will increase your sales 
on Lasts and Stands by stocking JERSEY. 








Look 

f 

This nN 
Mark. S 
V 


Denotes 
Quality, 
Durability. 





STAR HEEL PLATE CO. 
Louis Sacks, Inc. 


357-391 Wilson Ave. Newark, N. J. 














—QUICK, SURE PROFITS FOR DEALERS 


DIETZGEN TAPES 


Builders, contrac- 
tors, workmen — 
all prefer Dietz- 
gen Steel Tapes 
because of their 
easy readability, 
extreme accuracy, 
long life and con- 
tinuously depend- 
able service. 





Dietzgen 
Gem Tape 


Steel case with brown leathery 
finish. %” ribbon. simplified 
reading, furnished in 25, 58, 
75 and 100 ft. lengths. 


Dietzgen Steel Tapes cost no more than 
others, and insure dealers a quick, sure 
profit and satisfied customers. 


Ask for descriptive literature, tape dis- 
play tray and other dealers’ helps. 


EUGENE DIETZGEN CO. 


Enduring worth at reasonable cost 


Chicago New York pi EN Philadelphia Washington 
New Orieans Pittsburgh == Milwaukee Los Angeles 
Sen Francisco Est. 1885 Factory at Chicago 
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oe 1. acd af) COMBINATION 
Pe a BABY-WALKER, GO-CART 
e*- AND COASTER-CAR 


Don’t overlook TAYLOR-TOT in 3 in Light Blue and Ivory, with 6 
your search for more profitable TAYLOR Tongues, show you these 
items. In addition to the all-im- pandsome new color combinations, 
portant ee = nue —— while proving the profits in TAY- 
nave made it the fastest  Seting LOR-TOT Your investment is 
juvenile vehicle on the market, we only $23.75 and consistent national 


are announcing a Color Choice to Pas 

further increase dealer sales. advertising guarantees your turn: 
Let a “tryout” order of 3 TAY- over. Full details will accompany 
LOR-TOTS in Red and Ivory and our acknowledgment. 


The Frank F. Taylor Co. 
Norwood, Cincinnati, O. 


N. B.—The same color choice 
applies on TAYLOR-WAG and 
Taylor DOLL - TOT. Taylor 
GO-BI-BI comes in Light Blue 
and Ivory only. 
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If 


This Is a Blind Advertisement 
for 
Production Men 
Who Have Their Eyes Open 


Are you interested in cutting down trouble 
with loose connections on your product? 


Would you like to get acquainted—trst hand— 
with the only non-tangling lock washer of real 
holding powers now in the market ? 


Would you like to test a lock washer that grabs 
hold so tight—-biting into the metal—that it can- 
not be shaken loose? The only positive lock 
washer made in counter-sunk type. 


If you want to meet—face to face—the only 
shake, spread, and tangle proof lock washer now 
used—one widely adopted in the hardware fields— 
drop us a card today—or write—or wire. 


Just tell us the kind of work on which you wish 
to make a real, hard, long, thorough test—and we 
will give you details of a really interesting, money 
and labor saving proposition. /t costs you not 
one penny to make this test. 


Box 555 


2505 North Keeler Avenue, Chicago, Illinois 
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Not Just Carriage Clamps— 
but 


ie} \) || 





MARK 
CARRIAGE CLAMPS 


Made by 


ADJUSTABLE CLAMP CoO. 
411 N. Ashland Ave. 


Chicago . : . Illinois 


For those who want the best 





















Double Your Sales on 
4. Leading Tools with 
the “YANKEE” 4-TD 


This fascinating demonstrator catches the attention and 
invites every one entering your store to operate four 
leading “YANKEE” Tools exactly as in use. It is hard 


to resist. 

Put one on the counter and watch your sales grow 
without extra expense. YOU GET IT FREE with a small 
stock order for “YANKEE” Tools. 


Ask your jobber about it. 


NORTH BROS. MFG. CO. 
Philadelphia, Pa. 








300% Gain in Trade 


> 
ve 


hes | i iy 
Pia & Aet $3773} 








View of the spacious salesroom of Chas. W. Walmer 
Hardware Co., Wilkinsburg, Pa., which has increased 
sales better than 300% on many lines within a period of 
less than six months. Refer to May 20th and June 3rd 
issues of Electrical Goods for complete story. Heller 
Equipment played an important part. If you are seri- 
ously interested in increasing your sales MAIL COU- 
PON TODAY. Study the Heller plan, then let your 
own judgment tell you what to do. 


W.C. Heller & Co. 20 verey"st. New York City 


Please tell us how Chas. W. Walmer Hardware Co. increased 
sales 300 per cent. Send interesting literature on your service. 
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Absolutely 
Guaranteed 
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K 
MACHINE 


NO 
OTHER 
MACHINE 


No investment you could make is as 
profitable as a Key-making department. 
Many expert locksmiths have regretted 
buying other machines before seeing the 
Beisser. 

Here’s what the Beisser does: 


(1) Cuts any kind of key com- 
plete in one operation 
(2) Makes Yale Keys in 20 sec- 








Keeps Hands Out of Filthy Soapy Water 
Has a record for fast selling and 
substantial profit. Outsells and out- 
wears any mop made. Wrings by a 
twist of the hand. Best 
materials handsomely fin- 
ished. Prices on request. 

This Display Rack 
Boosts Sales 75% 
A real merchandising help. 
Keeps goods off the shelf. 
Easily knocked down and put 


up. Ask for our _ special 
“Outfit” proposition. 


Squeez-Ezy Mop 
Co., Inc. 
New Orleans, La. 














onds 

(3) Eliminates hand-finishing 

(4) Cuts four flat keys at a time 

(5) ~- _, no experience to ope- 
rate 

(6) Makes keys by number with- 
out ek lock apart 

(7) Cuts Bitt Keys, side and upper 
grooves as well as length and 
width in one operation 

(8) No swiveling or adjusting 
necessary 


Let us tell you what a complete Key- 
making Department is, investment, oper- 
ating cost, everything. Write today. 




















Beisser Key Machine Co. | 
407 East Fort Street | 
XN Detroit, Mich. | 
| 
& = | 
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CUSHION 
TIRE 
# 








YER 


Insure perfect shelf service for any line of merchandise. 
tread steps, properly spaced, with convenient full 
handholds on both sides of ladder permit mounting 

or descending with ease. Both hands free to remove or 
replace stock without d of falling. Cushioned Tired 
Trolley and Truck Wheels eliminate noise and prevent 
vibration. Erection as simple as A, B, C. Utilize 

small space. Make top shelves safely available 
for stock purposes. One style--neat of 
desi dain lellied-and 
Thousands 







































REVOLVING 
CABINETS 


Hardware stores, dealers in 
auto supplies and garage 
owners these cabinets. 


They prevent mixing of bolts 
or screws. 


Large capacity. Small space. 
Many sizes. Send for Cata- 
log and Price List. 

Your Jobber will supply you. 


American Bolt & 
Screw Case Co. 


Dayton, Ohio 








(jRANITE STATE 


Mowin$ Machine Company MS —— : 
MINSUDALE N H “ 


LAWN MOWERS 


are good merchandise to carry from 
a sales standpoint—and A-1! value 
from the users viewpoint. 


You'll like them. {x 


= » al 


A E init asa 
ts fe ee 


j ‘ 2 eo .. =_—y y 
Granite State Se ni> 


Tires and Accessories 
Belong in the 


HARDWARE STORE 


Manufacturers who want real distribu- 
tion will do well to cultivate the market 
available in the hardware field. 


Hardware merchants know merchandis- 
ing. They can sell accessories, thousands 
are already doing a good business in this 
line. 


Tell them your story in Hardware Age. 


0 Te, 
; Ls 
wal iN bis. 
_conohat Mat, “Every Ca 
/ aa: ‘h Hl l/ \, very r 
yp f a i WY | Owner Buys 
y Ll Naua ii ¥; Hardware” 
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Stetson’s Combination Cushion Chair Tips 





are made from selected sole leather. The Com k : 

chair is able to move about freely without our ae 

noise or scratching the floor. The felt washer Elelfe Buyer's 

acts as acushion. This line is only one of our in| Gtalo 

big sellers. Write for catalog. ontene D. 
Elastic Tip Co. 370 Atlantic Ave., Boston, Mass. 


























GOULDS “SUNIVERSE”’ 
HOUSE FORCE PUMPS 
FIGS. 1725 and 1726 


A light weight, easy 
working pump for 
household use. 


Dealers should al- 
ways have one or 
more in stock at all 





Better 





Machine Screws “signs 
for the Fig. 1726 Iron Write for Catalog “M.” Fig. 1725 With 
Hardware Trade GOULDS PUMPS, INC. 
Seneca Falls, New York 
HARVEY HUBBELL 
MACHINE @ SCREWS 


WHEW YORK, N.Y. 


___#iPUMPS 


“COLD HANDLE” FRY PANS AND SKILLETS 



























Made in the “L. & G.” 
QUALITY, both in FIN- 
ISH and WEIGHT. Or- 
der a Sample Line and be 
convinced. 


LALANCE & GROSJEAN MFG. CO. 
NEW YORK CHICAGO BOSTON 


— 
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NEW - 
STANDARD Do You Remember Names? 


Triple Whip 
















fails to retain CERTAIN names. For instance, mention 


N® matter how tricky one’s memory may seem, it never 
FISHING TACKLE and the name ABBEY & IMBRIE 


flashes into mind immediately. Because the experience of 


FREEZERS over a hundred years of making, selling and a 
5 quality tackle has made Abbey & Imbrie the best own 

2 qt. size name in the fishing tackle business. Therefore, when you 
carry the Abbey & Imbrie line you carry merchandise that 


All-metal and wood tub moves and yields excellent profit. Write for our new Catalog. 


types. Triple Action—side ° 

crank—reserve ice apace— bey mbrie 

latch release or cra 

mechanism. Wood tub has FISHING TACKLE 

patented meee" bottom. 97 Chambers St., Dept. A7, New York City 

Popular priced. “2. To Late JA fre Z  * 
oO. 7 


New Standard Corp. 


No, 600 Wood Tab Mt. Joy, Pa. ALE AAA A AEE 
TAPLIN 


Double Dasher. 
Centre Drive—Iron 
Frame and Gears 


Comfortable to grasp—no sharp edges 
to cut the hands. No holes or crevices 
to hold decaying food. No soldered parts 
to come loose. No parts that bend and 
cramp the gears. 

Douse it in water to clean—the finish 
is Rust Proof. 


30 Years’ Experience 
Behind This Beater. 


THE TAPLIN 
MFG. CO. 


No. 477 New Britain, Conn. 


BURNLEY 


The Soldering 
Paste that has 
tion and profit. 


i $- : 
satisfied cu . UNITED STATES CHAIN & FORGING CO. 
tomers for over ee UNION TRUST BLDG., PITTSBURGH, PA. 
me ied Bar 


23 years. ices 


Sample free. MCKAY TIRE CHAINS 


BURNLEY BATTERY & MFG. CO. McK — 


NORTH EAST, PENN. 














Signs That Turn Lookers Into Buyers 


“Seeing is buying”’ 
when you have the 
right goods, price them © 
right, and get quick at- 
tention to them with 
attractive signs of all 
kinds. The best outfit 
for lettering such signs 
is a NATIONAL 
SHOW CARD 
WRITER. Any clerk 
can use it. It costs 
little, does good 
work and soon 
pays for itself. 


Send for folder. 




















(AiO) 





. . . ity Ave. 
National Sign Stencil Co. 9 507? part wine, 
Pacific Coast Office, 206 Chotiner Bidg., Los Angeles, Cal. 























MKAY:!3 BUMPERS 





ff ™\ —and the better black chains in the red 
band bag are both of them profitable to 
sell. And they do sell. Get our proposi- 
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DEALER AHOY! 


Summertime is boating time. Wander down by any beach. Stroll along the bank of any stream or 
the shore of any lake. The activity of the small boat owners is plainly evident. They’re scraping, scrap- 
ing, scraping or painting, painting, painting. 

The average water-side hardware man is content to sell them merely paint and varnish. Don't 
let it go at that! They want ropes, anchors, fittings, chain, oars and numerous other items of marine 
hardware. A small stock of such material will prove a profit-maker. Moreover, it’s a line that is per- 
fectly stable. While the average car owner buys a new model every two or three years, the motor- 
boat owner “stands by” his craft much longer. 

They'll soon be “casting off,” these men who go “down to the sea in ships.” Are you helping 
make their vessels “seaworthy”? 


BA AO ie A OR Rs Bs sR sR Rs sR RR RR RR RR I Rs RO OO 
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Conneaut Special 


Shovels—Spades 
—Scoops 


Kind to the hands and the 
back and the pocketbook. 


THE CONNEAUT SHOVEL CO. 
CONNEAUT OHIO 




















MACHINES 


HACK SAW BLADES 





“REDUCE YOUR COSTS” 


Samples furnished for testing. 
Write for catalog and prices. 
Sold by Jobbers. 


DIAMOND SAW & STAMPING WORKS 
BUFFALO, N. Y. 








|Look for the full name 


Russell Jennings 


stamped on the round of our 


Auger Bits 


, Bere ' 
Bite orig inal Paleitietts twist auger nit , Patel ted by 


“Mr Russell Jennings in re 


Russell Jennings Mfg. Co. 
Chester, Conn. 


Manufacturers of the finest line of Garage Door Hardware. 
Recommend Allith products for satisfaction. Let us send 
you our new Catalog. It is considered the most complete 
ever published—a request brings it FREE. 

Representative jobbers distribute A-P 

products throughout the United States. 
Door Hangers Fire Door Hardware 
Garage Door Hardware Overhead Carriers 
Rolling Ladders Spring Hinges 


ALLITH-PROUTY CO., Danville, Il. 








*? —_ 





“reat LANDON P. SMITH, INC. 


in the 100 COIT STREET, IRVINGTON, N. J. 


WHEEL” Successor to SMITH & HEMENWAY CO., INC. 
(Glass Cutter) Business 
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Sorew Plate Sete 


‘The Line That Keeps Moving” 


It takes steam to make the engine “Go” and it takes more than 
gn materials ae. keep tools meee 

e’ve built “Go” as well as Quality into the complete line of 
“‘Threadwell” Tools. Let us send you our latest catalog. 


The THREADWELL TOOL CO., Greenfield, Mass. 


New York City, 396 Broadway _ 135 St. Clair Ave., N. E. 
Philadelphia, 809 Harrison Bidg. San Francisco, 604 Mission St. 
Rochester, N. Y., 246 St. Paul St. Detrott, 1323 Dime Bank Bidg. 











Every advertisement, story, edi- 
torial and mrarket report in Hard- 
ware Age is valuable to the man 
who is looking for the shortest road 
to success. 


Read Hardware Age as a duty to 
yourself. 

















| H. B.Ives Co. 


New Haven, Conn. 
U. s. A. 


Established 1876 
Incorperated 1900 
Manufacturers 


BUILDERS’ HARDWARE 
HIGH GRADE WINDOW AND DOOR 
SPECIALTIES 


WRITE FOR ILLUSTRATED FOLDER 
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Classified Opportunities 





, Use the “Classified Opportunities Section” to reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 














Classified Advertising Rates BOXED DISPLAY RATES . Positions Wanted Advertisements . 
Opportunity Exch : - eer ree ee wTrrrrit |... 50% off the above rates 
rtunity Exchange Section =| Each additional inch........--.- 
Each additional inch 4.00 Address your advertisements and replies to 
Set Solid, Minimum of 5 lines... .$3.00 Hardware Age, Classified Opper- 
Each additional line........... .60 . . = tunities, 239 West 39th St., New 
All Capitals, Minimum of 5 lines.. 4.00 Discounts for Classified Advertising York City 
Each additional one line....... .80 4 insertions, 10% off; 8 insertions, 15% seam Aan to. soc Shenton 
Average 10 words to a line off Forms close Ten Daye previous to date of 
Allow One Line for Keyed Address Remittance Must Accompany Order odbilention 

















BUSINESS OPPORTUNITIES 


POSITIONS WANTED 





FOR SALE—HARDWARE BUSINESS located in rapidly growing 
section on Queens Bivd., Long Island. Extensive building operations now 
being conducted in neighborhood by large realty corporations. Stock will 
inventory about $7500. Excellent opportunity for party understanding 
Ps and general repair work. h required $3000. Address Box 

-142, care of Harpware Acs, New York. 





FOR SALE—Hardware, Builders’ Material and Furniture Store in 
Plymouth, N. H., with stock invoicing $30,000. Business is attractive 
proposition for the right party. Have been in business 20 years. Reason 
for selling is ill health. For further details address A. F. BURTT, 
Plymouth, N. H. 





FOR SALE—Well established hardware business in good Northern 
Indiana town of 4,000. Only one other hardware store in town. Best loca- 
tion. Complete and good stock and fixtures. Will invoice about $12,000. 
Sacrifice at less than invoice account of wife’s death, HENRY J. 
KLEMM, Nappanee, Indiana. 





HARDWARE—Western New York City of fifteen thousand. Main 
business section. Shelf and builders’ hardware, household utensils, sport- 
ing goods, etc. Clean stock; modern fixtures. Gross business forty thou- 
sand. Inventory twelve thousand. Unusual opportunity for a practical 
hardware man. HUNT, Brisbane Bldg., Buffalo, N. Y. 





CROSS HAY CARRIERS AND PULLEYS. We are sole manufactur- 
ers and agents for original Cross Hay Carriers, both complete, and extra 
parts. odern in construction old in dependable use. Place your 


orders now. H. S. BILLINGTON, Hardware, Canajoharie, N. Y 


_MODERN HARDWARE STORE in live Western New York State 
city. Established business. _ Complete new fixtures, long time lease. Will 
inventory $15,000.00. If interested write Box H-141, care of HarpWare 
Acs, New York. 








FOR RENT—TIn heart of Manhattan hardware district, large base- 
ment, 25 x 80 feet. Steam heated, dry, and furnished with electric 
hoist. Will make an ideal warehouse. Address Box H-155, care of 
Harpware Ace, New York. , 





_. HARDWARE--Thriving suburban town near Buffalo. Modern build- 
ing with beautiful eight room flat. two other stores, large barn and four 
lots. Receipts thirty-five thousand yearly. Fine, clean stock of goods. 


Ten thousand cash required. HUNT, Brisbane Bldg., Buffalo, N. Y. 





FOR SALE—HARDWARE STOCK, fixtures. etc.. located within one 
of the best farming communities in Southern Michigan; will sell or lease 
building. Store established 40 years; best reasons for selling. Address 
Box H-154, care of Harpware Acre, New York. 





CITY STORE FOR SALE—Retiring from business after fifty years 
of successful operation. Will sell city store at invoice prices. Attractive 
lease _with low rent. Address Box H-152, care of Harpware AGE, 
New York. 


DIES FOR SALE for the manufacture of Brass Ring Lawn Sprinklers 
that retail approximately for $1.00. KEYSTONE MFG. CO., 288 
A Street, Boston, Mass. 








HELP WANTED 


ENAMELWARE AND ALUMINUM SALESMEN wanted to sell high 
gtade lines direct to dealers. Good commission, also full commission on 
repeat orders. Give experience and territory fully in first letter. Address 
Box G-852, care of Harpware Ace. New Vork. 


SALESMEN SELLING HARDWARE JOBBERS to carry nationally 
na og r~ leather — og a Garments big seller with hardware 
rade. ommission basis. State territory you cover. THOMSON 
KELLY COMPANY, 140 Fifth Ave., ay York. ; . * 


_ WANTED—Salesmen calling on Retail Hardware Trade to sell our 
line of Tool Racks, Rubbish Burners and Cappers. Commission basis. 
Write for proposition. GRAND RAPIDS WIRE PRODUCTS CO., 
corner First and Front, Grand Rapids, Mich. 














WANTED—A SALESMAN ACOUAINTED with hardware trade by 
reputable manufacturer. To cover Ohio territory on salary and com- 
mission basis. Must have car. Reply fully Box H-130, care of HarpWARE 
Acz, New York. 








Salesman Wants Position | 
| with | 
manufacturer selling to the hardware 
trade. Am at present traveling for na- 
tionally known jobber. Age 35, fifteen | 
years’ experience in hardware cover- 
ing managing, buying and sales; pre- 
fer eastern territory. 


Address Box H-148, 
care of HARDWARE AGE, New York. 














HARDWARE MAN—45 years old with 17 years’ experience in whole- 
sale and retail, all departments. Would like to make change. Prefer East 
or South, though will consider anything. Am at present employed by 
leading hardware store of Southwest Missouri. Can give best of refer- 


ences. H. L. BROWN, 868 West Lynn, Springfield, Mo. 





YOUNG MAN, 24 years old, with 4 years’ experience in the retail 
hardware business, wishes position with wholesale or retail concern where 
ability and hard work are appreciated. Now employed, and can give best 
of references. Location preferred in the Eastern States. Address Box 
H-133, care of Harpware Act, New York. 





YOUNG MAN, 29 YEARS OF AGE, desires position as_ inside sales- 
man. Have had experience in selling hardware. Willing to locate in any 
past vf a. country. Address Box H-150, care of Harpware AGE, 
New York. 





POSITION WANTED—By experienced hardware man, managing store 
at preserft. Eight years’ retail experience; age 32, married. Can furnish 
best of references. Present employer closing out business. W. H. PAUL, 
Enterprise, Kansas. 





CATALOGUE COMPILER OF BROAD EXPERIENCE is free to 
consider position for the time required to build a catalogue, or permanently. 
References and full details regarding experience furnished on request. Ad- 
dress Box H-156, care of Harpware Ace, New York. 





BUILDERS’ HARDWARE MAN of ability and experience, with a 
good knowledge of the line, capable of reading plans. Good in detail and 
securing soauie. Address Box H-149, care of Harpware Ace, New York. 





SALES ACCOUNTS WANTED 


MANUFACTURERS NOW MAINTAINING selling staffs in New 
York City at a high overhead or considering this market will do well 
to communicate with our organization. House established over 80 years, 
own office and warehouse. Amply financed and equipped with complete 
sales, storage and delivery departments, seeks selling agency for Metro- 
politan New York City and adjacent territory, including export. Would 
consider unrestricted territory on some lines. Later on would assist in 
financing if mutually agreeable. Give complete information regarding 
your products in first letter. Address Box H-157, care of HARDWARE 
Acre, New York. 








MANUFACTURERS—Two wide awake salesmen are _ looking to 
represent you in New York, Long Island and New Jersey. You will 
be well represented. Address Box H-159, care of HArpware Ace, New 


York. 





MANUFACTURERS AGENT covering Eastern Pennsylvania, North- 
ern New Jersey, Delaware, Maryland and District of Columbia can handle 
another good line to wholesale and large hardware and mill supply trade. 
Good following. Address Box. H-144, care of Harpware Ace, New York. 
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SALES REPRESENTATIVES WANTED 


SALES REPRESENTATIVES WANTED 








WE WOULD LIKE TO hear foam manufacturing agents, jobbers and 
salesmen calling on hardware trade, housefurnishing trade, and wholesale 


groceries in all states of the country. We specialize in manarestnriag 
of several fast selling articles that are sold through these uaa 

first letter please state which territory you wish to cover. ‘KIEL 
MANUFACTURING CO., Youngstown, Ohio. 





MANUFACTURERS of full line househald specialties want local repre- 
sentatives in all important cities to handle line on commission. Depart- 
ment houses, premium concerns, are all big users. State experience, lines 
handled and territory covered. We want none but those who can ‘“‘make 
good.” For such our proposition is an excellent one. Address ‘“‘S. H.,” 
care of HArpwaRE AGE, New York. ; 





SALESMEN CALLING ON THE RETAIL hardware trade regularly, 
to sell “CAN’T SPLIT” indestructible file, soldering and tool handles as 
a side line. Exceptionally large commissions. Handles absolutely guar- 
anteed. Give full particulars in first letter. “‘CAN’T SPLIT” HANDLE 
CO., 5-15 Newfield St., Buffalo, N. Y 


WANTED—EXPERIENCED SALES REPRESENTATIVES for Chi- 
cago, Cleveland and Philadelphia to handle on commission basis a small 
line of Mechanics’ Tools of recognized high quality, selling principally to 
oe nears retail stores. Address Box 131, care of Harpware Ace, 

ew Yor 








EASTERN MANUFACTURER OF builders’ hardware is open for 
representation in Pittsburgh and surrounding territories. In first letter 
state lines carried, exact territory covered and houses represented. Ad- 
dress Box H-151, care of HArpware Ace, New York. 





SALESMEN WANTED to carry Fishing Tackle along with their hard- 
ware line. Liberal commission. Give full particulars and territory cov- 
ered in first letter. ABBEY & IMBRIE, New York. 





FIRST CLASS SALES REPRESENTATIVES WANTED—We manu- 
facture a superior line of malleable iron hardware specialties which is 
rapidly displacing the easily broken gray iron variety. Our business has 
been established on the basis of highest quality at low price with a 
straightforward selling policy. We want solid, live and intensive represen- 
tation, calling on jobber trade in various open territories, namely in the 
South, West and Northwest. lications must include in first letter, full 
details as to present lines Ries ther territory now covered, number of 
salesmen who travel, etc. ro 9 te. on your own letterhead to THE 
HARDWARE SPECIALTY MFG. CO., Temple, Pa., attention of Mr. 





L. V. Dillan, Sales Manager. 
SALES REPRESENTATION WANTED—A well-established manu- 
facturer in the Middle West with modern facilities for large production 


capacity of lron and Brass Wood and Machine Screws, wishes to connect 
with established sales representatives selling the hardware jobbing and 
mill supply trade. This is an opportunity to secure a desirable line 
seldom offered. Preference given to strong individuals handling related 
lines. Commission basis. State full particulars in first letter. Address 
Box H-153, care of HarpwaAre AGE, New York. 





SALESMEN CALLING ON HARDWARE TRADE tto represent one 
of the largest manufacturers of a nationally advertised line. We have 
some territory open, commission basis. Give details, territory covered 
and lines handled at present. Only proven business getters now having 
contact with trade need apply. Address Box H-158, care of Harpware 
AcE, New York. 





FACTORY MANUFACTURING HIGH GRADE LINE of juvenile 
vehicles, wheel goods, priced to meet competition anywhere, wants repre- 
sentatives and salesmen to handle line in their territory, some sections still 
open for responsible parties. Full commissions paid on repeat orders. 
Address Regular Line Toy Works, 2501 Ontario St., Cleveland, Ohio. 








Store windows can be dressed very attractively 
if the right material is properly used. 

To combine seasonable merchandise with season- 
able display is to ‘insure sales. 


Such “Combinations” that have proved most 
successful are continually being reproduced in 





Make Your Windows Sell Goods 


Hardware Age, 239 West 39th St., New York City 


HARDWARE AGE as being worthy of any live deal- 
er’s consideration. 


Every issue of HARDWARE AGE contains several 
pages of effective window advertising which have 
demonstrated by actual test their pulling power. 


You can apply these suggestions to your business 
with profit. 














If it’s the best tool you can sell 


For Working Stone 


it’s ours 


TROW & HOLDEN CO., Barre, Vt. 


Send for catalogue 








AMERICAN CAN .COMPANY 

















J. L. THOMPSON MFG. CO. 
Waltham, Mass. 


Tubular and Bifurcated 


RIVETS 








Carpenters’ Chalk 


STANDARD CRAYON CO. 


Danvers, Mass. 














ELEVATORS 
DUMBWAITERS 


Write for Our Catalog 


ENERGY ELEVATOR CO, 
211 New Street, Philadelphia 





TAINTOR POSITIVE SAW SET 


All steel. Fully Guaranteed. 
Send for Free Book. 





TAINTOR MFG. CO., 113 Chambers St., N. Y. City 
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THe STEWART IRON Works Co. 


(NCORPORATEIO 


CINCINNATI. OHIO 














225 STEwarRT BLOCK 





WINSLOW'S 
NP 


The Samuel Winslow Skate Mfg. Company 
Worcester, Mass. 

















STRATTON Pisiz ox enameled in 
HANDLES 


For Small Tools, Utensils, Electrical Goods, Etc. « 
Enameling, both baked and air dried. 


STRATTON MFG. CO. Stratton, Maine 





Robertson “Horse Shoe” Magnet Hammers 


Permanent magnet which holds 
the tack in position for driv- 
ik Awarded the Silver Medal 

e a offered) at the Panama-Pacific Exposition. 


Bang and design trade marks registered U. 8. Pat. Off. 
ARTHUR R. ROBERTSON 94 Portland St., Boston, Mass. 











“BROWNIE” CLAMPS 


Turnbuckles 


ower eae Clamps are made of 
tough malleable a with steel screws, 
plain or nic Turnbuckles are made 

Really economical 
Ask your Jobber or 
for Oatalog. 


Brownie Mfg. Co., Inc. Fort Wayne, Ind. 











Expansive Bits of All Kinds 


The Conn Valley Mfg. Co., Centerbrook, Conn., U. S. A. 











NONE BETTER 


SOCKET WRENCH SETS 
NINE DIFFERENT SETS 


The New Britain Machine Company 


New Britain Connecticut 





| screw “JT _ LES NOX” DRIVERS : 


ype 
joer 
‘ee ren onGeO 
QuauT BALANCEO 


“Fhe Toots in Lhe Pua Bac” 
AMERICAN SAW & MFG. CO. SPRINGFIELD, MASS., 


MACK SAWS ~ BAND SAWS — SCREW ORIVERS - GLASS CUTTERS 








Waste — Mops — Wicking 
Cleaning Cloths 


Caulking Cotton—Chemical Cotton 
Cotton Clotheslines 
Send for samples and prices 
MASSASOIT MANUFACTURING CO. 
Fall River, Mass. U. 8. A. 
New York Office - ----- === = 350 Broadway 
Chicago Offlee ---+-+-- 189 West Madison St. 











Sofampion, Brand 


Tungsten Lamps is shown by 20,000 re- 
tailers and jobbers who sell them. 


Consolidated Electric 
La Co 


mp ° 
DanVers, Mass. 


“Licensed under the General Electric 
Company's Incandescent Lamp Patents.’ 





















Constrction 
Manufactured by 


The mont & Cooley Co., New Britain, Conn. 


DOMES of SILENCE 


The perfect Furniture Footwear! Every 
home needs several dollars worth-- Display 
our Cabinet! Write for particulars. 


Domes of Silence Division, 


17 State Street 











HENRY W. PEABODY & CO. 
New York City 














Get an “‘Edge’’ on Sales! 


Dealers are doing it with the Dazey 
“Sharpit.”” It puts a keen edge on any- 
thing——knives, scissors, sickles, tools. A 
quick and ready seller—and a profit 
producer. 


Lay 
a o DAZEY CHURN &4 
y MFG. CO. 
— 4301 Warne Ave. 
- St. Louis, Mo. 









SCYTHES and AXES 


Scythes since 1912. Axes since 1880. 


RIXFORD MFG. CO. 
East Highgate, Vt. 














YERDON CAST 
BRASS HOSE BANDS 


give JUST THE SERVICE you want Hose 
Bands for on All Hose Connections. A trial 
will convince. 


WILLIAM YERDON, Box 102, Fort Plain, N. Y. 














. BLAIR 


LAWN MOWERS 
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To Help You Sell More 
Metal Ceilings 


ager The greatest metal ceiling Cata- 
log ever published —288 pages of vital 
information beautifully presented. More 
than a Catalog—it’s a Sales Manual. 

If you will use this Book, we'll send you 
one in a novel stamped metal container, as 
shown above. 

This container protects the Book in transit. 
Then it will iallp you sell—for it serves as a 
sample of Milcor stamped ceilings, as well as 
a permanent calendar. After flattening the 
de es you can hang it on the wall, where it 
will remind you daily of your Milcor Cata- 
log. Then, too, it will tell your customers 
that you sell the finest Metal Ceilings known. 


MILWAUKEE CORRUGATING COMPANY 
MILWAUKEE, WISCONSIN 
Chicago, IIl. Kansas City, Mo. LaCrosse, Wis. 
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This 288-page, 8Y2x11 Book cost thousands of dol- 
lars. It expresses Milcor faith in metal ceilings. We 
want you to have a copy —If you will USE it! 
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Standard Of Quality For More Than AQuarler Century 
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In this Issue: 


Marshall Field Electrical Department Builds on Policy of No Returns. 
Small Town Merchant Does a Big Town Job in Selling Incandescent Lamps. 








ae 


RS Te eRe Re ae 
vo See 











: 
























































+ 
wat a 
ot 7 ¢ 
> ae ny 
WA 4. FE oe 
ey 
Soa sas ‘ 
ay a 
N 


l /M7 






































Profit by the 


Wa 


L&H Electrics are profit producers because customers see their advan- 
° éé . ° 
tages and don’t hesitate or “haggle” over the price. This means that your 
money is not tied up in slow movers. 


The superiority of L&H Electrics Ranges is evident at a glance. 
For example, every prospective buyer is interested at once in the Full 
Automatic Time and Temperature Controls, the rust-proof porcelain 
enamel finish, the one-piece ovens with rounded corners and the other 
features which make these the ideal ranges for efficiency, convenience and 
appearance. Easy to operate and built to give service. Experience has 
proved that you can look for the very minimum of calls for “servicing.” 


Write to us for interesting information. 
A. J. Lindemann & Hoverson Co., 435 Cleveland Ave., Milwaukee, Wis. 









ELECTRICS 


TRADE MARK 


Branches at 
‘405 Lexington Ave., New York, N. Y. 2626 W. Washington Blvd., Chicago, Ill. 
1636 14th Street, Denver, Colo. 715 Bryant Street, San Francisco, Cal. 
L&H Electrics In addition to the articles listed here, our 
Table Stoves line of Electric Appliances also includes: 
te Hot Plates Heating Pads Testing Ovens 
: Curling Irons Urn Heaters Irons, etc. 


L&H Electrics ““Turnsit” Toasters 


























) 




















ae — ne 

















aN 
























































































































































































































































































































































































































































The UTAH BOOK 
Masterpiece of Loud Speakers 


Utah presents the speaker sensation of the season—the 
new Utah Book. An exclusive feature with Utah—tully 
protected by patents. Only Utah can offer you a Book 
Speaker. 

Made of parchment—it looks just like an opened book— 
beautifully illustrated on the two open pages. 


The parchment slightly slack, giving an added sensitive- 
ness to delicate sound waves. 





The tones are clear and well-rounded—pertect reproduc- 
tion of instrument or voice. 





This speaker at $19.00 is sure to bring you a large volume 
of business. It is new, ornamental and a speaker which UTAH STANDARD 


appeals to the eye of the home lover as well as the ear of The Horn with the 
the radio fan. Golden Throat. 
14 in. Horn 


$22.50 


UTAH JUNIOR 
liinmn. horn 
$12.50 





UTAH SUPREME 
Reg. U.S. Pat. Of $25.00 


UTAH SUPERPLEX 
$10.00 Reg. U. S. Pat. Off. 











UTAH PHONOSPEAKER (wit 227 710-90 


. We are Manufacturers, not Assemblers. 
, Trade MaskReGistered ~ GZ 1 
Utah Radio Products Company } 
i 1421 So. Michigan Ave. | 
i 
[ Hi Hint Tmt MH | | | | 
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REYNO|ITE 


Multiple Current 
Taps 
in the handy sales 
attracting red and blue 
counter Displays 


PLURAL 


Packing — individual 





containers — 10 to dis- 
play counter carton — 
100 to standard package. 4 
| TIBLE TO 
"| PIN TYPE 


PATENTED 
FEATURE 


GER 


REYNO|ITE 


No. 240 
RICH BROWN 
MAHOGANY 


















that’s sound business 


REYNOLITE is winning all along the line— outselling all 


other makes, — breaking all sales records. 

REYNOLITE multiple current taps and plural plugs are 
far ahead of them all — neater in design, better construction 
and material, best in appearance. 


And REYNOLITE sales displays, containers, and other dealer 
helps are putting over this line of devices to the tune of big 
profits and quick turnover for all dealers. 


Month After Month Leading All Sales 


Get in back of these money-makers and see your profits increase 
— most complete line made by any one company. 


Don’t wait another day—get complete details and prices. If not 
obtainable from your jobber write us direct and we will see 
that you are supplied from your own territory. 


REYNOIITE DIVISION 
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FRAOCE MARK REC. U.S. PAT. OFF. 


REYNOLDS SPRING COMPANY 
JACKSON, MICH., U.S.A. 


GUAURCDGHRGRORGREOROROROGE 


ATLANTA 
NEW YORK ‘CHICAGO DETROIT PHILADELPHIA 
KANSAS CITY PITTSBURGH DALLAS LOS ANGELES 















NO ORDER IS BIGGER THAN OUR POLICY 
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“Sales increased 50 per cent” 


IT ONLY took three months for Mr. Aaron’ expectations of the public. Service, “They 
M. Smith, of the Smith Electric Co., Ken- Last Longer,’ tells the story. Co-operation, 
ton, Ohio, to decide to sell Eveready Radio the National Carbon Co. is eager to assist the 
Batteries exclusively. ‘Upon opening my dealer to increase hissales. Sales Resistance, 
store,” he says, “I carried a stock of various is cut to a minimum by the Eveready adver- 
makes of radio ‘A’ and ‘B’ batteries, but tising campaign. I selected Evereadys and 
after three months I my sales have increased 











came to the conclusion | - ' 50 per cent.” 
Tuesday night means Eveready Hour 
that I would increase my —§8 P. M., Eastern Standard Time, Eveready Radio Bat- 
sales if I concentrated on through the following stations: teries are profitable ‘tema 
WwEAF—New York WSAI—C incinnats . 
one well-known battery wyan-Providence wram-Clevelend for every electrical ap- 
. ‘ WEEI oston | ww) Detroit 
line. In choosing that were Philadelphia _— Davenport | paratus and supply shop. 
> - - . 1G ffalo _~....| Minneapoli ° 
line, I considered the woaE-Puttsburgit MCOO% St.Paul . Order from your jobber. 
. . KSD—O/. sOUIS 
points of quality, ser- Manufactured and guaranteed by 





vice, co-operation and 
sales resistance. Here 
were my conclusions: 
Quality, Eveready Radio 
Batteries live up to the 


NATIONAL CARBON Co., Inc. 
New York San Francisco 


Atlanta Chicago 
Kansas City 





Canadian National Carbon Co., Limited 
Toronto, Ontario 


Radio Batteries 


-they last longer 
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Ue LIBERTY BELL 


The Liberty Bell rang out the freedom of the 
American people 150 years ago. 

Fifty years ago the first Voss Washer freed the 
housewife from the toil and drudgery of washday. 

From this first machine has been developed the 
present line of Voss Washers known and used from 
coast to coast. 











The Floto-Plane, an exclusive Voss feature, is an 
all-metal agitator that floats on the surface of the 
water, agitating the clothes evenly and thoroughly; 
washing them safe, quicker and cleaner. It is the 
most astonishing advance in washing machine design 
in decades. 





The dealer handling the Voss line of washers 
knows that he has the highest quality, most modern 
designed machines at a range of prices to meet every 
income. 


We still have some territory available for a few 
reliable, progressive dealers. All new dealers enjoy 
the same merchandising co-operation that has proven 
so successful with our present dealers. 


If there is no Voss dealer in your community, write 
today for full details of our attractive proposition. 


VOSS BROS. MEG. CO. 


DAVENPORT, IOWA 
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THE LOWEST PRICED, FIRST QUALITY 


EWEI, 


ELECTRIC VACUUM CLEANER 


(with full 144 H.P. motor) 
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Free Attachments 
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Attachments FREE! 





De 


The only Quality 
Cleaner retailing at 
$44.75 (attachments 
FREE) and offering 
you a good profit. 


Not sold to Direct-to- 
Consumer Mail Order 
houses either under its 
own or any. other 
name. 














There is always a “cheaper” cleaner to worry you—if you “pees solely upon low price to 
get you vacuum cleaner sales. 

You can build the largest and most satisfactory business by forgetting “low” and “high’ 
price and concentrating upon a strictly first grade machine at the lowest possible price. 


At the retail price of $44.75 (attachments free) the JEWEL offers every quality feature 
including a full 144 H.P. motor, 8-blade aluminum fan, rear roller adjustment and double 
row detachable brush. Higher price can buy no more; for not one cent less could we or any 
manufacturer offer as much. 
Quality features and an TRON CLAD TWO-YEAR GUARANTEE enable you to defeat 


‘price’ competition; reasonable price raises you far above other ‘“‘quality’’ competition. 


You can build a volume “store” business without house-to-house salesmen with 
this Bigger, Better Cleaner at the lowest possible price. Send for sample JEWEL. 
If your jobber cannot supply you, write us direct. 


CLEMENTS MFG. CO. 608 Fulton St., Chicago, Illinois 
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“Greatest Illuminating Achievement 












in Years~ 











(1) Adjustable white porcelain enameled 
reflector controls direction of light 
vertically and horizontally. Wide 
light distribution. Uniform intensity 
on the working plane. 

(2) Adequate, shadowless illumination of 
the ceiling by portion of globe which 
extends above the reflector. Light re- 
flected to the ceiling as well as to the 
useful plane. 

(3) Ceiling light increased or diminished 
by raising or lowering reflector. 

(4) Low brightness at the source. No 
spots of high intensity. No glare. 

(5S) Lamp filament positioned so that 
most of the light rays are diffused 
through neck of globe toward reflec- 
tor, which directs them to the work- 
ing plane over a wide area. 

(6) Adaptable for installation to any type 
of electric outlet or ceiling construc- 
tion. 

(7) Glass globe scientifically designed to 
produce efficient total output and low 

; brightness at the visible part of the 
Designed helen 
and made by Shadowless a , , 
the inventors of Ceiling (8) Easily and quickly installed. Open- 
BRASCOLITE Illumination link hanger—additional chain can be 
added if desired. 

(9) Self-adjusting spring globe holder per- 

mits expansion of glass, preventing 
. . rattling or breakage. 
Controls and Directs Light | °° Se cite «ces: 
g cleaning or re-lamping. Cleaned in a 
minute. 
The problem of controlling and directing light is solved by the GuthLite 
—proclaimed by experts the greatest illuminating achievement in years. 
Adjustable reflector and scientifically designed globe provide control 
of light vertically and horizontally. 
Features never before obtained are here combined in a new and better, 
totally enclosed commercial lighting unit. A super-1/luminator! 
Remarkably efficient. Beautiful in design. Canopy, hanger and 
ornamental metal band finished in Antique Bronze. Reflector in White 
Porcelain Enamel with Ivory band. Plain and ornamental types. 
Packed in individual cartons. Complete. Ready to install. ; 
Big Opportunity for Live Dealers 
Although barely sixty days on the market, GuthLite sales have set new records. 
Instantaneous demand wherever displayed. Prices surprisingly low. Write at once 
for Exclusive Sales Proposition and Special Distributors’ Terms. 
Prices and Sizes: 
Plain Ref. Plain Ref. Orn. Band Orn. Band 
Plain Glass Dec. Glass Dec. Glass Plain Glass 
Dia. Glass =~ aia Bey oot 
Watts Skt. Ref. Size No. Price No. Price No. Price No. Price 
75 to 150 Med. 1214” 832" x 4” B2820.. .$ 5.90 B2823...$ 6.45 B2826...$ 8.10 B2829...$ 7.55 
200 Med. 17” 1134" x 5” B2821... 8.35 B2824... 8.90 B2827... 11.10 B2830... 10.55 
300 to 500 Mog. 21” 141%” x 6” B2822... 11.65 B2825... 12.80 B2828... 15.60 B2831... 14.45 
Brascolite Aglite 





She Fi DWIn FE. Guim COMPANY 


DESIGNERS - ENGINEERS - MANUFACTURERS 





Lighting Equipment 
Sr. Lours, U.S.A. 
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One Fact 


that indicates how far 
ahead of the market the 
new Freed-Eisemann Line 1s: 











IT INCLUDES METAL SHIELDED 

SETS OF THE SINGLE AND 

DOUBLE CONTROL TYPE FROM 
$7500 LIST UP! 





N and after July Ist, Freed-Eisemann dis- 
tributors will present to you the full 
details of this new line, which is so revolution- 
ary in design and performance that it is bound 
to change present-day radio standards. 


But the Freed-Eisemann policy of protecting 
the dealer will continue in even greater force. 
It includes generous discounts, franchise con- 
tract, whole-hearted co-operation and a larger- 
’ than-ever advertising campaign. 


Before you commit yourself for the next sea- 
son, study the Freed-Eisemann proposition 


FREED-EISEMANN RADIO CORPORATION 


Junius Street and Liberty Avenue Brooklyn, N. Y. 


PRICE RANGE 


560° to $650 


FREED- 
EISEMANN 
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brush away Your 
summer cob webs! 


Summer business is all right! All you need is an article that sells—one the radio buy- 
ing public is looking for. 

And that’s just the merchandise you get in Majestic “B’’ Current Supply Units. 
Majestic Units sell because they answer a need that has existed ever since radio first 
started. They give dependable, constant, economical ‘B’’ power direct from the light 


socket—a pure direct current. 


Their low prices—$32.50 for the Standard and $39.50 for the Super—make them 


easily within the reach of all. 







jestic 











Unique Plan Assures Sales 


You can sell a Majestic B Current Supply Unit to one of your customers; 
give him seven days trial. Then, if he is not fully convinced that it improves 
his reception—that it is the biggest “B” Eliminator value he can buy any- 
where today, give him his money back. Your money will be returned and 
we will see that you are protected. 


But we are sure that your customers will be more than pleased with the 
Majestic “B” Current Supply. We are sure it will bring you new profits 
and customers. Every conceivable test and trial has proved this. Give us a 
chance to prove our convictions to you. Write us, today, and we'll send you 
full details of our plan to put “real pep” into your summer business. 


New York Show—Booth No. 10—Section “DD” 
Chicago Show—Booth No. 8—Section “K” 


GRIGSBY - GRUNOW - HINDS - CO. 


4556 ARMITAGE AVE. GT CHICAGO, ILLINOIS 
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In This Issue— 


Editorials 
Marshal Field Builds on No Returns Policy 


This great merchandising establishment is earnestly in the 
electrical goods business and stresses importance of right 


selling. 
Some Things the Washing Machine Salesman Should 


Know 
A study of the several types of home laundry machines by 
picture and text. 
Small Town Merchant Does a Big Town Job 


Unusual window displays, interesting groups of people and 
sidewalk advertising all helped to win incandescent lamp 
selling prize. 


ELECTRICAL GOODS IN PICTURES 


When a Man Appreciates Table Appliances 
Fan Selling Season Is Here 
Two Minute Lamp Study 


Lamp Service That Increases Profits 


Mrs. Bowser tells of a daring innovation by a merchant 
who was looking for volume and profit and found them 
by unusual methods. 


Sally Starts Many Home Beauty Parlors 


Another group selling idea by Mrs. Chantler who tells of 
the progress of a girl who dared to be original in a busi- 
ness usually run by rules. 


Summer Is Study Time for Radio Merchant 


Arthur Sinsheimer suggests that during the period when 
new models and sales plans are being announced, the 
merchant must inform himself by reading advertisements 
and factory literature. 


Why Not a Friction Tape Show 


Suggestion for a window or counter display that will do its 
part in attracting attention. 
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Reader Suggestions 


N extremely interesting fea- 
A ture of the correspondence 
to the editor’s desk during 
the last month has been several 
suggestions made by the readers of 
ELECTRICAL Goops. We are entirely 
in accord with these suggestions 
and we are interested in them for 
they show that the readers are in- 
terested in the magazine. 

Two chief suggestions are very 
similar. They come from heads or 
buyers for electrical goods depart- 
ments. Both ask for discussions in 
the pages of the magazine of topics 
of chief interest to these heads of 
departments and we have invited 
these two persons to start the dis- 
cussion. 

One subject suggested is men- 
tiened elsewhere in this issue. It 
involves handling one or more lines 
of appliances. The question is a 
much discussed one and has both 
buying and selling phases. Every 
one must have an opinion regard- 
ing the policy. 

The other topic suggested is: 
What has proven .good or bad in 
selling campaigns, as told by those 
in charge of the campaigns. 

The pages are open for these dis- 
cussions and we will pay for con- 
tributions accepted for publica- 
tion. 

Both questions are of vital in- 
terest to all in the business, so send 
in your suggestions. If you do not 
care to write for publication, write 
to the editor and express your 
views. This magazine can be help- 
ful only as it is practical. 
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“TYyOSITIVE AGITATION” 

is the biggest thing ever 
done in electric cleaning. Do you 
know all you should about it? 


THE HOOVER COMPANY, NORTH CANTON, OHIO 
The oldest and largest maker of electric cleaners 
The Hoover is also made in Canada, at Hamilton, Ontario 
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Habits of a Nation Changed to Make 
Place for Electrical Appliances 


4) HE steady reduction in the cost to the public of electric current has been 
May, due to the better methods of manufacture and the greater volume of 
consumption. This greater volume of consumption enabled the service 

Uae] companies to make a much greater use of their investment in wires and 

other facilities that are a part of the fixed expense. 

A considerable factor in this increased volume has been the wider use of cur- 
rent in the household, due to the more extended use of light and of appliances. 
Those who are accustomed to the use of electricity are amazed that any one should 
be without it. Yet there are many who have not accepted it. 

The younger generation accepts electric lights and the electric iron and other 
appliances without question and wonder seriously how their elders ever did with- 
out them. This attitude merely reminds older people of the many difficulties that 
were confronted by those who introduced the appliances to the American public. 
The first effort was to design and manufacture an iron that was efficient in its work 
and safe to place in the hands of the average person. 

When this was accomplished, another formidable and a less understood prob- 
lem appeared. It was persuading the women to give up their habit of generations 
and use the new iron. Still another task was finding some one not afraid to mar- 
ket this mysterious appliance. The merchants who had sold the flame heated irons 
would have nothing to do with the new fangled one. They did not believe there was 
any future for it. 

The current producers—some of them at least—saw the possibilities for current 
sales if the iron was accepted and they set out to bring about the acceptance and 
the appliance merchandising departments of the service companies came into being. 
It was a long, hard battle against prejudice, habit and fear. 

One of the first indications of public acceptance was the entry into the appli- 
ance merchandising of non-electrical merchants. These merchants had awaited a 
voluntary demand on the part of their customers and when it came they met it. 

It is probable that had the non-electrical merchants then accepted the full line 
of appliances, that the merchandising departments of the service companies would 
have disappeared, but until recently the non-electrical merchants have accepted ap- 
pliances slowly—awaiting in each case until the pioneering had been done by 
others. 

The service companies have stuck to their task of pioneering appliances as they 
appeared, not because of the profit in the merchandising but because of the sub- 
sequent current sales. The selling cost was weighed against the later income. 

In some cases the service companies have put their departments on a regular 
merchandising basis with the changing conditions; but in a few cases they are 
still working on the pioneering basis. In the main, however, service companies 
are appreciative of the fact that every appliance sold through a non-electrical mer- 
chant is another means of current consumption and they lend every aid to these 
merchants. As a result of this pioneering, a great industry has been built and 
thousands of merchants have electrical goods departments. 
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NO RETURNS 


Is Guide for Buyers and Salespeople in 
Marshall Field Electrical Department 


“Tell Them How” is an every day instruction to those who meet customers, 
“for if they do not understand it means service.” 


HE “how” end of the busi- 
ness, in any electrical depart- 
ment, spells its suecess, in the 


opinion of the buyers of these goods 
for Marshall Field & Co. 

Demonstration, together with ac- 
curate statements of what the article 
will do when properly handled, con- 
stitutes the basis upon which a suc- 
cessful department may be built, and 
the foundation of this section’s re- 
markable growth. Unlike the ma- 
jority of stores, all electrical mer- 
chandise, from washers to batteries, 
is in the same section. 

The electrical goods are featured 
as an important part of the house- 
hold utilities, yet in a compact and 
unified arrangement. This store has, 
since the introduction of these labor 
Saving devices, carried only recog- 


nized standard merchandise. Qual- 
ity is stressed in everything offered 
to the public, whether it is a lamp 
socket or a dish-washer. 

In selecting merchandise, ‘and 
much of this success is totally de- 
pendent upon that’”—one of the buy- 
ers remarked—‘“the only successful 
business builder is to select goods 
from reputable manufacturers, which 
have passed the various tests as to 
quality, service and durability. <A 
department cannot be built up on 
returns, and that is what will hap- 
pen unless the best is offered.” 

“Service Every Time” might be 
the motto of this department. After 
the buyer has decided upon the mer- 
chandise, it makes no difference what 
factory it is from. The salespeople 
concede no favor to any until the 





The Marshall Field store, occupying a full block, has con- 


tributed to the fame of Chicago. 


In the picture, the men’s 


store, ten stories taller than the main structure, looms above 


it in the adjoining block. 


The show windows, extending en- 


tirely around the main building, are famous as points of tn- 
terest for Chicago people and travelers. 
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woman herself evidences an interest 
in one make. 

“We stress upon all our salespeo- 
ple and demonstrators the impor- 
tance of careful, accurate and defin- 
ite statements relative to the mer- 
chandise,” said the head of the 
department. “Honesty in selling is 
nowhere as positively essential as in 
this work, because the shopping pub- 
lic is not experienced in this par- 
ticular merchandise and is totally 
dependent upon the salesman for its 
information.” 

In the department the casual 
passer-through may see the “hows” 
being demonstrated—viz. : 


—how a washer is loaded so as 
to secure the best results, 
—how an ironer is cared for, 
—how a percolator must be 
handled to make the best cof- 

fee, 

—how a waffle iron works and 
why it is superior to the 
older types, 

—how any of the electrical 
appliances work, 


by trained demonstrators regularly 
in the employ of the house and spe- 
cially trained for this type of work. 

Field’s is one of the few stores 
not offering this merchandise on the 
deferred payment plan, and no ap- 
proval business is done. When a 
sale is made the transaction is com- 
pleted, and then if the purchaser 
wishes instruction one of the regular 
service people call at the home and 
teach the housewife or her assistant 
how to use the cleaners, washers, 
ironer, etc., and how to care for them 
after using. 

If any adjustments must be made 
because of defects in the manufac- 
ture, this is made by Field’s, not the 
factory. This is handled through 
the service department of this sec- 
tion, of which there are four people 
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Looking the length of the main aisle of a store that considers the electrical department an important 
unit in its merchandising. The decorations are not for a special occasion. The photograph was taken 
at the Randolph Street entrance, looking toward Washington Street. 


continually in the homes giving in- 
struction. 

Following out the idea of showing 
the “how” of electrical apparatus, 
there is not a day in the week that 
the department does not hum with 
activity. Washing, ironing, cooking, 
baking, are all part of the day’s 
work for these demonstrators and 
the various makes of machines are 
given equal attention. 

In building this department and 
introducing it to the public, some 
personal work was. done. This 
store caters to a very high class 
trade, yet there is always interest to 


€éveryone in new ideas and especially 


so if mechanically operated. These 
ideas are applicable to all stores de- 
veloping a department and include: 


A series of cooking classes to be 
held at stated hours each day, with 
all the cooking done on an electric 
stove; the whipping of cream, beat- 
ing of eggs, and grinding of coffee 
done by an electrically operated 
motor. Even the chopping machine 
used a motor and proved what a 
small amount of current can do in a 
few seconds. 
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For this, an ideal kitchen can be 
set up, with the dish and clothes 
washers, the mangler, vacuum clean- 
er, and the “how” of washing dishes 
electrically shown, each time, after 
the cooking demonstration. 

The plan of giving a woman an 
idea how very efficient these elec- 
trically driven tools may prove to 
her in the home can be carried out 
in advertising, in bill-stuffer book- 
lets, telling of the new appliance 
which has a direct appeal to the 
housewife. 

In all of the selling at Field’s the 
“how” is stressed to an unusual de- 
gree. 

The demonstration of the article 
purchased is made before the woman 
leaves the department and she is 
carefully told what do do. The buy- 
ers have learned that these orders, 
unfortunately, are not always fol- 
lowed out to the letter or possibly 
understood, resulting in dissatisfac- 
tion. 

When this happens, one of the 
service people goes to the home and 
explains the workings in detail, as 
well as having the woman work out 
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the idea while he is present, thus 
satisfaction is the result. 





Suggested Discussion 

YOUNG woman who has the 

responsibility of an electrical 
department and who says ELECTRI- 
CAL GOODS has helped her, suggests 
a distussion among buyers. 

She would like to know whether 
it is best policy to adopt one manu- 
facturer’s line and stick to it— 
provided the price range seems to 


be right—or stock the various 
makes. 
For example, should you _ sell 


only the A brand, or will adding 
the B brand offer chance for addi- 
tional sales? And if you sell A 
brand percolators, should you stick 
to A brand toasters and other 
appliances? Is there a definite re- 
lation between the same line of ap- 
pliances? 

ELECTRICAL Goops’ will print 
short discussions of this point and 
will pay $1 for each letter accepted 
for publication. Make your point 
in a few words so we may have a 
variety of opinion in a small space. 











SMALL Town Merchant Does a BIG 





J. R. Bush in a town of 600 wins second place in National Lamp 
Selling Contest with more than 1000 competitors. 


yYQWHiIsS is the story of how a 
small town merchant put over 
a selling campaign in regular 
big city style and got results. He 
won second place in a national sales 
contest in which more than 11,000 
merchants entered and more than 
1000 submitted reports after their 
campaigns had been completed. 

The plot was stated in the last is- 
sue of ELECTRICAL GOODS, in present- 
ing the story of Robert E. Dawson, 
a hardware merchant of Kansas 
City, who awarded the first 
prize, an automobile. For fear a few 
of you might not have the last issue 
at hand, we will repeat the condi- 


jas 


tions: 

The contest was on what is called 
the Four Star Plan. The Stars are 
the points considered and all manu- 
scripts considered in the contest 
were required to bring out the Star 


points. Briefly the Stars are defined 
as follows: 
Star 1— Describe what window 





displays you put in featuring the 
New Mazda lamps during the period 
of the contest. 

Star 2—Tell what you have done 
to encourage sales through the store 
interior. 

Star 3—What did you say to all of 
your customers about the new line of 
lamps ? 

Star 4—What have you done that 
goes beyond your store to sell lamps 
or to bring in new customers? 

Here is the report that won second 
award: 

By J. R. BUSH, 
Sacket Harbor, N. Y. 


STAR 1 


URING the month of Febru- 
ary, before your window 
trim material arrived, it was 
impossible to keep display windows 
free of frost due to cold weather. 
Advantage of this condition was 
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Mr. Bush made novel use of these windows and attracted much 























attention 
dis play 
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taken by laying out the lettering “‘In- 
side Frost” on windows with frost 
preventing compound. This left the 
lettering practically clear of frost 
and let it stand out well. 

This aroused considerable curi- 
osity and after a week of this, the 
curiosity was satisfied by adding the 
words “Mazda Lamps” and leaving 
a 16-inch clear circle on glass with a 
streamer cone of yellow crepe paper 
inside the window with a 40 watt 
inside frost lamp burning in center 
of cone, the base of the cone being 
open and against the window so that 
the narrow streamers led from the 
edge of the clear glass back to a 
point just behind the lamp. 

The small lamp did not generate 
enough heat to melt the natural frost 
on the window. Thus apparently 
bad conditions were made to provide 
an attractive window display. 

About the time the trim material 
arrived, the weather moderated so 
that we could keep the windows clear 
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even before he had the merchandise to 











Town Job 


The neat clean arrangement of 
the lamp department must com- 
mand respect. The demonstra- 
tor stands out alone on the 


counter. 


of frost with the aid of a toaster 
located out of sight behind the cut- 
out. 

Our windows are very small mak- 
ing it quite awkward to put in a 
trim of good proportions with the 
large cut-out furnished, but we 
treated the case the best we could. 
Two 100 watt I. F. lamps are used 
in the X Ray reflectors and another 
in the cut-out. 

The demonstrator was used in the 
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lamps?” sign is placed just at the eye 
level and where it must be seen when 
about to open the door. We have 
purposely experimented in this con- 
nection and found that the sign with 
the demonstrator just below it would 





The path past the lamp display led to this interesting corner 


end of the window some of the time, 
but it was found to be more effective 
on the counter. 

In front of the store we had the 
blue carton lantern. 


STAR 2 


The story of the lamp display in 
the store interior is probably best 
told by the photos. Note the side 
that the store door opens on and you 
will see that the lamp stock first 
greets the customer’s eye. Thus at- 
tention is drawn to lamps on enter- 
ing. As they glance toward the rear, 
the poster frame claims their atten- 
tion. 

Even if we did not mention lamps, 
they could not get out without hav- 
ing their lamp needs drawn to mind 
for the “How are you fixed for 
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cause people to turn back and buy 
lamps without having been asked 
verbally. 

The two fixtures in the store are 
equipped with 100 watt C2 lamps 
and assist in selling that type of 
lamp. 

Of course we miss no opportunity 
to demonstrate lamps and use price 
cards on such stock as permits, also 
recipe cards to a limited extent for 
in the small town we are talking to 
the same people over and over again. 
The average small town buyer seems 
to base their choice of lamps more 
on economy than fitness, though they 
are gradually learning to use more 
light. 


STAR 3 


Your outline of five prominent 
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reasons for the superiority of the 
new line of lamps is carefully ex- 
plained to customers, outlining just 
how the new lamps are particularly 
suited to their own individual needs. 
As economy cuts quite a figure with 
the local people, the “Ruggedness,”’ 
“Lower Cost” and “More Light” fea- 
tures are especially emphasized. 

While we urged people who could 
afford to do so to make a complete 
change to the new lamps, we suc- 
ceeded in inducing only a few to 
make partial changes, saving the old 
lamps for replacements in the less 
important fixtures. 

Individuals were studied to de- 
termine what outstanding feature of 
the new lamps appealed strongly and 
that point emphasized stronger than 
the others. 

Many people who were insistent 
on having the “B” lamps were in- 
duced to take some of the new line 
at the same time they bought “B” 
lamps. By handling this properly 
we were able to practically clean up 
our stock of straight side ““B” lamps 
and the only size we have now are 
for the accommodation of a few ob- 
durate customers who want the old 
lamps as long as they can get them. 

We have talked “Inside Frost” un- 
til we have been dubbed the “Inside 
Frost Gang” by quite a few towns- 
people and people frequently greet 
me with “Hello, Inside Frost.” No 
objection to that, of course, as it 
only goes to show the publicity the 
new line has been given. 


STAR 4 


We have adopted several methods 
of reaching beyond the store for 
lamp business. An effort to launch 
a school boy campaign met with lit- 
tle enthusiasm on the part of the 


(Continued on page 52) 
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(Ouestions a Washing Machine Sales 


Usually the purchase is a con- 
siderable investment for the cus- 
tomer and she considers it sert- 
ously 
~ ing machines is asked about the various 
types of machines, which means the 
method of cleaning the clothing. This ques- 
tion has been raised by the advertisments of 
the machines. The object here is to explain 
what is meant by the various types and how 
they operate. Also to answer some other 
primary questions. 
The first question, quite naturally, is; What 
are the principal recognized types of electric 


clothes washers and how do they operate? The 
} 
answer we present includes four types. 


OONER or later every person selling wash. 


The Rotary Cylinder—Fig. 1 

These have the washing cylinder placed horizontally 
in the outside tub, which is rectangular in shape. In 
one case the cylinder is perforated at the ends only, so 
that the water is forced through the clothes lengthwise 
of the cylinder. In the other the perforations are 
around the body of the cylinder. The perforations are 
smooth and the cylinders have several smooth ribs in- 
side, against which the clothes fall at each revolution, 
and which aid in dislodging the dirt. The cylinder 
revolves a certain number of times one way and then 
automatically reverses and turns the same number 
of times in the other direction. 


The 


Vacuum Cup— 
Fig. 2 

In this type the 
washing action is car- 
ried on by the up and 
































Fig. 
































Fig. : 


down movement of vacuum cups, which alternately draw 
and force the water through the clothes. These cups 
move up and down on a center rod, in the copper tub, 
and change position at each stroke, so that all the clothes 
in the tub come under the action of the cups. The cups 
can be removed easily when wringing the clothes. 


The Gyrator—Figs. 3 (Two Illustrations) 


In this type the clothes are agitated by a center 
dolly, or gyrator, which has several smooth wings, 
usually of metal, though hard rubber can be used. 
This gyrator turns constantly when the washer is in 
operation, sending the clothes through the soapy water, 
gently beating the dirt out against the wings and the 
sides of the tub. In one machine the sides are so 
shaped that the water is forced up them and over onto 
the clothes, with an action like the surf on the sand. 


Wringerless Washers 


—Figs. 4 (Three 
Illustrations) 


In this type the 
washing, rinsing and 
drying for the line is 
all done in a perfor- 

ated basket, inside the tub, without 
the necessity of using a wringer. 
One of this type also uses the vacuum 
cup principle, the cups being at- 
tached to an arm, from the side of 
the tub, which can be removed easily. 
The basket revolves as the cups move 
up and down. 

Another uses an agitator in the 
spinning basket, the water being 
brought up from the bottom of the 
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tub through a flow pipe, so that there 











person Should Be 














is a constant stream of water being poured on the 
clothes as the basket revolves. For rinsing the agitator 
is removed and fresh scalding water introduced. For 
drying the flow pipe is raised to shut off the water and 
the basket whirled rapidly for about a minute. 

A third machine has a cone shaped metal center 
against which the clothes fall when the basket is whirl- 
ing. For washing the basket is tipped so that the lower 
part is constantly under the hot soapy water, and the 
clothes are forced through it rapidly. For rinsing the 
basket is straightened to a horizontal position and 
clean scalding water is poured in through a _ hose 
attached to the hot water faucet, while the basket is 
spinning. For drying, the basket is spun for about a 
minute, the water whirling out by centrifugal mo- 
tion. 


How are wringers operated on an electric washing 
machine? 


Wringers on all ‘electric machines are made adjust- 
able to several different positions so that the clothes 
may be wrung from washer to rinsing and blueing tubs 
and then to the clothes basket. They are operated by 
separate switches from the washer and are 


Able to Answer 


[tts not good salesmanship to merely d1s- 

miss the questions ratsed by advertise- 

ments and information supplies the best 
answer 


should be washed together, the problem is just the same 
as washing by the hand method. 


Is there much vibration or noise when the washer is 
operating? 


There is little vibration in any of the newer models 
of washers. Most of them are on casters and in some 
cases the casters are set in cups so that any vibration 
is taken up. Once in a while, if the clothes get 
“bunched” in the cylinder it is necessary to stop the 
machine and straighten them out by hand. An increase 
in vibration will result from this condition. The only 
noise is the slight hum of the motor and the splash 
of the water. 


How is the water drained? 


In most cases through a drain in the bottom of the 
tub. It may be emptied directly into a pail, or in some 
cases pumped through a hose into the sink. One 
wringerless type drains through its flow pipe, which is 
simply turned from the tub to the sink. 


Is there any danger from the machinery? 


All moving parts are fully protected and no mechan- 
ical skill is needed to operate an electric washer. 








easily and instantly controlled. 


What kinds of motors are used on washing 
machines? 


In most cases universal motors which 
will operate on either alternating or direct 
current. Be sure that you know the local 
voltage. 


What is the clothes capacity of most 
washers for one tubful! 





Most washers are rated either by the 
sheet capacity, as from six to eight sheets, 
or by the number of pounds of dry clothes. 

In judging the amount of clothing for 
a single filling of the washer, and what 
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Sally’s Progress 





Her Home Beauty Parlor Boosts Sales 


ALLY HOPE, the _ irrepressi- 
ble, did not permit the re- 
cently won scapulary' of 


buyer of household electrical appli- 
Big Store, to 


ences, in Bangup’s 
rest too heavily on her sturdy 
shoulders. 


Although hugging still the dark 
side of twenty-five, she had evolved 
a philosophy worthy of a much 
older person. She felt, perhaps in- 
stinctively, the inevitableness of 
cause and effect. Having given her 
best efforts she wasted no energy 
or thought in such doubts and fears 
as many of us permit to cast sha- 
dows over whatever satisfaction 
we derive from our work. 

Indeed, she loved her work and 
felt its responsibility keenly, but 
without permitting it to warp her 
sense of humor. At home, particu- 
larly, she continued the pranks 
which always so amused her family 
and delighted her father. 

In the same wholehearted man- 


ner that she did everything, Sally 
made much ado of balancing a lit- 








By Ethel Wan-Ressel Chantler 


tle score which had both its serious 
and humorous aspects. The family 
was at dinner—everyone was there, 
even Alice, the married sister and 
Joe Werner, her husband. The din- 
ner was just drawing to a close and 
strawberry mousse, Mr. Hope’s fa- 
vorite desert, was being served 
when Sally let loose her little sur- 
prise. 

As Mrs. Hope placed an extra 
generous helping of mousse before 
her liege lord, Sally, who had quiet- 
ly left the table, returned with a 
garland of red and white clover on 
a silver tray. At a sign everyone 
stood up while she placed the chap- 
let on her father’s head and with 
the rest saluted him and drank his 
health gustily in ice water. 

“Thank you, thank you,” re- 
sponded Mr. Hope entering into the 
spirit of whatever was afoot. 
“What have I done to receive this 
honor?” And turning to his wife 
he asked a little anxiously, 





“Have I forgotten somebody’s 
birthday or anniversary? Is this a 
gentle way of reminding me?” 

Mrs. Hope shook her head nega- 
tively. 

“Then what—?” 

“Why, Daddy! I’ve just crowned 
you ‘Sales Counsellor Extraordi- 
nary to the still existent and flour- 
ishing electrical department of 
Bangup’s’” said Sally importantly. 

“Sound too important for words. 
But I don’t quite see—”’ 

For answer Sally held up several 
dainty cards on which was printed 
the following. The first read: 

“Learn the secret of wearing 
your new hat becomingly in our 
Home Beauty Shop.” 


Another: 
“You give life and charm to your 
gown — Learn how in our Home 


Beauty Shop.” 

And the third was even more 
mysterious: 

“Beyond all question, Gentlemen 
may prefer blonds—and again not 
—it all depends on whether you 
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Father was much puzzled as to how he had won the 





crown of clovers. 
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have visited our Home Beauty 


Shop.” 

‘ But even these did not supply the 
clue and pleading ignorance, Mr. 
Hope begged to be enlightened. 

Sally began to explain: 

“You see, Dad, it was your sug- 
gestion and these little cards and 
others like them, that helped me 
complete a month of record sales in 
electrical beauty equipment.” 

“My suggestion — what sugges- 
tion?” 

“Signs of old age, sure,’ teased 
Big Ben, Sally’s only brother. 

“As a matter of 
fact, this seems to 
be a one-man show 
all the way through. 
We’re as much in 
the dark concerning 
your suggestion as 
you are,” Joe told 
Mr. Hope. “Better 
begin at the begin- 
ning, Sally.” 

“Why, Dad, I 
thought you’d re- 
member,” Sally 
said a little’ re- 
proachfully, “that 
time about two 
months ago when I 
was so blue because 
I wasn’t selling 
enough electrical 
toilet articles and 
was casting about 
for an idea, you 
called my attention 
to a newspaper 
item which’ gave 
comparative figures of the amounts 
spent on various commodities in 
the past year.” 

At last Mr. Hope’s memory be- 
gan to stir, but as yet he did not 
see the relation between the clip- 
pings and what was happening. 

“The figures,” Sally continued, 
“revealed how very much women 
were spending for cosmetics in 
proportion to sums spent for other 
items. You pointed out the signifi- 
cance of that. You said that ob- 
viously women wanted to feel good 
and look good, at any cost. And 
therefore, when buying _— shoes, 
dresses, hats and whatever else for 
her personal adornment a woman 
was thinking not of those items 
particularly, but of the ensemble— 
good looks. 

“Consequently, you reasoned that 
the place to sell ’em electrical toilet 
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articles, or rather the idea back of 
possessing them was in the shoe, 
dress, millinery and other depart- 
ments of the store. 

“It listened pretty good to me and 
when I talked it over with Mr. 
Rangup he thought so too, and gave 
me permission to hang these signs 
in the other departments. Then the 
display man and I furnished a fas- 
cinating little boudoir in my de- 
partment with the electrical appli- 
ances in their proper places. 

“And here too we had ecards tell- 
ing what each appliance would do. 





It seemed that every woman in town had beauty problems. 


The beneficial effect violet ray 
treatments had on the skin and 
wrinkles, the convenience and com- 
fort of the hair dryer, particularly 
in summer when one swims a lot. 
The electrical curling iron, vibra- 
tor, immersion heater and in fact 
everything.” 

At this juncture Mrs. Hope in- 
terrupted. “That reminds’ me, 
Daddy, did you ever get me a jar 
of that cold cream Mrs. Van Aster 
says in the advertisement is_ so 
good for your complexion when 
used before going to bed?” 

Mr. Hope looked chagrined. “No, 
Mother; clean forgot it,” he ad- 
mitted. 

“Good thing it wasn’t headache 
powders,” grinned Ben. 

But his father was too preoccu- 
pied with the development of a plan 
for which he had furnished a mere 
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nucleus to pay attention to these 
very familiar asides. 

Joe, who was an electrical con- 
tractor and, in a small way, a 
dealer, was always interested in his 
sister-in-law’s merchandising proj- 
ects, for to him she portrayed to a 
degree what an alert brain could 
do in the merchandising field, even 
if it was a feminine brain. Now he 
resented the interruption of her 
story. 

“Go on, Sally,” he urged, “tell us 
the rest.” 

“Yes, by all means do,” insisted 
Mr. Hope, eager to 
learn full details. 

“When the dis- 
play was finished,”’ 
continued Sally, “lI 
found that despite 
my coaching, the 
salespeople could 
not present the idea 
of beauty in the 
home convincingly 
—they didn’t know 
enough about it. So 
I went to Mr. Bang- 
up and asked him 
to hire a_ beauty 
specialist for a few 
days to teach the 
salespeople how to 
sell the stuff. 

“Mr. Bangup 
then suggested we 
advertise that a 
beauty specialist in 
our Home Beauty 
Shop would be glad 
to consult with our 
patrons and advise them in the se- 
lection of beautifiers. Well, you 
just ought to have seen the crowds 
that poured in the first day,” she 
laughed. 

“You’d have thought half of the 
town had beauty problems. But | 
found the sales were not nearly as 
large as they should have been. So 
we held a meeting the next morn- 
ing before the store opened and 
the others confirmed what I al- 
ready suspected. 

“The women prospects were so 
impressed with the need for all of 
the appliances and, in the majority 
of cases, having only enough money 
for one or two, they became dis- 
couraged and invariably decided 
they would wait until they could 
purchase the group. 

“We then evolved a club purchas- 

(Continued on page 50) 


’ 











Over Selling 
Cuts Interest 
In Appliances 


GROUP of women were dis- 
A cussing the various phases 
of housework when the con- 
versation turned to electric appli- 
ances. None of these women, it 
developed, was enthusiastic about 
the general line of appliances. 
Each had some appliance, but none, 
it seemed, used any appliances for 
50 per cent of the work suggested. 
One of the women lived in a com- 
munity where there is an attractive 
current rate for a range and she 
had been interested. She went to 
inquire but the salesman intimated 
-_if he did not say broadly—that 
‘he electric range made good cook- 
ing possible. This woman was 
quite famous in her own circle as 
a good cook and she was quite of- 
fended at the intimation that she 
needed a new sort of range to make 
her a good cook. 

She did not talk to this salesman 
long enough to learn what were 
the really good points of the range, 
such as accurately controlled heat, 
the cooking power of the insulated 
oven, the less shrinkage of meats, 
the possibilities of cooking more 
foods in the oven than in other 
type stoves. 

When one of the women in the 
group told her of the very positive 
qualities of the range, she was in- 
terested because this woman was 
also a good cook. 

Another woman talked about her 
table stove and how many steps it 
saved her when only part of the 
family was at home and for lunch 
and on those occasions when some- 
thing cooked was wanted for a late 
supper. “One of the chief things 
about it,” she said, “is that the 
cooking pans are so much more 
easily washed than stove utensils.” 

All of the women expressed sur- 
prise or incredulity. The table 
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Where Was the Mistake? 
$20 for Those Who Point Out Errors 


VM AN and wife asked about electrical refrigeration. A courteous 
L salesman made an excellent solicitation, stressing cleanliness, 
even temperatures, long keeping of food and other high sales points. 
The couple was interested and asked some questions. Finally the 


“Do you send a man around to take care of these machines?” 
“Oh, yes, indeed, we do!” replied the salesman. “One of our ser- 
vice men calls each week at your home and inspects the machine.” 


The interest of the prospects lagged. Soon they left. Later it 
was reported that they had Bought that day at another store. 


To the person actively engaged in selling who supplies the best 
explanation of the fault, ELECTRICAL Goops will pay $15. For the 
five next best answers, $1 each will be paid. The editors of ELEc- 
Because of the number of answers 
received, it will be necessary to consider only those who state connec- 


Address Sales Contest, ELECTRICAL GOODS, 239 West 39th Street, 
New York City. Competition closes July 20. 
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stove had not appealed to them as 
a thing for a woman who had a 
real stove. One of them told of her 
superior attitude when a sales- 
woman had told her that the grill 
would do to a limited extent any- 
thing except baking that a large 
range would do. 

“When 1 looked at that little toy 
and the saleswoman compared it 
to my range, I really thought she 
was poking fun at me,” she re- 
marked. “I often wonder when I 
see them why, if they are so won- 
derful, that none of the stores I go 
into ever demonstrates them.” 

“T felt the same way about the 
washing machine for a long time,” 
said another woman. “I was look- 
ing at an electric machine in a 
store when the salesman said: 
‘Could I interest you in that ma- 
chine? With it, you can have really 
clean white clothes.’ That made me 
hopping mad, for I knew that I had 
been supplying my family with 
really clean, white clothes. 

“Then one day, when I was hang- 
ing the clothes for the laundress a 
woman came across the lawn. ‘What 
e pretty wash!’ she exclaimed, and 
then she added, ‘I can tell you how 
to have just as pretty clothes with 
less than half of the work’ and be- 


22 


fore I knew it she had made a date 
to help with my washing the next 
week and—I bought the machine. 

“When she came, about the first 
thing she said was, ‘You have to 
know just as much about washing 
to get good results from a machine, 
but you can be a lot lazier.’ ” 

“IT have bought so many things,” 
spoke up another woman, “that 
were guaranteed to do my work and 
have been fooled so often, that 
when anyone comes to the (door 
and begins that sort of thing, I 
try to shut them out just as soon as 
possible, or when they begin with 
the big promise in a store I leave. 

“T am slowly coming to the con- 
clusion that most of the electrical 
appliances do mean a good deal in 
the saving of time and hard work 
and that with them we can do bet- 
ter work because it is not so much 
trouble and does not take so much 
time, but I have not found any of 
them that will think for us. With 
them, a lazy woman who knows 
her job, can do as well as one who 
is willing to work her head off, but 
the woman who does not. know how 
to keep house cannot get very far. 

Perhaps there is something for 
salespeople to think over in what 
these women said. 
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Negative Side 


Has No Place 
In Sales Talk 


“NHE replies received to the 
June “Mistake Problem” 
were splendid and it was a 
very difficult task to select those 
which should be especially men- 
tioned. Almost without exception, 
the sales danger in answering any 
question in the negative was 
stressed. Several spoke of the ever- 
present latent fear, especially 
among elderly people, that elec- 
tricity is dangerous. While this 
seems strange to young people, 
born and reared during the elec- 
trical age, it exists and must be 
taken into consideration. 

But the selections must be made 
and here they are: 

J. B. Huddle, Interstate Hard- 
ware & Supply Co., Bristol, Tenn. 

Miss M. F. Adams, Almy, Bige- 
low & Washburn, Salem, ‘Mass. 

Miss Helen D. Crawford, McGre- 
gor Hardware Co., Winfield, Kan. 

M. R. Low, East Akron Hardware 
Co., Akron, Ohio. 

Miss Elizabeth Martin, Jones 
Store Co., Kansas City, Mo. 

Walter E. Law, Hennepin Hard- 
ware Co., Minneapolis, Minn. 

If we had the space, we would 
print the names of many more of 
those who answered this contest, 
for many of the replies are good. 

Mr. Huddle writes: 

“The saleswoman unconsciously 
aroused the germ of suspicion in 
the minds of the elderly couple. 

“The answer to the customer’s 
question should have been ‘Oh, it 
is absolutely safe.’ ”’ 

Then he would give the direc- 
tions for making the coffee and the 
general use of the percolator. He 
adds: 

“The idea is never to put a nega- 
tive suggestion of any form in the 
customer’s mind. The negative sug- 
gestion of DANGER looked the cus- 
tomer in the face, even though it 
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made with an electric percolator. 


“Oh, no; it is not dangerous. 








was put as ‘NOT DANGEROUS.’ 
Also, ‘BE CAREFUL’ made the cus- 
tomer think of some forewarned 
danger. 

“The buyer — mentally — ‘Not 
DANGEROUS, DANGER! DAN- 
GER! I don’t want any DANGER, 
so I won’t buy.’ 

“It is just as easy to put positive 
suggestions to a customer and it 
makes for more sales.” 

Miss Adams writes: 

“To my way of thinking, it was 
entirely unnecessary to caution the 
lady to be careful when plugging 
in. 

Miss Adams would have com- 
pleted the sale and before deliver- 
ing the percolator would have given 
a pantomime demonstration of han- 
dling the appliance in making cof- 
fee. 

Miss Crawford writes: 

“Interest had been aroused and 
a desire created — then the cus- 
tomer expressed fear of danger. 
The saleswoman gave a clear-cut 
definite reply and then spoiled it 
all when she took the negative side 
of the question and told what not 
to do—always a poor policy. 

“Good coffee and how it is made 
would have been an excellent sub- 
ject to continue the sales talk.” 

Mr. Low thinks: “The saleslady 
pointed out too many things to 
make it appear that the percolator 
is difficult to operate.” 

He would have said: 

“Oh No! It is not dangerous and 
it is much simpler and safer to 
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The Problem 


HIS couple, somewhat elderly, were interested in a percolator 
= set. The saleswoman had arranged the pieces on the counter 
in several ways while telling them what excellent coffee could be 


“Is it at all dangerous? I never thought that I quite understood 
electricity,” remarked the woman. 
] You merely have to be careful in 
plugging in with the cord and be careful not to heat it when there 
is no water in it and not to fill it too full.” 

“Father and I are pretty old to watch so many things,” she re- 
marked, as they passed on down the aisle. 
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push in this plug than to get a 
match and light the gas. For the 
rest of it, you make coffee just like 
you always have, the same amount 
of water and coffee.”’ 

Miss Martin is positive. She says: 

“No, indeed! Electricity is not 
dangerous. In fact, more precau- 
tion is required if you are using 
gas or oil. With electricity there 
is no flame to catch your sleeve. 

“Of course you very seldom let 
any percolator or coffee pot boil 
dry and you need only that same 
care with this one. Besides there 
is the safety switch that protects 
against excessive heat.” 

Mr. Law writes: 

“In our department we have a 
card that reads, ‘Always apply all 
cords before you turn on the 
switch’ and we call attention to 
this after the sale is completed.” 

In this case, he would have 
talked to the elderly couple about 
making coffee other than the elec- 
trical way to show them by infer- 
ence that electricity was safer. 

It is interesting to note that few 
of these replies draw a direct com- 
parison with flame heat. Several 
use the comparison but not in an 
objectionable way. Direct com- 
parisons are always odious and 
electricity does not need to feature 
the dangers of other heating meth- 
ods to bring out its qualities. 

Without exception almost, these 
letters mention that after the sale 
is completed the directions for op- 
eration should be given. 
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totals they are likely to run into, now that one family 
in six has a regular radio receiving set and the ratio 
is constantly increasing. 


The N. E. L. A. Exhibit 


UYERS for electrical goods departments, where 
B volume of business is sufficient to justify a 


search of the markets for suitable articles to 
sell, will do well to keep in mind the National Electric 
Light Association exhibit for another year. A depart- 
ment store manager who put in three days at the exhibit 
this year at Atlantic City said that he regarded this 
time as most profitably spent. 

He found in this great exhibition several lines that he 
had not before seen and he was enabled to study these 
very closely as they were demonstrated in the exhibition 
booths. The demonstrations and the variety of models 
shown were more complete than any salesman is able to 
make for him. 

Also there was much incidental and helpful informa- 
tion to be picked up. The recent exhibition allotted 
much space to merchandise that fits into hardware and 
department store activities. There were a dozen or 
more exhibitors of washers, refrigerators, table and 
other heating appliances, irons and almost that many 
of ranges, ironers, cleaners, and lamps, and fixtures. 
The exhibit is not open to the public in a way that 
attracts immense crowds and the buyer has opportunity 
to study the merchandise. 





The Red Seal Home movement is fostered by the 
Society for Electrical Development. Its object is 
to make electricity really available for the people 
who live in houses worthy of the Red Seal Home’s 
stamp. 





Radio Set After Market 


T required many years for those concerned with 
| the automobile trade to realize that the after- 

market created by the sale of a car was larger 
in total expenditures and profit than the sale of the 
car itself. In other words, the sale of accessories, 
repairs, oil and gasoline, tires and such items would, 
during the life of the car, come to more than the 
original cost. 

Because this fact was not generally appreciated, 
merchants who should have fared well in the accessory 
trade let the opportunity slip. 

While we do not anticipate the same results with 
radio, there is going to be a very considerable market 
with the radio receiving set. The average value of sets 
sold today is probably near $100. These sets have 
parts that must be replaced—tubes and batteries. 
Loud speakers probably will be replaced for two 
reasons; first for better reception and second for 
appearance. There are battery instruments and home 
chargers. From time to time, developments in the 
radio construction will come that can be sold to improve 
older sets. 

There seems to be a fairly general acceptance of the 
merchandising possibilities of radio set accessories and 
replacement parts but we would call attention of the 
merchant who is overlooking these possibilities to the 
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The Red Seal Home movement is put into effect 
by licensed organizations having the promotion of 
the electrical business as an objective. 


Who Is Guilty? 
(Fem filament type of incandescent lamps 





came in for considerable discussion at the Na- 

tional Electric Light Association meeting. These 
lamps, chiefly imported and sold on bargain counters, 
are unwelcome on the lines of the service companies. 
They are great current consumers but they give so 
little light in return that the owner of the lamp be- 
comes dissatisfied with the service and complains to the 
service company. 

Most of these lamps are of the small, round bulb 
variety and consume about 40 watts, although some 
that are so marked consume double that amount of 
current. Considerably more light could be obtained 
from a 25-watt lamp of the higher type American make. 

During the war a considerable drive was made against 
carbon lamps to save coal. Such lamps were pretty well 
cleaned out then, but after the war some European 
companies began dumping a lot of them in this country 
at prices so very low that many merchants bought them 
for resale. Some merchants sell them through ignor- 
ance of the financial damage they are doing their cus- 
tomers and others do not care. Last year almost 14,- 
000,000 of these lamps were imported and each of them 
constitutes a waste. Placing these lamps in the hands 
of consumers is not good business. 





Red Seal Home licenses have been issued to 55 
organizations and each of these organizations is 
definitely making better customers for electric 
appliances. 





Trade Associations 


HAT trade associations mean to business was 
\ \ strongly illustrated by a happening coincident 

with the annual meeting of the National Elec- 
tric Light Association. A manufacturer of appliances, 
in attendance at that meeting for the welfare of his 
company, received from his home office a bundle of 
circulars. 

These circulars were a reproduction of a page from a 
mail order house catalog in which this manufacturer’s 
wares were offered for sale. The manufacturer had 
never sold this house and had no part in this presenta- 
tion of his merchandise, nor was he able to find who 
had sold them. 

Accompanying this page was a message, signed by a 
supposed retail merchants’ association, which was a 
veiled attack on this manufacturer as a price cutter and 
suggesting a boycott. These circulars were returned to 
the manufacturer in great numbers by merchants who 
received them in the mails. Some came with messages 
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of confidence, some bearing attacks. These merchants 
did not know there was no such association, but they 
were ready to fight. They did not know, of course, that 
the circular was probably an anonymous attack by 
another manufacturer. 

But the incident illustrates the power of an associa- 
tion that probably few association men realize. It 
should encourage responsible association men to wage 
war for a good cause. 





The Red Seal Home movement now extends to 
815 communities of 500 population or more, with a 
total population of 11,163,076. 





The Utility Phase 


IVEN two items, equally priced in an advertise- 
(z ment appealing to women buyers, the item of 
practical value will outsell the luxury item. 
This is the verdict of a man who has spent twenty 
years tabulating and studying the trade that results 
from advertising. Department store advertising is his 
chief laboratory, because items are presented there in 
a competitive manner. 

His remarks were drawn by an advertisement pre- 
senting a fan and a percolator at the same price. The 
difficulty in selling fans for household use, he says, 
is that the woman is afraid it will be considered a 
selfish purchase as the practical utility values of the 
fan have not been sufficiently impressed upon the 
public. Put utility behind an article of ornamental or 
luxury value and you have a great seller, he said. 

So get out the fourteen practical use-values of the 
fan and add to the selling value. 





Almost invariably when a prospect for a house 
wiring contract is shown a Red Seal Home they not 
only order the suggested number of outlets but in- 
crease the suggested number. 





Making Customers 


HE Electrical Leagues throughout the country 
that are pushing the Red Seal Home movement 
are engaged in creating new and better cus- 
tomers for all of those merchants who sell the right 
kind of appliances and electrical supplies. These Red 
Seal Homes have several qualities that make for the 
upbuilding of proper trade in those things which are 
used in homes where electricity is properly used. 
One of these qualities is that the wiring is well done, 
of the proper materials and will render a high-quality 
service. The owner of this home has been educated 
in what proper materials mean; and in the purchase 
of any accessories, this house holder will be more par- 
ticular as to quality than some others. This house- 
holder will ask about the quality of replacement sockets, 
double sockets and the many articles that are likely to 
be purchased. 
Also in this house are sufficient outlets to permit the 
convenient use of appliances of all kinds, including 
lamps, where they are wanted. A proper opportunity 
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is all that is required to make the electrical appliance 
desirable. 

Because this movement is making more and better 
customers for electrical supplies, all merchants should 
lend their support and if there is not a Red Seal Home 
movement in your community, why not start one. 





The increased number of outlets means that the 
resident of a Red Seal Home plans to buy more 
lamps, more appliances and use them more than in 
a house not so well wired. 





Time Payments 


HERE is a story going the rounds of a mercantile 
adventurer who was selling a flashy radio receiv- 
ing set by virtue of “was—now” prices and heavy 
advertising. A long time acquaintance came into the 
store and after some conversation asked: 
“Tom, are you selling any of these sets on payments?” 
“Not on your life,” was the reply. “When you go 
into this here payment business, you got to sell ’em 
something that will hold ’em until the payments are 
done; see that they get «service and be sure the com- 


pany will last. As to these sets, I am sure of nothing 


at all.” 

This adventurer apparently was worthy of a better 
calling than running a transient store; for in his way 
he has set forth some of the solid basis of time payment 
business. Above all, a merchant extending this sort 
of credit must have reliable goods and satisfied cus- 
tomers. Repossessing unworthy merchandise is an 
expensive satisfaction and an unhappy customer is 
unlikely to pay. If you are not selling reliable merchan- 
dise or are not equipped for service, do not attempt time 


payments. 





The wiring contractor and supply man gets the 
first benefit of the Red Seal home, but the appliance 
merchant gets the long term benefit, as this person 
becomes a steady customer. 





Hasty Conclusions 
()=: of the hasty conclusions about this radio 


market is that it is seasonal and that business 

lags in hot weather. Two things are wrong with 
that conclusion. One is that the radio business is not 
old enough or well enough defined to draw fixed con- 
clusions. The other is that here and there men are 
proving that they can sell. 

Down in Florida a salesman concluded, during April, 
that he needed some business, so he set out to get it. 
The reports show that he sold 68 receiving sets at 
$24.50 each during that month and had some prospects 
left when the month closed. Just what other business 
this man did during the month is not a part of the 
record but he was awarded a $250 bonus for this job. 

One rather significant part of this record is that the 
salesman took one of the receiving sets that he had 
determined to sell home with him and studied it for 
several days before he tried to tell others what it 


would do. 











In Summer Plan Your 
Winter Radio Business 


Manufacturers are announcing new models and sales 


policies and the dealer should inform himself so that he 
can select a line and plan he can work with heartily 


By Arthur Sinsheimer, Radio Editor 


S we go into the months of 
A July and August, the vaca- 
tion period of the whole 
year, it will prove very profitable 
to every merchant and radio buyer 
to take advantage of this slower 
radio-selling season and check up 
on past records so that you can see 
just where you are heading during 
the coming season—make it a radio 
study period for the good of your 
business. Look over your business 
maps carefully and pick out your 
winter route. 

From our observations at the 
radio manufacturers’ convention 
two months ago and through vari- 
ous trips which we have made to 
radio factory plants, we want to 
report to you that it is impressive 
and gratifying to sense the fact 
that manufacturers on the whole 


are bending every effort to cater 


more directly to the retailer than 
they have in the past. 

They have come to realize that 
retailers are the vital contact be- 
tween their factory and the con- 
sumer and this year you can expect 
vast improvement in the service 
you will receive when dealing with 
reliable and experienced manufac- 
turers or their representatives. 

From now until the big radio 


shows in September, announce- 
ments of new lines will be made 
by reliable radio manufacturers 


and it behooves each and every 
merchant to get all the information 
he can with reference to the vari- 
ous kinds of sets, parts and acces- 
sories which will later be in de- 
mand by your customers. Custom- 
ers read up on these things and 
you should put yourself in a posi- 
tion to answer any question they 
may ask—that’s the kind of service 
that makes stauch customers. 

We’ve been asked lots of times 
“How can we keep in touch with 
the markets? They change so of- 


ten that we don’t know where we 
are at half the time?” Now that’s 
true, but with a little cooperation 
from you, we believe that it is pos- 
sible to keep you posted on most 
things that you ought to be familiar 
with. We can’t do it unless you’ll 
follow some suggestions. 

Watch your radio trade paper an- 
nouncements and send for the cata- 
logs and descriptive data the manu- 
facturers are prepared to mail you 
—and when you get the “dope” be 
sure you study it carefully. After 
this first reading, don’t throw the 
data away as many do, but file it 
carefully so that you can later 
verify any points about the mer- 
chandise that may come up. 

Consult us on any points that 
are not clear in the data you read 
or that some manufacturers’ repre- 
sentative tells you about. Consider 
us your radio merchandising and 
idea clearing house for we have no 
“axe to grind” and you can be as- 
sured of a strictly practical and un- 
biased opinion on any question. 

Get down to the actual facts of 
the situation and make a good study 
of radio selling. Just remember 
that you are not “married” to any 
particular line of merchandise nor 
to any system of selling that does 
not prove itself profitable to you 
and your business. Friendship or 
your personal liking for a thing 
counts for naught where your busi- 
ness of profitably catering to the 
public’s wants is concerned. Now’s 
a good time to “put your house in 
order.” Always be sure that you 
can subscribe heartily to the manu- 
facturer’s policy. 

You might find from your previ- 
ous records that you carried a cer- 
tain line of good standard receiv- 
ers that just wouldn’t “go” in your 
térritory—such a thing happens. 
Well, here’s your chance to make 
a study of the situation and most 
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The Man Who Knows 


likely find another line that offsets 
the difficulty you experienced be- 
fore. You can only do it by care- 
fully checking up on the market 
data which is available to you. 

And this study doesn’t end with 
receivers alone, but it applies also 
to batteries, chargers, tubes and all 
other parts and accessories. Price 
and the reliability of the manufac- 
turer should also enter into your 
study of merchandise. The radio 
buying public is getting “smarter” 
every day and certainly you can do 
no less than to join this school of 
study and lead the class in the 
radio art. 

This “reliability of manufac- 
turers” is a point which we feel 
that we can’t stress too much. We 
have no thought in mind that there 
are any so-called “crooked” manu- 
facturers but we do say that there 
are many who continually run into 
production troubles and in many 
cases the blunt of such troubles 
descends to the retailer in the way 
of dump competition. Sometimes 
it is bad financing, sometimes poor 
management or sales policy and in 
some instances poor merchandise 
or merchandise not acceptable to 
the public, but no matter what the 
cause, make worthiness of product, 
sales policy and reliability of 
manufacture the first chapter in 
your radio study from the merchan- 
dising book of knowledge. 

As a matter of fact, this study 
plan is not a thing that you might 
possibly look into sometime—it’s a 
sound business principle that you’ll 
have to accept, and accept at once, 
if you contemplate staying in the 
radio business. There was a time 
when any kind of radio merchan- 
dise would sell “at a price” but 
that day is gone and from now on 
you'll have to know what you’re 
selling and be able to back it up 
or you'll sure come to grief. 
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His Wife Has Gone to the Country 


2. Lah diel + died " 





Utensil washing is the horror of those men who like meals of their own making 

in the quiet of home temporarily vacated by the family. Under such circum- 

stances the electric appliances come into their own, and a single table is equipped 

for cooking and eating, and the householder enjoys the food of his own selection, 
content that little trouble is to follow. 
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Fan Time Is Here 


Everybody wants a fan but many 
hesitate to buy because it seems to 
be a selfish purchase. Practical uses 
are not much associated with fans in 
public mind and the dealer who will 
illustrate the practical value of fans 
will persuade many hesitants to pay 
cash and take home a fan. 


Fruit drying would be much more 
popular if women knew how well and 
quickly a fan will complete the opera- 
tion. 


Much summer cooking is better for 
having a cooling breeze on the ma- 
terials. Every man knows how 
terrible the kitchen becomes in can- 
ning season. Help the wives to can 
in comfort. 


It is not out of place to feature the 
winter uses, such as an aid to slow 
fires, livening up sluggish radiators 
and as first aid to an electric heater. 


Spread the practical use value and 
sell more fans. 
















TK Get the: 
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Eureka “High-Vacuum” pe, 
Explodes Extravagant Claims . | 
This is the famous Eureka “High-Vacuum” Test that , 
explodes the extravagant claims of motor-controlled =~ 
mechanical agitators, and clearly emphasizes that . 
the original “High-Vacuum” principle of cleaning , 
















effects a quick and satisfactory removal of deeply . 
embedded dust and dirt. 

Eureka “High-Vacuum” means simply the movement 

of a tremendous volume of air at high speed through“ | 
the very narrow cleaning nozzle. It results ina 
cleaning efficiency so pronounced and so superior 

, to ordinary methods that Eureka leads the entire 








= Remove the Bag — Watch it Pour! 
ct Remove the bag—pass the Eureka over one small 

“Lt «section of a rug with aquick, snappy stroke. You’ll 
ne ey be amazed at the cloud of dirt discharged from the 
pv 6 fan case. And remember, just a surface cleaning 
SS «does not explain the torrent of dust and dirt. 
LS Yes, sir, ‘““High-Vacuum’’, as built into the 
Sy =Eureka, gets the dirt—the deeply d di 


‘ world in the production and sale of electric 
vacuum cleaners. 

Every day Eureka’s share of the world total of 
vacuum cleaner business becomes larger. 
There's no quicker, surer or more profitable way for 
progressive dealers to speed up their vacuum cleaner 
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SS $i": . 4 Wire or write for details of the valuable Eureka 


sales than by “joining up” with the thousands of . : 
+ successful dealer organizations that are cashing in 
“* + on the popularity of the Grand Prize Eureka. 










~ 


a dealer franchise. (285) 


‘*% Eureka VACUUM CLEANER COMPANY, DETROIT, MICH. 
a" Largest Manufacturers of Vacuum Cleaners in the World 
Canadian Factory, Kitchener, Ontario 
Foreign Branches: 8 Fisher Street, London, W. C., 1, England 
58-60 Margaret Street, Sydney, Australia 
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Courtesy Lightolier Co 


The French Influence 


This picture is a wholesale lamp com- 
pany’s display room. There is a growing 
for wholesalers and retailers to 


tendency 
as it is used properly 


group merchandise 
in homes. A customer for one article fre- 
quently buys several. 

The graceful, urn-shaped lamp fits splen- 
didly into the setting of the French furni- 
ture and enhances the beauty of the sofa, 
after dinner coffee table and tall chest of 
drawers. The jade finial of the lamp also 
meets in detail the jade tree on the chest 
of drawers. 

The lamp shade is weil balanced. plainly 
of American manufacture but in good taste. 
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It is of apple green ombre georgette with 
multicolor ribbon trim and is well chosen 
for the richly colored tapestry on the sofa. 

The marble and bronze lamp is excel 
lent for the marble topped end table, but 
if this table is changed for one of the frail, 
delicate type, the lamp must be changed. 

French craftsmen excel in bronze and 
in porcelains. There are lamps of many 
styles for use with decoration of French 
influence. It is interesting to note that 
even when these craftsmen employ Chiness 
materials and motifs, they do not lose their 
individuality. Everything they make is 
distinctly “French.” 
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Why Not a Friction Tape Show? 


Perhaps you have not realized the versatility of this 
new and important article of merchandise 


ANY articles just slip into 
MI ie regular traffic of mer- 

chandise in considerable vol- 
ume without attracting much atten- 
tion and without the merchant real- 
izing how heavy his sales are run- 
ning. 

This is probably the case with 
friction tape. It came into the field 
with the home work on electricity 
and received a considerable volume 
from its use with automobiles. Many 
a car merrily traveling the road to- 
day is held together by many feet 
of friction tape. 

Perhaps this is not safe automo- 
biling, but it’s done in the very 
best used car and light truck circles. 

Also the best of the home work 
electricians are great consumers of 
friction tape and probably’ they 
would use much more if the oppor- 
tunities were called to their mind. 
Now that the season of the great 
out-of-doors is well under way, it is 
well to give a thought to friction 
tape and its possibilities. 

Small boys, and many of the 





larger ones, will be wrapping base- 
ball bats, fishing poles, boat oars and 
other sporting articles with tape. 
Also the man of the house and his 
sons will be looking around for a 
quick effective way of doing odd jobs 
that the lady of the house demands 
be done before they enjoy the half 
holiday. 

Just as friction tape has become 
a necessary part of the camping or 
touring kit, so it has become a part 
of the household repair kit and it 
saves time, trouble and mashed fin- 
gers. It is perhaps one of the best 
shortcuts known. 

For a long time manufacturers of 
tape neglected this great emergency 
and utility market, putting up tape 
only in form for strictly professional 
or mechanical use, but now they are 
merchandising tape in the most ap- 
proved fashion. It is put up in handy 
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packages, guaranteed as to weight 
and length and quality. 

Every merchant who urges tape 
upon his customers should first be 
sure of his tape. The regular use, 
that of connecting electric wires, is 
a particular job and all tape sold 
should be of proper strength and in- 
sulating quality. It is rather dan- 
gerous to sell poor tape, because 
some person, not knowing that it is 
a low quality, might try to do a real 
job with it. 





There are four main points to tape 
that should not be overlooked. They 
are: tensile strength, adhesive abil- 
ity, insulating quality and nonravel- 
ing. All of these are important, and 
the jobber who sells the tape should 
be able to assure you of these qual- 
ities. 

The tensile strength depends upon 
the fabric. A good cotton fabric 
should run about 60 threads to the 
inch in the warp and 55 to the inch 
in the woof. The American Society 
for Testing Materials says that a 
good tape should test 40 lb. to the 
inch of width. The adhesive com- 
pound should remain practically un- 
changed under weather conditions. 
It should guard the wires insulated 
with it for a 2000-volt current. If it 
is not nonraveling you will hear from 
customers pretty quick. 

Some of the uses of tape are listed 
here. It should be rather an inter- 
esting and pleasant job to arrange a 
show window and store display, and 
we will guarantee that it will attract 
some attention. 

Insulating bare or _ oil-soaked 
wires. 

Covering exposed electrical con- 
nections. 

Binding wires together. 

Insulating electric wiring, fix- 
tures. 

Covering connection on radio aer- 
ials and lead-in wires. 

Insulating tools used on electrical 
work. 

Covering wiring connections to 
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protect against corrosion from 
weather. 

Wrapping tools. 

Reinforcing radiator hose. 

Tightening chair rungs in holes. 

Weather stripping. 

Grip on hammer, screw driver or 
other tools. 

Mending water hose. 

Mending wires on Christmas tree 
lighting outfits. 

Mending window screen holes. 

Mending leaking plunger in toilet 
flush boxes. 

Tightening rungs in ladders. 

Mending toys of every kind. 

Stopping rattling doors and win- 
dows. 

Controlling plumbing leaks, espe- 
cially tow pressure. 

First aid in wrapping frozen burst 
water pipes. 

Mending vacuum cleaners. 

Making casters stay attached on 
furniture. 

Wrapping and _ strengthening 
cracked handles on_ plows, hoes, 
rakes, lawnmowers, etc. 


Patching bicycle tires. 

Stop rope raveling at ends. 

Insulating furnace tools against 
heat. 

Facing the jaws of vises and pipe 
wrenches when handling nickeled 
pipe. 

Cushioning edges of plate glass 
when mounting in frames. 

Silencing rattling rods and other 
parts of automobiles. 

Patching a torn, flapping auto cur- 
tain. 

Mending air hose and pump con- 
nections. 

Grip on oars. 

Grip on baseball bats. 

Stopping raveling threads on golf 
clubs, fishing rods, etc. 

Grip on bicycle handle bars. 

Grip on vaulting poles. 

Covering cracked gun stocks. 

Grip on fishing rods. 

Grip on tennis rackets. 

Grip on golf clubs. 
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¥ | YHE big city stores are closely 
studied by merchants but it is 
our conviction that stores in 
smaller cities and towns often have 
more effective and more profitable 
departments, figuring on a percent- 
age basis. 

Take for example the Van Heusen 
Charles Co., Albany; Sterling Welch 
Co., Cleveland; Blumenthal, Kohn & 
Co., Baltimore; Charles Myers Co., 
Indianapolis; Paine Furniture Co., 
Boston, and Barlow & Co., Los An- 
geles; stores of various types, which 
sell lamps of the better class and lead 
their public to buy lamps which are 
correct for the home environment. 

John E. Crew, of the Sterling 
Welch Co., said recently; “Furniture 
and lamps should be bought for what 
they will do and how they will look. 
We approach people from their own 
standpoint.” In other words, they 
are rendering a service, giving peo- 
ple what they really want and what 
they need. 

Another merchant, whose name we 
are not at liberty to mention, told us 
how he came to change to a service 
basis, which we find the best we 
have seen. He has in his lamp de- 
partment a Lighting Specialist, a 
woman who is a decorator and who 
was trained at the Nela Park School 
of the National Lamp Works. She is 
entitled to call herself an Illuminat- 
ing Engineer, although she never 
does as, she says, the title scares 
people away and makes them think 
she will talk of wattage, voltage and 
candle power, unknown terms to 
them. Instead, she stresses the fact 
that she specializes in lamps and 
lighting and welcomes the most sim- 
ple problem. 

This woman works with the lamp 
department, just as a decorator 
works with the furniture and up- 














This Lighting Service 


holstery department. She goes into 
homes, new or old, and makes a sur- 
vey, reporting in duplicate to store 
and customer. These recommenda- 
tions show people what they may do 
with the lamps and equipment in use 
to improve decorative effect and the 
lighting efficiency, besides recom- 
mending added equipment. 

We are showing a typical survey. 
The subtle part of this woman’s 
work is that she honestly shows peo- 
ple how to use the lamps they have. 
Many lamps are gifts, some have sen- 
timental appeal and it creates instant 
confidence with the customer to find 
that she does not want them to 
throw them away. 

Filing reports with both store and 
customer greatly facilitates future 











dealing. Often a customer will want 
to make all changes recommended, 
but cannot afford at the moment to 
do so. The customer is encouraged 
to buy what she can afford and come 
back month after month, until the 
purchase is completed. These return 
visits are profitable. Friends are 
often brought in by the satisfied cus- 
tomer and a new customer is found. 
This lighting specialist worked 
alone for sometime, but now has two 
assistants and is considering train- 
ing another for the fall business. It 
is not possible for one lighting spe- 
cialist to survey more than two 
homes in a day and do justice to the 
inspection and the report. Saturday 
everybody is in the store as that is 
the day the willing wife brings in 
the unwilling husband in order to 
secure his O.K. on the expense. 
Often these lighting specialists 
visit a home where only one lamp is 
wanted. It is not always possible to 
make a survey of the house on the 
first visit, owing to lack of confidence 
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By Mrs. Bernice Bowser 
x , 


Lamp Editor. 





on the part of the customer. Per- 
haps a woman wants a new piano 
lamp. Her idea of the colors used in 
her home is vague, her knowledge of 
the architecture and style of decora- 
tion may be limited although she has 
a costly home. When a woman hesi- 
tates between a tall English brass 
lamp of the Georgian period with 
dignified taffeta shade and an ornate 
Louis XVI gold lamp with georgette 
shade, it is evident she does not know 
what is right and here an offer is 
made by the sales person to have a 
Lighting Specialist visit her home 
and make a recommendation. 

The personal attention appeals to 
the customer and the expense of the 
visit is less than the expense of de- 
livering the wrong lamp, calling for 
it, and having it returned to stock, 
“As Is,” not quite perfect. 

Having recommended the right 
lamp for one room, the specialist will 
likely be invited back. The favorable 
lamp correctly placed will flatter the 
comments of guests on the right 
customer and she will seek more of 
it. The change the right lamp makes 
in a room is tremendously noticeable. 











Once a customer realizes the differ- 
ence, she becomes a steady customer. 

Personally I was much impressed 
with the business like manner in 
which this service work is conducted. 
There is no elaborate advertising 
There are no expensive offices. There 
is no visible effort to impress the 
customer. The reports are as busi- 

















SELLS Lamps at a Profit 


The pen and ink sketch shades shown 
here are mentioned by the merchant as 
popular in his trade. They are from a 
French artist who has exhibited at the 
Salon and who has been attracted to 
this new and growing business. He is a 
relative of the artist Joseph Lissot. 
These drawings are shown by courtesy 
of John McLoughlin. 


nesslike as an engineer would make 
on a building, and I believe that this 
is what has contributed to the suc- 
cess. The “Man of the House,” who 
looks over a report realizes that 
“this woman knows her stuff!” Se- 
cure a man’s respect and you have 
practically secured his business. 

My personal experience has shown 
me that very few things are inspira- 
tions. Most brilliant business suc- 
cesses are the natural growth of sug- 
gestion—oak trees from tiny acorns 
—so I asked this merchant how he 
came to establish the Lighting Spe- 
cialist. 

He said that his lamp department 
began to grow in 1914 and for ten 
years, although it did a much larger 
business each year, it did not make 
the corresponding increase in profit. 

He felt that the leakage was due 
to the many lamps taken out by cus- 
tomers and returned for credit. The 
loss was more than the packing and 
delivering, as few lamps came back 
in perfect condition, causing an actu- 
al loss on the marked value. To 
eliminate this, he made rules that 
lamps were not exchangeable, but 











this rule could not be enforced, be- 
cause, when a woman bought a lamp 
in good faith, thinking that the rose 
shade would match the rose in her 
boudoir and she found that the 
lighted lamp clashed with every color 
in the room, he could not expect her 
to keep it. And when she selected 
a lamp with a lace shade, costing $10 


Electrical Goods Section 


more, he could only take the lamp 
back for credit. 

He was studying this problem 
when The Home Lighting Campaign 
was waged in 1924-5. He studied 
the reports handed in by the school 
children in his home town and was 
amazed to find how bad the lighting 
conditions were in the homes of the 
better families. 

Studying the “Investigation and 
Report” page where the children 
checked their own homes and the 
homes of two friends, he conceived 
the idea of having his lamp depart- 
ment make a survey of the homes of 
customers in order to make intelli- 
gent recommendations and _ have 
goods sold stay sold. 

He had long been convinced that 











women did not carelessly buy lamps 
and then return them because they 
were fickle. He believed the women 
honestly did not know what was re- 
quired. 

He knew that his salespeople, who 
worked on drawing account and 
bonus, could not be expected to give 
customers the time required for the 
personal service. 

He also knew that the person se- 
lected for the special work must be 
an unusual person if the cooperation 
of the sales people was obtained. A 
decorator would not understand 
lamps and lighting, and an illumi- 
nating engineer would not under- 
stand the decorative end or the 
psychology of color, so he decided 
he must create a new factor in his 
department—a Lighting Specialist. 

This man makes a point of devel- 
oping people in his own employ in- 
stead of going outside for help. He 
studied the decorators in his store 
and selected a young woman whose 
records showed large lamp sales. He 
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found that lamps interested her in- 
tensely; that she understood their 
use and their abuse and was anxious 
to know more about them. When he 
suggested to her going to Nela Park 
for six weeks study and observation, 
at his expense, she was enthusiastic. 

The experiment worked out well 
so that today she has two trained 
assistants. The business in the lamp 
department has increased, the net 
profit has increased and the stock 
has decreased. Lamps today are not 
bought on speculation or for price 
appeal. The buyer is working with 
the Lighting Specialist, as are the 
salespeople who profit by the in- 
creased business. The Lighting Spe- 
cialists work on salary. The salesper- 
son is given credit for all business 
placed by the Lighting Specialist if 
the sales person takes the customer 
to the specialist. 

When I asked as to the tendency 
in lamp style, this merchant quickly 
answered that in lamps, as in wom- 
en’s clothes, there was a demand for 
better lines and a greater simplicity. 
People want lamps of better materi- 
al, so they will stand up more than 
one season. There is a growing ap- 
preciation of the fact that lamps 
should tie up with the interior decor- 
ation and in his city, early American 
and English styles are most popular. 
Metal lamps with parchment shades, 
of the latest vogue for good pen and 
ink sketches, all hand work, are 
selling well. Junior lamps he says 
are less popular, while bridge and 
table lamps are increasing in favor. 

“Render Service and thereby Make 
Money,” might be the slogan of the 
store following such intelligent, com- 
mon sense methods. 

One of the reports referred to in 
this story is printed on the follow- 
ing page. 
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Lighting Recommendations Service Dept. 


Date—June 15, 1926. 
Architecture—So. Colonial. 
Owned—Rented. 

House—A partment. 
Decoration—Early American. 


HALL DOWNSTAIRS 


Overhead Fixtures: We suggest changing old type clear 
bulbs for new inside frost bulbs of lower wattage. 
Brackets: Same as above. 


HALL UPSTAIRS 
Overhead Fixtures: Same as above. 
LIVING ROOM 


Brackets: Cut glass shades in use are consistent with 
your Colonial architecture, but clear bulbs cause a glare 
which may be eliminated by use of inside frost bulbs. 

Junior Lamp by piano. This lamp of old brass is too low 
to properly light the music on piano. We suggest using 
this lamp in Outdoor Living Room, and replace with double 
action Silvray lamp. This indirect lighting eliminates 
danger of glare on the music, keys, or in the eyes of player, 
and will also be found useful for general illumination in 
your large room for bridge, as indirect light from the ceil- 
ing is excellent on the shiny surface of playing cards. A 
lamp of Swedish iron, with appliquéd shade of English 
linen, would be interesting in this room. 

Bridge Lamp in use is well selected and well placed. 
We suggest a similar lamp with similar pen and ink print 
shade by secretary in the north end of the room. This 
bridge lamp would also give a comfortable light on the 
big chair at the left of the desk, which has no light at 
night, though a comfortable reading chair by daylight. 

Table Lamps: Two Chinese vase lamps with silk shades 
need fresh shades. We suggest plain linen shades of a soft 
taupe, so as to bring out rich color of vases. On south 
wall there are no brackets, and we suggest placing on long 
table, between the windows, a Swedish steel table lamp, 
same finish as the floor lamp, with a shade of the same 
appliquéd material. By using this lamp on the end of the 
table, near dining room, you will have a better balanced 
room at night. By your radio you have no light, and as it 
is trying on the eyes to use the shining dials, we recom- 
mend one of the new compact radio lamps which directs 
the light where it is needed and is hardly noticeable. 


OUTDOOR LIVING ROOM 


Overhead Fixtures: We suggest removing hanging fix- 
ture and substituting a close ceiling fixture of bronze to 
match brackets. Old ship lantern model would be in keep- 
ing with brackets and would give all the general illumina- 
tion needed. 

Brackets: No change. 

Junior Lamp: In the sheltered corner at the north, where 
the wind will not disturb it, we would use the floor lamp 
now in living room, with pleated chintz shade. This will 
give a good reading light by large reed chair and low ham- 
mock. 

Table Lamp: Use as it is with fresh shade of the same 
glazed gold chintz you have just put on your windows. 
Bound with a band of blue, it would go nicely with the 
shade on the junior lamp. 


DINING ROOM 


Overhead Fixture: Have four links taken out of chain, 
which will improve the proportion of your fixture. 

Brackets: No change. 

Serving Table: As there are no brackets on this wall, 
and a person stands in his own light here, we suggest add- 
ing two old silver electric candle sticks. You have outlets. 


LIBRARY 


Overhead Fixture: As walls are dark and you depend 
upon this fixture for all overhead illumination, we recom- 
mend using the new inside frost bulbs of higher wattage. 

Table Lamps: The two in use are excellent, but for 
chairs on the north and south sides we suggest low tables, 
for convenience of books or magazines, with pewter lamps 
and glazed parchment shades with old flower prints. Chil- 
dren will find studying easier with these small tables and 
lamps. 

Desk Lamp: Desk lamp in good taste and position. 


KITCHEN 


Overhead Fixture: We recommend eliminating old type 
fixture, replacing with a modern Kitchen Unit. If kitchen 
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walls are repainted yellow instead of gray, you will have 


much happier room. 
Brackets: It would cost very little to add a white enam- 


elled bracket above sink and will make the work lighter in 


two ways. A bracket is also needed by the small vegetable 
table at the south wall. 

Outlet: The one outlet at the baseboard is not sufficient 
for a room this size. We suggest another on west wall, 
three feet from the floor, for iron and other appliances. 


CELLAR 


Overhead Fixture: Replace the present bulbs with inside 
frost bulbs of a higher wattage. 


SEWING ROOM 


Overhead Fixture: Shorten the chain by six links and 
distribution of light will be much better. 

Outlets: If you add one in side wall for pressing, sewing 
machine, etc., you will find a happier seamstress, one will- 
ing to work an hour or two overtime when you need it. 
Also one for a bridge lamp in west wall, by the large 
chair. 

Bridge Lamp: Use one of the bridge lamps, now by the 
head of the bed in bedrooms. 


FOUR BEDROOMS 
(All alike in lighting equipment) 

Overhead Fixtures: Hanging fixtures make the rooms 
appear smaller. Replace at your convenience with close 
ceiling fixtures with inside frost bulbs which will supply 
plenty of light when needed. 

Brackets: All brackets are placed too low. They are of 
a type which may be turned, throwing the light to the ceil- 
ing, rather than down on the floor where it is not needed. 
Replace the glass shades by 5 in. shades placed on bulb. 
Use dimity, muslin or cream lace shades for summer to 
make your rooms look cooler. 

Bridge Lamps by bedside take up needed floor space and 
are in the way when the bed is made or the room is cleaned. 
Use one in sewing room and one in maid’s room. 

Bedside Lamps: Place a-bed lamp on the wall, not on 
table or on bed. A wall lamp throws light where it is 
needed, is stationary and is out of way. Use same mate- 
rial for the shade as on brackets. 

Dresser Lamps: Tall slender lamps of antique gold, glass 
or silver, should be used in pairs, with shades to harmonize 
with those lamps used on brackets and bed lamps. For 
smaller children, parchment shades with animals may be 
substituted. 

BATHS 


Overhead Fixtures: Use as they are, but substitute inside 
frost bulbs. 

Brackets: 
bulbs. 


Use as they are, but substitute inside frost 


MAID’S ROOM 


Overhead Fixture: Shorten chain and use a gay pleated 
chintz shade to match shade on the bridge lamp in the 
bedroom, recommended for this room. 

Outlet: Small expense of adding outlets will go far in 
relieving your servant problem. Put one by window for 
bridge lamp, and one at the head of bed. 

Lamp: Use wall type bed lamp with pink linen 


shade. 
MAID’S BATH 


Overhead Fixture: Shorten chain, and use one of glass 
shades eliminated from the bed room. If you paint walls 
light pink and use a cream tinted lamp shade, you will have 
a much more pleasant room. 


ATTIC 


_ Overhead Fixture: Shorten chain so as to throw light 
into corners. Use inside frost bulbs and reduce current, 
and increase illumination. 


COMMENT 


Residence is unusually well lighted, wiring is well placed 
and convenience outlets are numerous. Few changes sug- 
gested will, with a small expenditure, make a marked im- 
provement. 

We will be glad to help make as many of these changes 
as you wish at present and at any future time we would 
be glad to have you call on us for service. 

Please place this Recommendation on file with our Light- 
ing Survey. 

Respectfully submitted, 
BROWN & BROWN, 
By Sara Gray, Lighting Specialist. 
Sales Clerk: L. S. Perry. 














Summer months are 


Good Selling Months 
for Premier Duplex 


Housewives develop new interest in labor 
saving devices as soon as warm, lazy weather 
sets in. That’s why the Premier Duplex— 
the really fast, thorough cleaner—keeps 
selling right through the summer. 





The double action* that does twice the work 
in half the time—the no oiling** feature— | 
the lightness and easy glide of the Premier 
Duplex, are the qualities that make it sell 


quickly. 





Keep your sales effort going full force. Re- 
member that Saturday Evening Post ads are 
backing you all summer long. And you | 
will find that summer profits are big worth 
while profits ! 


*Strong suction. and a motor-driven brush. ; 


**Ball bearings in both brush and motor. 


Write for information on the valuable 
Premier Duplex franchise. 


Electric Vacuum Cleaner Co., Inc. 
Cleveland Ohio 


Manufactured and Distributed in Canada by the Premier 
Vacuum Cleaner Company, Ltd., Toronto 
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New Goods to Sell 


Reynolds Pendent Switch 


aa 


The Reynolds Spring Company, 
Jackson, Mich., manufacturers of 
“Reynolite” molded electrical devices 
and fittings, are showing a new item, 
a pendent switch No. 175, which is 
readily convertible into a feed-through 
appliance cord switch by removing a 
button at one end. The article is prac- 
tically unbreakable, the finish and color 
unaffected by atmospheric conditions. 





Knapp Sedan Fan 


An electric fan for use in automo- 
biles and motor boats has been brought 
out by the Knapp Electric Corporation, 





Port Chester, N. Y. The fan may be 
attached anywhere in the car and 
pointed in any direction. Current is 
supplied by the batteries used on the 
car and uses less current than a single 
headlight. The fan has four blades six 
or seven inches and weighs 2% pounds. 


Crosley R. F. &..-90 Console 


An addition to the Crosley receivers 
has been designed to meet the demand 





for handsome furniture type receiving 
apparatus that will give satisfaction 
in verformance. The R.F.L.-90 model 
has ample space for batteries in its 
solid two-tone mahogany cabinet and 
built in Musicone reproducer. This re- 
ceiver has been improved with the ad- 
dition of the graphic drum type sta- 
tion selectors and two acuminators for 
adjustment. Manufactured by the Cros- 
ley Radio Corporation, Cincinnati, O. 


Tool for Cutting Armored Cable 

















A tool designed to cut armored cable 
without cutting the insulation has been 
placed on the market by the Triangle 
Conduit Co., Inc., Dry Harbor Road 
and Cooper Avenue, Brooklyn, N. Y. 
Suitable for use in stripping single 
tape cable of two and three conductor 
No. 14 ga. and two conductor No. 12 ga. 
The tool is 11% in. long, and aside 
from embodying all the features of an 
ordinary gas plier has a cutting device 
for wire, cable or non-metallic conduit 
up to % in. diameter. 





Simplex Electric Range 








An electric range equipped with 
three 1200-watt hot plates, 2000-watt 
oven broiler unit and 1200-watt oven 
heater, designed for use with or with- 
out automatic control and for 104 to 
120-volt current on two or three-wire 
circuits, has been brought out by the 
Simplex Electric Heating Company, 
Cambridge, Mass. Finish is porcelain 
enamel. 
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Freshman Master Speaker 





The Charles Freshman Co., Inc., 
manufacturers of tuned radio fre- 
quency receivers and “B” battery elim- 
inators, announce the introduction of a 
new type of loud speaker. The speaker 
is of novel construction and _ incor- 
porates a special reflexed resonating 
air chamber. It is six inches high. 


Model B Musicone 


The Crosley Radio Corporation, Cin- 
cinnati, Ohio, has developed a larger 
size Musicone called Model B, which 
incorporates the same unit of repro- 
duction as the standard size, although 





the bass tones are said to be repro- 
duced a little better than in the smaller 
size cone. The new model B has a 
decorated cone, both front and back, 
with an ornamental shield type of 
cover for the unit. 


Portable Sewing Machine 


A portable electric sewing machine 
having a metal base insuring a steady 
firm position has been added to the 
Graybar Electric Company’s line of 
machines. The Graybar metal base ma- 
chine comes in two models, No. 1! 
weighing only 23 pounds and uses a 
vibrating shuttle producing a_lock- 
stitch; No. 12, which is _ illustrated, 
weighs 28 pounds and is of the rotary 
type also producing a lock stitch. 














EVEREADY 


FLASHLIGHTS 
& BAT TERIES 








Anderson’s, (nc. 


of Nashville, find Eveready 
line profitable 


HERE is a window-display of Eveready 
Flashlights and Eveready Unit Cells used 
with success by Anderson’s, Incorporated, 
electrical engineers and contractors, of 
Nashville, Tennessee. 

“We find the Eveready line a very prof- 
itable one to handle,” they write, “and are 
meeting with quite a lot of success in selling 
this quality merchandise.” 

Eveready, the original flashlight, is supe- 
rior both mechanically and electrically. It 
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is the most widely advertised. It has fea- 
tures found on no other flashlight. Of 
course, it’s the best seller! 


Stock genuine Eveready Flashlights and 
Batteries, and feature them prominently in 
your window and store. 

Manufactured and guaranteed by 
NATIONAL CARBON COMPANY, 
New York San Francisco 


Atlanta 
Canadian National Carbon Co., Limited, Toronto, Ontario 


INc. 


Chicago Kansas City 


EVEREADY 


FLASHLIGHTS 
& BATTERIES 


-they last longer 


Oo” 








FADA Long Wave Length 


Receiver 





F. A. D. Andrea, Inc., Jerome Ave., 
New York City, designed to receive 
broadcast wave lengths of from 200 to 
600 meters and 1050 to 2500 meters. 
The change in wave lengths can be 
made instantaneously, a _ throw-over 
from the low to the high wave length 
being provided. The set is a modi- 
fication of the Neutroreceiver, a prod- 
uct of the same company. 





Capitol Jr. Electric Iron 


The Barnett Foundry & Machine 
Company, Irvington, N. J., has brought 
out a small size popular priced iron for 
domestic use, called the Capitol Junior 
Electric Ironer. The machine has a 





full open end; a convenient switch that 
idles the roll, so that it may be used for 
pressing and pressure controlled by 
the foot, leaving both hands free to 
control the clothing being ironed. 
The ironer occupies a floor space 26 x 31 
inches and may be converted into a 
kitchen table by means of the porcelain 
table top attachment, when not in use. 


Console Grand Radio Receiver 


The A-C Dayton Type XL-30 Console 
Grand, a product of the A-C Electrical 
Manufacturing Company, Dayton, Ohio, 
has six tubes—two stages of cascade 
tuned radio frequency amplification, 








detector, two stages of audio frequency 
amplification and one stage of power 
amplification. The first stage tuning 
is accomplished by the use of two 
vernier dials only. The console is 
equipped with the Duophonic repro- 
ducing chamber. Battery compart- 
ments provide room for large storage 
batteries, for wet or dry “B” batteries 
or any of the “B” battery eliminators 
and “C” batteries if desired. The cab- 
inet is of walnut or mahogany. Dimen- 
sions: 40% inches wide, 41% inches 
high and 18% inches deep. 





Supertron Radio Tubes 


The Supertron Manufacturing Co., 
Hoboken, N. J., has brought out a new 
radio tube having a reinforced internal 
construction which ties the three ele- 
ments into one unit and which. the 
maker claims makes the elements rigid, 
vibrationless and non- -microphonic. The 
base and internal construction is Iso- 
lantite, an efficient dielectric material, 
machined like steel. 





“Uno” Shade Holders 





The Bryant Electric Co., 1421 State 
Street, Bridgeport, Conn, has bought 
out the “Uno” shade holder, a holder 
with a turned in collar threaded to fit 
the “Uno” threaded bead on the socket. 
A spring grip is_ provided’ which 
securely holds the shade in place. 





New Magnatron DC-112 


The new Magnatron DC-112 power 
tube recently brought out by the Con- 
newey Electric Laboratories, Hoboken, 
N. J., has a base of new design so that 





it also functions as the adapter through 
which the additional B and C batteries 
are connected. With this new tube 
used in the last audio frequency socket 
of a radio set no changes in wiring are 
needed. Four binding posts, marked 
and arranged on the shoulder of the 
base, take the wires from the extra 
batteries, two from the B and two from 
the C. The connections of the usual 
batteries used with the set are not in- 
terfered with. If provision has been 
made in the radio set for extra B and 
C batteries, the tube can be used by 
short-circuiting the binding posts on 
the shoulder of the base with the two 
metal jumpers fastened to each tube 
when it leaves the factory. 
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_Somersalo Balanced Radio 
Circuit 





The Electrical Products Manufactur- 
ing Company, Pawtucket, R. IL, will 
make and market a kit and set built on 
the new Somersalo Circuit. The cir- 
suit is a complete bridge similar to the 
Wheatstone resistance bridge. The 
antenna circuit couples to the first 
radio frequency amplifier, the output 
of: which couples to the input of the 
second frequency stage and thus to the 
condensers to prevent the high voltage 
reaching the grid. The Somersalo 
Corporation will issue licenses to other 
manufacturers for use of the circuit. 





Sweeper-Vac Polisher 





The M. S. Wright Company, Worces- 
ter, Mass., has brought out a new model 
Sweeper-Vac vacuum cleaner with an 
attachment for waxing floors. The ma- 
chine is of the motor-driven brush 
type, the polishing brush is also motor- 
driven and is readily attached, fitting 
into the nozzle of the machine. 





Heat Controller for Water 
Heaters 


A device for controlling automatically 
the operation of electric water heaters 
has been brought out by the Westing- 
house Electric and Manufacturing 
Company, East Pittsburgh, Pa. The 
control is effected by Spencer disc ther- 
mostat which is actuated by the heated 
water passing over a thin metal plate 
placed in contact with the thermostat. 








. A new tool = 


that strips armored 


cable without injur- 
ing the insulation! 















This feature alone sells the tool 
on sight. Every man who _ uses 
armored cable is a prospect. Will 
you cash in on it? You are tool 
headquarters to every trade. 


Performs three separate important 


functions: 


f 1. Strips the steel from armored cable 
‘ yan nn eet quickly, cleanly and without an s- 
apnannishs \ juickly, cleanly a any pos 
| . sibility of injuring the wire—you 
| cannot cut your hands, your clothing 
or the wire. 


2. Auxiliary knife cuts armored cable, 
rubber covered wire, etc., up to one- 
half inch outside diameter. 


“The 
pet of 
the 
wire- 
man’s 
tool 
bag” 


3. Pliers perform all the functions of 
ordinary gas pliers and have an extra 
heavy leverage. 









Triangle Armored Cable 


Triangle Automobile Tubing 
Triangle Gas Tubing 






WEIGHS ONLY 
TWO POUNDS 


TRIANGLE CONDUIT CO.,, Inc. 





GENERAL OFFICES FACTORIES 
Dry Harbor Road & Cooper Ave. pay 0 04 —_ i 
BROOKLYN, N. Y. Canadian Triangle Conduit Co., Ltd., Toronto | 
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‘‘They Keep a-Running” 





\4 Horse Power Century Split-phase 
Motor 


Thoroughly Insulated | 


Century Split-Phase Motors are thor- 
oughly insulated against moisture and 
dampness. The humidity that is preva- 
lent in laundries, damp basements and 
humid or tropical climates does not af- 
fect their ““Keep a-Running”’ ability. 








(1) The windings are thoroughly impreg- 
nated with insulation compound. 


(2) The Century Wool-yarn System of 
Lubrication is regular equipment. 
This consists of only continuous un- 
broken strands of pure wool yarn and 
assures at least one year’s continuous 
24-hour-per-day operation without re- 
oiling. 


(3) The “Parkerizing” rust-preventing 
process is applied to the armature as 
well as to the cut out and governor 
mechanism. 

(4 ) The terminal box is equipped with 
knock out plug and a rubber bushing 


to permit the use of either conduit or 
flexible cord wiring. 


Century Split-phase Motors are built in %, 
1/6 and % horse power sizes. Temperature 
rise is not more than 40° Centigrade. 


CENTURY ELECTRIC COMPANY | 
1806 Pine St. St. Louis, Mo. 


29 Stock Points in the United States 
and More Than 50 Outside Thereof 








—— 


Ya, 1/6 & Y% HP. 
meee cememnetimnemenen 















14, 1/6 & 4% HP 











Electrical Business Briefs 


UCH activity marked the meeting of the Radio 
M. Apparatus Section of the Associated Manufac- 

turers of Electrical Supplies last month at Hot 
Springs, Va. Aside from definite progress made in 
standardization work, the Radio Section took a very 
definite stand favoring the White bill, pending in Con- 
gress, as against the Dill bill. A telegram was sent to 
Senator Watson, Chairman of the Senate Interstate 
Commerce Committee, protesting the Dill bill, and ask- 
ing for hearings. It was suggested rather than permit 
the passage of the Dill bill that the industry would ask 
that no legislation be enacted at this session. The fol- 
lowing officers of the Radio Section were elected: 

Chairman, L. B. F. Raycroft, Electric Storage Bat- 
tery Co., Philadelphia, Pa.; Vice-Chairman, R. H. Lang- 
ley, General Electric Co., Schenectady, N. Y.; Secretary, 
J. M. Skinner, Philadelphia Storage Battery Co., Phila- 
delphia, Pa.; Treasurer, George J. Eltz, Manhattan 
Electrical Supply Co., New York, N. Y. 

The following officers were elected for the Associated 
Manufacturers of Electrical Supplies: 

President, Wm. H. Thornley, Tubular Woven Fabric 
Co., Providence, R. I.; Vice-President, D. H. Murphy, 
Wiremold Company, Hartford, Conn.; Treasurer, J. W. 
Perry, Johns-Manville, Inc, New York, N. Y. 


Semi-annual furniture and lamp show will open in 
the American Furniture Mart, Chicago, July 6 and close 
July 24. Almost 100 lamp manufacturers have en- 
gaged space for the show and considerable activity is 
expected as it is known that a considerable number of 
merchants have been revising their lamp departments 
and are ready for a new start, which accounts to some 
extent for certain trade developments of late. 


New York Furniture Exchange is departing from the 
usual plan of no special events during the year and 
announces a special show from July 19 to the end of 
the month. It is understood that the twenty-five lamp 
manufacturers having space in the Exchange will re- 
veal new patterns for the fall trade during this period. 
A considerable effort is being made to draw lamp 
buyers to the Exchange during that period. 





Earl Lines has been appointed advertising manager 
of the Leonard Refrigeration Company, Division of the 
Electric Refrigeration Corporation, formerly known as 
the Grand Rapids Refrigerator Company. He succeeds 
A. B. Merritt who recently resigned. 





More than 500 distributors, merchants and salesmen 
attended the fourth annual meeting of the Crosley 
Radio Corporation at Cincinnati last month. It was 
the largest and most successful of the meetings. Powel 
Crosley, Jr., told the meeting that conditions were 
rapidly improving for the radio merchandising because 
of the passing of many manufacturers who were not 
able to meet conditions in the rapidly changing mar- 
ket. Walter D. Fulghum, sales manager, and John L. 
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Drastic! 


To revolutionize home ironing—to 
bring new life into your electric iron 
department—to broaden your 
market and build steady profits. 















































ELDEC 


The Electric Steaming Hand Iron 


is based on an entirely new principle 
of ironing: combining steam with 
electrical heat to do a complete iron- 
ing—sprinkling—pressing job for 
the housewife. Yet, as simple to use 
as any ordinary electric flat iron. 


The Eldec Iron comprises the first 
really revolutionary principle in 
ironing since electricity was applied 
to the hand iron. It has interested 
every man and woman who has seen 
it. It has attained unusual and in- 
stant approval from leading power 
companies, distributors, dealers, de- 
partment stores, home owners. Why? 


Unlimited -Possibilities 


Coming on the market at a time when 
cheap, “trouble-making” electric irons 
are causing dissatisfaction among con- 
sumers; when the trade is begging for a 
high quality, long-lasting, novel-featured 
iron, the [ldec offers you unlimited po- 
tential demand. In your territory, the 
electric iron business is far from the sat- 
uration point. An average of over one- 
fourth more iron sales is possible through- 
out the country. 


The Eldec is a real replacement iron—it 
can be sold where other electric irons are 
already in use. Its unique features offer 
new fields for customers heretofore un- 
interested. It brings customers into 
your store who will buy other appliances 
besides irons. And it tells the commu- 
nity that you are wide awake to take ad- 
vantage of new, progressive appliances 
and ideas. 


ase eaeeeeeseae, 
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Here are a few Eldec facts that ought to 
make you anxious to fill in the coupon 
shown below: 


|, Steam does the dampening, with absolute 
* uniformity. 


‘ 
ya Renovates the nap. 


5 a Prevents scorching. 

4. Eliminates need of sprinkling or dampen- 
e ing. 

5 Avoids possibility of mildew, stains, or 
e spotting. 

6. 


Saves time—saves effort—saves fabrics. 


i , 
4 Fine for quick pressing of heaviest clothes. 


Your margin of profit on the Eldec is excep- 
tional. Your market is every wired home, apart- 
ment house, hotel, tailor and pressing shop, etc. 
Your customers secure lasting satisfactton be- 
cause of unusual quality built into this iron. 


Act today, and make the most of this Eldec 
opportuntiy—fill in the coupon now. 


THE ELDEC COMPANY, INC. 
501 Fifth Avenue, New York 


THE ELDEC Co. 
501 Fifth Ave. 
New York, N. Y. 


Gentlemen: 
Please send me further particulars concerning the Eldee Iron. 


ND ol ara og vacate sale ela Wp. ta0 GLA gah a A Aaa Seca Ta hdie irciir le vide MMM sod a. weve alata ares 


Street Pee ee hee eT ee ee ee ee eee ee sateen 


“sere weeeveeeve eevee eeaeenee 


Gees « « peas SPP eC eee State . 
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Good Variety—Yet 





















You need not carry a 
large stock to have quality 
lamps at quantity prices. 


Aladdin Lamps 
are assorted at 
‘*‘Standard 
Package” price 
so that you can 
display a range 
of colors and designs with | 
minimum investment. 
WRITE for your catalog 
of this well-known and 
widely accepted line. 


Aladdin Lamp No. 74, 
Verde Green, Pompeian 
Bronze, or Statuary 
Bronze finish with metal 
shade. A very popular num-_ 
ber due to its adaptability in 
the office, study and home. 














A sample at $2.16 net; 
quantity price in lots of 
12, $1.80. Packed in in- 


dividual cartons. 


ALADDIN MFG. CO. 
601 East 18th St. 


Muncie, Ind. 


QLADDIN' 


~®.. LAMPS w= 


<n 
“Lighting Over a Million Homes 


Tonight” 
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| Limes, new assistant sales manager, each conducted 
_ sessions of the convention. 





Utah Radio Products Co. of Salt Lake City and 
Chicago, have purchased the patents under which the 
Audalion loud speaker was manufactured. The trans- 
action was made with Dr. Lee DeForrest, according to 
the statement of Henry C. Forster, treasurer and gen- 
eral sales manager. This purchase, according to officers 
of the Utah company, puts this manufacturer on a firm 
footing as to protection of its products. Coincidentally 
the Utah company announces two new loud speakers 
which are now being offered to the trade. One is the 
Utah Book, a speaker having the appearance of a hand 
illuminated ancient book, laying open on an easel. It 
is so assembled that the book can be hung on the wall, 
as a picture. The page-surface of the book is made of 
parchment and gives a large surface of great reliability. 
The principle is that of the cone speaker. The other new 
speaker is an eleven inch bell, finished in gold and brown 


- crakle. 





That new-old name, Graybar Electric Co., will go on 


_ the largest building in the world. This building is now 
in construction at Lexington Avenue, occupying the 


block front between Forty-third and Forty-fourth 


| Streets, New York City. It will be named Graybar 


Building and one entire floor has been taken by the 
Graybar Electric Co. for executive office space. It is 
expected that the Graybar officers will take possession 
of their new quarters May 1, next. The building occu- 
pies more than an acre and a half and will be thirty 
stories high, which will give it more floor space than 
any other office building. Graybar is a revival of the 
old name of Gray & Barton, the beginning of the 
Western Electric Co. The company now known as 
Graybar was formerly the supply department of the 
Western Electric. 





Day-Fan Electric Co. is the new name of the Dayton 
Fan and Motor Co. The change of name is a step in 
simplification, as the comvany now takes the name 
of the products that it has made famous and will give 
those who handle these products really only one name 
to remember for both products and firm. Coincident 


| with this announcement, the company reported the 


purchase of the ten-acre plant of the Recording and 
Computing Devices Co., in Dayton, which will be taken 
over immediately for the production of Day-Fan radio 
and other electrical products. 





The Freed-Eisemann Radio Corporation, manufac- 
turers of radio receivers, has entered the washing ma- 
chine field with a new device and has also begun produc- 
tion on a large scale of a new phonograph sound box. 
The Industrial Products Division of the company, has 
been created and the company has taken over the busi- 
ness of the Turbax Corporation and is now marketing 
an electric clothes washer adaptable for kitchenette 
apartments. The Freed-Eisemann Radio Corporation 
recently moved into its new factory at Junius Street and 
Liberty Ave., Brooklyn, N. Y. 





At the annual meeting of stockholders held recently 
at East Pittsburgh, Pa., the following directors of the 








$1600 


{$16.50 west of Rocky Mountains) 





This is the amazing retail price of 
the New Trimm Cone. A value as 
sensational as the reproducer itself. 
It will be beyond doubt the season’s 


greatest buy. 
RADI 


MANUFACTURING 
COMPANY, 
MEenMeen 24 ©. Clint St. 
Get CHICAGO 
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U. S.A. 





The 


TRIMM 
CONE 


1s here 
M7 


We announce today a Trimm Repro- 
ducer of the Cone Type. Just as Trimm 
Headsets and Trimm Horns in past 
years established new standards of Ra- 
dio reproduction, so also is this New 
Trimm Cone in advance of all radio 
reproducers you have listened to. It 
reproduces with true definition every 
instrument, every tone, every pitch of 
voice or instrument, throughout the 
entire scale of audible sound. It brings 
to radio the deeper and higher tones 
heretofore so frequently missing from 
radio amplification. The Trimm Cone 
embodies an entirely new principle of 
vibratory transmission here used for 
the first time. 


Unquestionably, it is the last word in 
radio reproduction. This will be the 
season’s biggest money-maker for every 
retailer and jobber. The coupon below 
will bring you complete information. 


Send this Coupon “Now! 


TRIMM RADIO MFG. CO. (1) 
24 So. Clinton St., Chicago, Il. 


Send me at once fullinformation covering the New 
Trimm Cone Reproducer. 





Address 
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Are you looking 
for bargains 








VIBRATIONLESS 
UNIFORM 
and GOOD 


We haven't any— 


The “Bargain Jobber” thinks he is a Jobber— | 
He is always looking for bargains—Each new | 


bargain is supposed to be better than the pre- 
vious one and always a little cheaper—Such 
Jobbers eventually disappear leaving behind 
the spoils. 


The “No Bargain Jobber” knows his only rea- 
son for existence is the service he renders be- 
tween the manufacturer and the dealer—His 
dealers must sell Good goods to the public, 
who after all maintain us all. 


Supertron does not want bargain Jobbers. 
We offer you a clean merchandising proposi- 
tion backed up by national advertising, abun- 
dant sales helps and a product that will give 
you a pleasure and a profit. 


Supertron is the most costly tube to manufac- 
ture—The base and the new interior construc- 
tion is made of Isolantite—It’s better but costs 
you no more. Yes, a complete line! Full de- 
tails on request. 


SUPERTRON MEG. CO.., Inc. 
HOBOKEN, N. J. 


Terr TT TT To TTT 30 N. Dearborn Street 
Export Depariment ........... 220 Broadway, New York City 


SUPERTRON 


aA SERIAL NUMBER GUARANTEE 
The Foremost Independent Tube In ? 








| Westinghouse Electric & Manufacturing Co., whose 
terms had expired were relected: F. A. Merrick, vice- 
president and general manager, Westinghouse Electric 
& Manufacturing Co., R. B. Mellon, pres., the Mellon 
National Bank Pittsburgh, Pa., George M. Verity, 
pres., the American Rolling Mill Company, Middletown, 
Ohio, and Jerome J. Hanauer, Kuhn, Loeb & Co., New 
York. 


Reynolds Spring Co., Jackson, Mich., manufacturers 
of Reynolite molded electrical devices, announce the 
appointment of Fulwiler & Chapman, Atlanta Trust 
Company, Building, Atlanta, Ga., as their direct repre- 

_ sentative for the Southern district. 


The Trico Fuse Mfg. Co., Milwaukee, Wis., has 

_ appointed the following sales agents: J. T. Sudduth & 

Co., 229 Brown-Marx Blidg., Birmingham, Ala., covering 

Alabama and Georgia; F. J. Keller & Co., Fort Worth, 

covering Texas; and the Coast Electric Supply Co., 222 
So. San Pedro St., Los Angles for California. 








| The Automobile Supply Co., Chicago, Ill., has taken 
the exclusive distribution of the Neutrowound receiving 
sets in the Chicago territory. 





| 
| 


The Dayton Fan & Motor Co., Dayton, Ohio, manu- 
facturers of the Dayton Fan and the Dayton Radio 
receiving sets, held a conference of the Eastern Section 
Distributors in New York City on May 26. The com- 
pany is holding preliminary sectional distributors’ meet- 
ings with a view to advising their distributors of the 
policy and plans tentatively projected for next season. 
The new models were shown. 





The Radio Exposition Corporation has announced 
that the Radio Exposition which was to have been 
held in Grand Central Palace, Sept. 10-17, has been 
cancelled and the Board of Directors of the Corpora- 
tion ig recommending to its exhibitors that they ex- 
hibit at the Radio Worlds’ Fair to be held in the New 
Madison Square Garden, Sept. 13-18, under the 
auspices of the Radio Manufacturers’ Association. 











One of the largest fabricating plants in the country 
was recently formed through the consolidation of the 
Paul Goldstein Co., Westinghouse Micarta distributors, 
and Poster & Co. The new company, known as Micarta 
Fabricators, Inc., and located at 307-11 Canal Street, 
New York City, will have an output of 500 radio panels 
daily. The company operates a branch in Chicago about 
half the size of the New York branch. 





The Beacon Radio Manufacturing Co., Inc., Brook- 
lyn, N. Y., manufacturers of Trinity receiving sets, has 
changed its selling policy and is appointing territorial 
distributors. The company is ready for national dis- 
| tribution and requests inquiries from jobbers. 
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It fits more pocketbooks 
than ever 


| This low-priced Graybar iron fits 

where many other irons will not go—-into 

| every purse. And the Graybar name 
guarantees the worth of the iron. 

But low price is not its only attractive 
feature. This Graybar iron has every 
talking point one usually associates with 
higher priced irons. Well balanced, 
sturdily made, beautifully finished, it 

The Graybar quality heats quickly and evenly, and the mir- 
| tag — under which ror-like sole plate means smooth and 
60,000 electrical sup- easy ironing. 

| fe ane aenppoe. Let the Graybar iron smooth the way 
to further sales. One Graybar appli- 
ance sells another—and the Graybar 
Electric distributing house nearby has 
those appliances always available. 


ntl . 7 yYavba 
- T a \ a 


ELECTRICAL SUPPLIES 
Successor to Wesfern Eleciric Supply Dept. 


Offices in 56 Principal Cities Executive Offices, 100 East 42nd St., New York 
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THERE IS 
NO SUBSTITUTE 
FOR MARGIN 


Fifteen years ago we recognized 
this basic fact. Ever since our mar- 
gin to the trade has been generous 
on all 


Hamilton 


Beach 


Necessary Electrical Devices 








Retail 
Price 


$¥g2s50 





Denver and Weft 4900 


There are 19 Numbers in this Fast 
Selling — Nationally Advertised 
Line—Every one of the 15,000,000 
wired homes needs one or more of 
these labor saving devices—There 
is a big store and factory market in 
addition. 


It Will Pay You 


to become a Full Line Dealer as it has 
other dealers the country over. If you’re 
only selling a few numbers ask your job- 
ber for full information and prices on 
this Profitable, Nationally Advertised 
Line. Sold by representative jobbers 
everywhere. If you don’t know the one 
nearest you, write us for his name. 


HAMILTON BEACH MFG. CO., Racine, Wis. 
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Some Things 


Every Salesperson 
Should Know 


measure of pressure that moved the electricity over 

the wire and told of its meaning to appliances. There 
are two other units of measure that the salesperson should 
be familiar with. These are the watt and the ampere. 

The watt is the unit by which the energy or working 
power of electricity is measured. The amount of work 
done is exactly in proportion to the amount of energy used. 
A watthour is the energy consumed by a watt working for 
one hour. A kilowatt equals 1000 watts. The meters record 
the measure in kilowatt hours, because the watt is such 
a tiny unit. The watt gets its names from James Watt, 
who invented the system of measuring. 

House lines in the main are 110 volt and 660 watt lines. 
As we have pointed out in the previous article, it is not 
safe to use a 30 to 60 volt appliance on a 110 volt line and 
to do so will bring disaster to the appliance. The watt 
measurement is not on that basis. The danger with the 
wattage is not to overload the line. The underload is not 
a factor. The appliance selects its watts as it needs them. 
In practice an appliance marked 110 volts can be used on 
the same line as an appliance marked 110 volts, 600 watts. 
But they cannot be used on the same circuit at the same 
time. 

To put it another way—the voltage must always conform 
within a narrow margin of the voltage of the line. House 
circuits are usually 115 volts. But an appliance does not 
kave to be a 600 watt to be used on the same line. But 
care must be taken not to overload the circuit. Lamps re- 
quire about 50 watts and the usual practice is to make a 
house circuit for each 16 or fewer lamps. Each lamp 
takes off the line the wattage it requires. 

If 12 of these lamps are in use, there is little left for an 
appliance, so some of the lamps should be put out before 
an appliance load is added. A 600 watt iron and one lamp 
is about all the kitchen circuit will stand. 

Residence wiring is usually divided into several circuits, 
the number is indicated by the number of fuses in the 
transformer box. Much trouble is caused by users of ap- 
pliances seeking to use several lamps, an iron, toaster and 
heater on a line at one time. This overloads the line. 
Overloading a line heats it and the fuse blows out. 

Every housewife or maid who uses appliances should know 
how many circuits there are in the house and what rooms 
are on each circuit. Then she can guide the use of appli- 
ances properly. If the living room and kitchen are on 
different circuits, she does not have to guard against the 
wattage used in these two rooms. A heater can be used in 
the living room and an iron in the kitchen, while both 
cannot be used on the same circuit. 

This is because the line that brings the electricity to 
the house carries a heavier current up to the transformer 
box than the lines that run from the transformer through 
the house. In the case of electric ranges and other ap- 
pliances requiring a heavier voltage than the average run 
of household appliances, a circuit is wired for the range. 

Besides the pressure—called volts—and the working 
power—called watts—there is a measure for the volume of 
electricity passing over the wire. This measure is the am- 
pere. The name comes from A. M. Ampere, a French elec- 
trician, who devised this method of measurement. In one 
hour an ampere flowing through the circuit will carry a 
certain amount of electricity. This quantity is called an 
ampere hour. 

To find the wattage of an appliance where only the am- 
peres or volts are marked, multiply the voltage by the am- 
perage: that is, multiply the volume by the pressure which 
is forcing the electricity through the wire and you will 
get the working power or consumption of the appliance in 
terms of watts. For instance: an iron marked “amperes 3, 
volts 110,” is a 330 watt iron. 


FR measure we mentioned the volt as the unit of 
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ON MAY first the Red Seal Dry 
Battery business of the Manhat- 
tan Electric Supply Company 
was purchased by the National 
Carbon Company, Inc., and Red 
Seal Dry Batteries are now be- 
ing manufactured and sold by 
the National Carbon Company 
organization. 

The Red Seal brand of dry bat- 
teries will be continued on the 
market and will have the same 
high quality as heretofore. This 
change in brand ownership will, 
we believe, bring advantages that 
the trade will be quick to realize. 
Adequate stocks will be regu- 
larly carried at National Carbon 
Company factory and warehouse 
points, which will insure prompt 


SEAL 
DRY 





CELLS 


Now a National Carbon Product 


and efficient service to the trade. 

Present stocks of Red Seal 
cartons, display material and lit- 
erature will be used until ex- 
hausted, after which the only 
change will be the appearance of 
the name of the National Carbon 
Co., Inc., as the manufacturer. 
Abundant window display mate- 
rial of the most effective kind 
will be supplied Red Seal dealers. 


The manufacture of Red Seal 
Dry Cells, therefore, not only is 
being continued as heretofore, 
but preparations are being made 
to expand the production of Red 
Seal Cells to whatever extent 
may be necessary to meet your 
demands. Order Red Seal Dry 
Cells from your jobber. 














Manufactured and guaranteed by 


NATIONAL CARBON COMPANY, 
Atlanta Chicago 


Canadian National Carbon Co., Limited, Toronto, Ontario 


INC. 
Kansas City 
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lasts twelve months 


> 
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The 
Balkite year 


Get your share 
of Balkite 


summer business 


Balkite has disproved the theory that summer 
radio business does not exist. It does exist for 
the radio dealer who goes after it methodically. 


Every owner who has bought a radio set 
during the season is a Balkite prospect during 
the summer, because Balkite Radio Power 
Units simplify and improve radio reception. 


The live radio dealer does not wait for 
summer business to come in. He makes a list 
of his radio set purchasers during the season 
and follows them up consistently, making 
demonstrations of Balkite Radio Power Units 
and other live accessories in the owner’s home. 
It is surprising how much profitable summer 
business can be produced in this way. For 
Balkite is a year-round business. 


Jobbers and dealers who operated on this 
plan last summer, who concentrated on live 
lines and followed up receiver sales, made 
money. Follow their experience this summer. 
A full page Balkite advertisement is now ap- 
pearing each week in one of four of the most 
influential of all national magazines— The Sat- 
urday Evening Post, Collier’s, The Literary 
Digest and Liberty. This Balkite summer 
advertising is producing business now. Get 
your share of it. 


FANSTEE 


Balkite 
Radio Power Units 


Manufactured by 
FANSTEEL PRODUCTS CO., Inc., North Chicago, Ill. 


BALKITE BATTERY CHARGER - SALKITE TRICKLE CHARGER - BALKITE“B" + BALKITE*8°0 2 
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About Radio Batteries 


HE Better Business Bureau in New York recently 

bought four radio storage batteries from special- 

ized radio stores in New York City. After buying 
the batteries, the Bureau had them tested and the test 
showed that the batteries scored something like 65 
per cent of the rated capacity advertised and usually 
stamped on the plate attached to the battery. In every 
case, the salesperson overstated the capacity of the 
battery. 

This investigation is rather strong evidence as to 
why the “gyp” and specialized stores can undersell 
legitimate merchants on these articles and it points out 
how the reputable merchant can meet the competition; 
by having some of the cheap batteries tested and telling 
the public about it. 

In each case these batteries looked larger than bat- 
teries of the same rating made by reputable manufac- 
turers, because the boxes were bigger. An examina- 
tion showed that the materials used in these batteries 
was of average or good quality and that they were 
average quality batteries except that they did not have 
the capacity advertised. 

The same line of construction was followed in all of 
them. The cells were made up in the usual way but 
there was waste space of an inch or more at each end 
of the cell, thus spreading the materials out to appear 
to fill the larger box than was required for a battery 
of the actual capacity. 

None of the four batteries was made by a nationally 
known manufacturer. Two of the batteries, one sold at 
a 120 rating and the other at a 100 rating, were 
identical in manufacture and arrangement but adver- 
tised under different names. This fraud is a very old 
one in the automobile business but has recently been 
somewhat hampered in its activit’es in that field 
through exposures and increased education of the car 
owner. The radio field offers a new lot of purchasers 
and evidently radio set owners are going to have the 
same expensive experience. 

Frequently reputable merchants are caught by such 
fraudulent battery makers and unsuspectingly pass this 
sort of merchandise on to the public who accept the mer- 
chants word for its quality. 

The merchant has two means of protection; first to 
buy only brands of batteries that he knows to be 
reputable, the other is to test the batteries when he 
stocks them to be sure that his sales guarantee is 
correct as to ratings. 

The obvious lesson in this investigation is that appear- 
ance and size cannot be considered in judging batteries. 
These batteries had even better appearance than some 
standard batteries that gave service up to and in some 
cases above the capacity on the plate. In all cases the 
quality of the box appeared to be satisfactory. All 
were oversize boxes. 

It is simply a case of the dealer assuring himself that 
the capacity of the battery is equal to the figure used 
for advertising and in the sales talk. A hydrometer 
will tell the story. 
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THE JUNIOR 
UPRIGHT 


(Without speaker) ...$135 
Other models: 

The Upright ........ 165 
The Sharitan ....... 180 
(Both with Hartman Ap- 
proved Speaker built in) 


The Compact ....... $100 
Western prices slightly 
higher. 





SYNTONIZED * 


means “perfectly in step 
in tone,” or perfect uni- 
son of operation in the 
receiver, freedom from 
distortion and oscilla- 
tion, pure tonal quality, 
maximum volume and 
distance, regardless of 
wave length, with the 
ideal degree of selectiv: 















ote 
ae 


Ss Ree oe ay 
* > or 
y x ’ ie 
° ig he , 
Ve foe ‘é ee? ca 
se % Z ~ 
y 
a 

™ 

» 

» 


The SINGLE-SIX 


—A Supreme Radio 
Achievement * 


HE Single-Six is the only perfectly syn- 
tonized* receiver made. ‘Two new inven- , 
tions make it the outstanding achievement in the 
history of the radio industry. No receiver on 
the market today can approach the Single-Six in 
performance. It is the perfected product of 25 
years’ experience in the manufacture of compli- 
cated electrical devices. 


Consider these superior features of the 
THE HARTMAN Single-Six :— 

COMPACT 
With Pedes-Teller 


shows 


Six tubes under single control 
Absolute freedom from oscillations ) 


The photograph All distortions eliminated 


ne of y attracti , : ' : 
arrangements ia: eae Lighted dial, calibrated in meters 
e made in any home : . 

with the Compact and (for quick, easy tuning ) 


Ideal degree of selectivity maintained 
throughout all wave lengths 


PERFECTLY SYNTONIZED* 


Pedes-Teller. 


The Compact cabinet is 
made of solid mahogany, 
trimmed with beautiful 
statuary bronze escutch- 
eon plate. 


The Pedes-Teller, a new 
and distinctive all-direc- 
tional speaker, is finished 
in brown mahogany, with 


You'll be proud to sell Hartman Radio—and you 
will be selling it within a year, because it will 
make you a host of friends, as well as good, sub- 


orange and black en- stantial profits. Our sales policy is as distinctive 
graved side panels. anh - ° 
with a_ long as our product. A copy of our booklet is ready 


Equipped 
cord so that it can be 


, ! 
moved about with ease. for you. 


If you are in the radio business to stay, you owe it to yourself to write for “The Com- 
plete Hartman Story,” a booklet fully describing our line and explaining our unique 


sales policy. 


The HARTMAN ELECTRICAL MFG. CO. 


MANSFIELD, O. 


COSHOCTON, O. CHATHAM, ONT. 
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COLLYER 


Silk and Cotton 
CORDS 





It’s All In the Display 
Rack 


What attracted your attention to this 
advertisement? ‘The display,” you 
reply. Exactly. Modern merchandis- 
ing makes the goods hunt the shopper 
—not the shopper hunt the goods. 
That is why we have designed a Dis- 
play Rack that gets instant attention. 


This Display stands right out from the 
mass of other electrical goods shown 
on counters and reminds customers of 
their needs. 


It affords them an opportunity to SEE 
and HANDLE the goods and ASK 
QUESTIONS. Sales follow rapidly. 
Dealers who are using Collyer Display 
Racks are doubling and trebling their 
Cord sales. You can do the same. 


We stand back of our product. Ask 
about the Rack that makes customers, 
ask about our Cord. 


Collyer Insulated Wire Co. 
Pawtucket, R. I. 
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Beauty Parlor Boosts Sales 
(Continued from page 21) 


ing plan and instalment payments. 

From then on there wasn’t a hitch. The funniest 
thing, too, by the end of the week nearly all the sales- 
people were imitating the beauty specialist. They’d 
gotten her ‘line’ and were handing it out like experts. 
Mr. Bangup and I agreed that, even if the sales 
hadn’t been so gratifying, it would have been worth 
the experiment to educate them to sell those appli- 
ances. At it is, though, we accomplished both pur- 
poses,” she finished. 

“But Sally, aren’t you going to tell us any of the 
beauty secrets the specialist revealed. I’m awfully 
curious,” begged Alice. 

“You certainly are,” Joe replied laconically, “‘here’s 
where I’m going to be out some money.” 

“Yes, Sally, by all means tell us the secrets,” Mrs. 
Hope urged, without heeding Joe. ‘Goodness knows, 
I need them, what with playing nurse maid to a brood 
for the better part of thirty-five years.” 

“Well, that specialist was a marvel. She knew her 
business and what is even more important, she knew 
human nature,” Sally told them. “She could divine 
in some way the very defect of which the prospect 
was most sensitive, and she played on that—very 
adroitly, of course. Believe me, I never realized what 
a wonder worker the electrical vibrator really is. 

“In fact its capabilities widened as the prospects 
varied. To each, however, she first explained its 
value as a stimulation to scalp and sagging facial 
muscles, and as an aid to relaxing stiffened muscles 
and a relief from various diseases. Then she would 
emphasize its value as a double-chin remover, or as 
a reducer of thick ankles, thighs and waistline. 

“Then she would go into nightly treatments of the 
skin, which is the usual treatment of removing pow- 
der and rouge with cold cream and giving yourself 
a massage with the vibrator. 

“Then, having whetted the customer’s appetite for 
that, she would move to the dryer. That, in her 
opinion was an indispensible part of all really par- 
ticular women’s toilet accessories, it is a boon in 
summer, after swimming, when the hair gets wet 
and must be rinsed and dried quickly. Also, after a 
hot bath or shower, for no matter how careful one is 
the hair at the nape of the neck gets damp, if not 
actually wet. Also one’s head perspires on such oc- 
casions and many women, instead of drying their 
scalp and hair as they should, let it dry itself. 

“Gracious, no wonder you sold beauty appliances!” 
Alice exclaimed. 

“Sally’s sold us out, Dad,” cried Joe. “I thought 
I was going to be the fall guy, but now you and me 
both. But it’s great sales stuff, and believe me I'll 
use it if ever I get a chance. But for poverty’s sake, 
don’t go any further, Sally, I’m bankrupt now.” 

“And all this fine plan had its beginning in my 
humble suggestion?” queried Mr. Hope. 

“That’s why you were just crowned,” both Alice 


and Ben chorused. 
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Sells for *15—Your profit *7-59 
25 lleite-Bakelite Plugs 
e $7.50 »s 
































5 Assortment consists of five 
h of Nos. 701, 702 
Bi-Cluster Plugs for ” hea, samuel 706. 
Twin Lights 
(i | ss lt 
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Adina Triple Service Plugs 





MADE OF BAKELITE 
No. 7O2—One outlet for lamp with 
shade, one branch outlet for attach 
ment. 


MADE OF BAKELITE 
No. FOG—Two sockets outlets for 
lamps or attachments. 


Cost to you $1.25 
SELLS FOR 82.50 

















Cost go you $1.25 


SELLS FOR 82.50 




















MADE OF BAKELITE 5 
No. FOiL—One outlet for lamp with 














shade, two branch outlets fo attach- ° ° 
oo « lati No ee Triple (Pin Type) Plugs 
Cost to yor 87% 
Double (Pin Type) Plugs SELLS FOR 83.75 











Attractively Boxed for 
Counter Display 


These ILEITE-BAKELITE Plugs are 
standard merchandise, accepted by 
the trade as being the highest 
quality products on the market. 
They carry our _ unconditional 
guarantee against defective ma- 
terial and workmanship. 








MADE OF BAKELITE i. ‘ = ’ MADE OF BAKELITE 
No. 704—Two outlets for lamps or Live dealers are making a real Ne. 70S— Two catlets for pin plugs, 
socket plugs. ; * . “fe and one outlet for lafnp. 

aor profit on ILEITE-BAKELITE Products Ceat to Sen $2 0T% 
SELLS FOR 83.75 








SELLS FOR $2.50 



































We pay transportation charges on all =| cen) YOUR Deal direct with the 
cash with order shipments. All ORDER NOW minedenten 
C. O. D. shipments are shipped “in aie gage , urer. 
transportation charges collect. a Senne eee You get the jobber’s profit! 


Ileite Electric Manufacturing Corp. 
200 Fifth Avenue, New York 


Factory: Malone, New York Member Electrical and Lighting Appliance Board of Trade 
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Small Town Merchant Does Big Job 


(Continued from page 17) 


boys and objection on the part of 
the school principal, so we engaged 
a couple of young men to canvass the 
town, which they did to perfection 
and I am inclined to believe that the 
lamp demand of this town is satu- 
rated for about six months to come. 

No newspaper is published here 
so we used direct mail advertising 
and canvassing with all the results 
that could be desired. 

As soon as the sidewalk dried off, 
the words “How are you fixed for 
lamps?” and “Tried the new Inside 
Frost lamps?” were put on the walk 
in white. 

The back side windows of my au- 
tomobile were frosted with an epsom 
salts solution and the words “Inside 
Frost MAZDA lamps” left in clear 
letters. 

A rubber stamp “How are you 
fixed for lamps?” is used on bills, 


statements and other outgoing mail 
matter. 


The following facts may be of in- 
terest. 

The population of this town is 
about 600, rating a $150 contract. 

I qualified for the $300 basis last 
year and have a $300 contract now. 

List sales to date on March 31 
were $214.91. 

There are four other merchants in 
town selling lamps, three selling in- 
dependent makes and one selling Edi- 
son lamps. 

I am on the fifth month of the 
third year selling Buckeye lamps and 
have shown a progressive develop- 
ment of the lamp business. Starting 
the first year I filled a $150 contract, 
the second year filled a $150 contract 
and reached the $300 basis and this, 
the third year, will very likely have 
filled my $300 contract by the end 
of the sixth or seventh month. 


On March 31 I got a consignment 
of lamps, part of which went to fill 
orders and were delivered on that 
day. This consignment was dated 
April 1 and therefore does not ap- 
pear on my March report. I am tak- 
ing credit for the lamps which were 
sold out of that consignment on 
March 31 to the amount of $11.48. 

Your very truly, 
J. R. BUSH. 


Sales Record 

Net sales of National MAZDA 

lamps for December, 1925—$22.48 
Net sales of National MAZDA 

lamps for January, 1926— 28.73 
Net sales of National MAZDA 

lamps for February, 1926— 67.67 
Net sales of National MAZDA 

lamps for March, 1926—136.55 

Our net sales of new Inside Frost 
lamps only for February, 1926 were 
$7.89, for March, 1926 were $79.08. 





To Sell at a 
Popular Price— 
With a Liberal 
Profit for You 











High grade, distinctly 
new and of improved 
design, this iron is elec- 
trically and mechanic- 
ally correct in every re- 
spect. An absolute 
household necessity. 


Hard floating ele- 
ment. Lavite core. Ni- 
chrome resistance wire. 
Separable attachment plug. Six foot asbestos in- 
sulated heater cord. Ventilated shank. Full nickel 
plated. Unconditionally guaranteed on 110 to 120 
voltage A.C. or D.C. Capacity 85 watts. Attractively 
packed in individual cartons and counter display 
boxes of '%4 doz. 





DAY, for interesting details. 


THE PAL RADIO CO., Inc. 


1204 Summit Avenue Jersey City, N. J. 


| List $1.50 

| You can quickly cash in on this high qual- 
ity, low price soldering iron. Ask us, TO- 
i 
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Sells on Sight 


This triple-duty plug is so obviously con- 
venient and useful in every home that it 
sells on sight. It is the most universal of all 
multiple plugs. Any dealer who will display 
it in the illustrated display carton furnished 
with every ten will increase his sales—and 










It will take two extension cords—the 
T-shaped slots will receive either 
tandem or parallel blades. 
The socket takes either 
Uno threaded or standard 

clamp shade holders. 
There is also astandard 
twin plug and a double 
duty wall outlet plug in 
the complete Anylite 
line. Write for full 


particulars. 
THE 


ANYLITE 


Electric Co. 


Ft. Wayne 
Ind. 
























or 
Ihen and Now 


Time was when we read by candles, 

Folk who had oil lamps were blessed— 
Now-a-days they press the button, 

And the lights do all the rest. 


Ci. 
o- - J 
—rhes 
—_ . A 


Monday—that was always wash day, 
And we rubbed like all possessed— 

Now-a-days they press the button, 
The machine does all the rest. 


Tuesday—that meant heaps of ironing, 
Irons all weighed a ton we oa 
Now-a- days they press the button 
And the ironer does the rest. 











@ 





















How we swept and scrubbed and dusted 
Till the family was distressed— 

Now-a-days they press the button, 
And the cleaner does the rest. 





Fires nena wood and lots of chopping, 
Winter surely was a test— 

Now-a-days they press the button, 
And the heater does the rest. 


© 











Then the girls played the piano 
Till some thought it was a pest— 

Now-a-days they press the button, 
And the player does the rest. 





Say! I like these fine inventions, 
And my money I’Il invest 

In the things that do the working 
While we weary mortals rest. 
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Here Wore Sales 
and Bigser Protits 


The Ten-Ten Assortment of Benjamin 
Two-Way and Three-Way Plugs 


A Profit of $3.73 
On an Outlay of $6.37 


A sure-fire way to make a good profit from 
a fast turnover on a small stock. 


Concentrate on a single line. With a mini- 
mum investment for stock meet every plural 
plug need of your community. 

Benjamin Two-Way and Three-Way Plugs 
are unconditionally guaranteed. They are uni- 
versally accepted as the original, most popu- 
lar, eficient, durable and convenient. 

The market is enormous; the demand con- 
tinuous. 

Tie-up your store with the big National 
Advertising Campaign and take advantage of 
our generous dealer helps. Our nearest office 
will give you full information. 










of each 


Benjamin Electric J 9,24,F9S 


Mfg. Co. 


120-128 S. Sangamon St. 
Chicago 

New York: 247 W. 17th St. 

San Francisco: 448 Bryant St. 
















and 4 


of th ese— 












With Self-Selling 
‘Vending Carton 


Mail Coupon for Initial 
Assortment Today 


—_—_——_ET— Te ToT a ee oT ow Ta ee ee SS SS 
‘? FF oe 


Benjamin Electric Mfg. Co. 
120-128 S. Sangamon St., Chicago 


Senet 10°10 Two-Way Plug Assortments, and bill 
through my regular jobber. 


My jobber is: 
Cit} tinsel 
Name of Dealer....... 


State 


State...... 


D3 
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Trade Marks 


ELECTRIC 








- OW does it work?’’ Every sale even- 
tually gets to that question. 


Then, if you are selling Servel, you can give 
a dramatic demonstration. You can introduce 
the refrigerant. Pour it into a glass, insert a 
thermometer, and show how the mercury 


goes to 10° below zero. 


Pour it into a dish, drop water on it, and in- 


stantly the water turns to Ice. Squirt it on 





54 


Reg. U.S. Pat. Off. 





REFRIGERATION 





Demonstrations you can give 


the floor. Quickly it evaporates. Nothing left. 


These demonstrations explain the why and 
how of Servel, and inspire increased interest 
on the part of the consumer. They are another 
great selling asset of the Servel dealer. 


THE SERVEL CORPORATION 
6131-13 51 East 42nd Street, New York 


CHICAGO BOSTON DETROIT MINNEAPOLIS SALT LAKE CITY DENVER 
ATLANTA SAN FRANCISCO LOS ANGELES SEATTLE DALLAS 
London, England, Servel, Led. 

Carteret, N. J. Newburgh, N.Y. 


Factories: Evansville, Ind. 











Cheesy. 


Seg 





It is indeed better to g1ven 





when you can get sales aids 


like these for your customers 


























They are some of the many advant- 
ages obtainable for the Edison MAZDA Lamp 
Agent. 


Orders will be accepted now for the 
1927 calendar painted by Maxfield Parrish— 
the most famous piece of commercial art in 
the country. The traditional acceptance of 
this wonderful series of calendars means that 
you have the cumulative value of years of ad- 


vertising constantly at your service. 


Playing cards with beautiful Parrish 
reproductions —— safety matches imprinted in 
colors — bridge score pads — these are some of 


the new sales helps now ready. 


Send out these goodwill salesmen. 
Order now from your District Office or ser- 


ing Agent. 


DA LAMPS 


RIC PRODUCT 









































Bs RADIOLA 28 





MADE: 





PRICES GUARANTEED 


Again RCA gives the dealer a price guarantee on all the 
new 1926 Radiolas, right up to December 31, 1926. If 
prices go down, an RCA Authorized Dealer will not lose! 
Last year, RCA gave its dealers over four million dollars 


in credit on lowered prices. 


WODELS GUARANTEED 


Every RCA Authorized Dealer can order now with confi- 
dence, for the dealers know and the public knows that the 
present models of Radiolas will not be superseded this year. 


WEAVY ADVERTISING 


Circulation numbers cannot tell the whole story of RCA 
advertising. It will reach practically every good prospect — 
some of them many times. The important national mag- 
azines—the radio, farm and boys’ magazines—and more than 


a hundred newspapers. 


and a BIG CAMPAIGN 


to advertise the dealer 
To make the public choose its dealers 
as carefully as it chooses its sets, RCA 
is running a special $30,000 campaign 
in The Saturday Evening Post to talk 
about its dealers, and to make the RCA 
Authorized Dealer sign one of the best 
known trademarks in the country. 














Nov. 1926 
Aug. 1926 
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yt in your fall order NOW 


~A-Radiola ” 
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MAKERS: OF: THE: RADIOTRON 
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